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\‘To Protect Clients’... 


ANA Head Tells BPA One Basic Audit * 


Is Needed for Business Publications — 


Agencies Re-Enter TV 


i 


New York, Nov. 15—“It is be- 
coming increasingly clear that the 
needs of the times call for one basic 
auditing service for business publi- 
eations and a reconciliation of dif- 
ferent points of view of business 
paper publishers in regard to paid 
and unpaid circulation. 

“It’s not a question of who is 
right or who is wrong, but what is 
right for the good of effective ad- 
vertising.” 

This point was stressed here to- 
day by Paul B. West, president of 
the Assn. of National Advertisers, 
in a talk before the 25th annual 
meeting of the Business Publica- 
tions Audit of Circulation. 

Mr. West (who was the first 
president of BPA’s predecessor or- 
ganization, Controlled Circulation 
Audit) emphasized the continuing 
need for circulation auditing of 
business papers, and praised BPA 
for adapting its service to changing 
requirements—notably its intro- 


Hutchins Heads 
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meetings with business paper pub- 


ji 
1953, by means of which BPA au- & - 
dits business papers with either) a reposterous i 
paid or non-paid circulation. ie * wetess, 
i oe eer | Poor Programs’ Call for 
® ANA plans to hold a series of @ ei yy.) | «~=« Move, Says BBDO Head 
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lishers, similar to those it has held | 
with newspaper and general maga- 
zine publishers, to try to bring 
about better understanding of what 
advertisers and agencies need for 
better business paper advertising, 
he reported. | 


As a result of such meetings, Mr. | ANGEL—Apex Beauty Products, At- 


ue ALLY! 
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West said, it should be possible to) 


plans to spend $1,000,- 


New York, Nov. 14—The head 
of one of the country’s most pow- 
erful advertising agencies today 
served notice on the broadcasting 
industry that advertising agencies 
are coming back into tv program 
production in a big way. 


Barton, Durstine & Osborn, told 


Ben Duffy, president of Batten, | 


as Co-Producers: Dutty 


their clients. 

“In the early days of tv, pro- 
gram production was a function 
‘of the agency,” he said, but “over 
| the course of several years, that 
/control of production was given 
|} over to networks and to independ- 


|ent packagers. The agency viewed 
| shows, commented on_ shows, 
| bought shows on a supermarket 
|basis. Only rarely did the agency 
get into the actual production of 
these shows before the pilot film 
|stage had been reached. 


work out new approaches to some ‘@ntic City, 
of the problems and controversies 900 in the next 15 months for the 
that have plagued the business largest ad program in its history. 
paper publishing industry during This ad is scheduled for the Jan- 
the past few years. It is imperative, | yary issue of Ebony. Abbott-Kim- 
he said, that all business papers be pail Co., New York, is the agency. 
audited. Today this is true of only | (Story on Page 107.) 

about one-third, he said, and about : 


the Radio & Television Executives | 
Society that “preposterous prices ® “But times have changed, and 


and poor programs” have made it 
a “virtual necessity” for advertis- 
ing agencies to re-enter the field 
of television production as co-pro- 
ducers to protect the interests of 


1,200 issue only unverified publish- 
er’s statements, which are of no 
help to advertisers. 

Mr. West also called for a re- 
evaluation of agency commissions 
in the light of recent developments 


New NBC Radio Plan Lets Affiliates 


now the agency must become a 
|co-producer. It doesn’t seem 
practical that the agency can ever 
again become sole producer of 
network tv shows, although we do 
'this on occasions. For one thing, 
|the field of television production 
| today—with re-runs, color and all 
| the other little headaches—-has be- 
|}come more complex. An agency 
is not in the business to make 
money as producer or owner of 


and changing conditions. 


s Adoption of a revision of the 


Sell Unsold Network Time: Culligan 


| television packages. 
Net Also Lengthens 


the-spot reports from foreign cor-| “But the co-producing role is a 
' respondents. |perfectly logical one for us. It is 


in Philadelphia 
Found Agency 


Maxwell Associates 
Retains Some Philco 
Business; Seeks More 


PHILADELPHIA, Nov. 16—The two 
principal officers of the Hutchins 
Advertising Co. here, which is los- 
ing the Philco consumer account 
Dec. 31, after handling it for 21 
years (see story on Page 3), have 
resigned from Hutchins and are 
forming their own agency, ADVER- 
Tistnc Ace has learned. 

John and William Maxwell, 
both of whom have been working 
on the Philco account for Hutchins 
for more than 20 years, confirmed 
reports that they are forming an 
agency, which probably will be 
called Maxwell Associates. In- 
corporation papers have not come 
through as yet. The new agency 
will retain some Philco divisions. 

The brothers, both originally 
* from Rochester, N. Y., where they 
started out as commercial artists, 
will be equal partners in the new 
agency. John will assume the title 
of president, William will be vp. 
Both presently are vps of Hutch- 
ins. John was the senior officer on 
the Philco account. 


s The Hutchins New York office 
was shut down several weeks ago 
(AA, Sept. 17); the Maxwells will 
continue to occupy the agency’s 
present quarters here in the Beury 
Bldg. Most of the top personnel 
in the Hutchins office here will 
remain with Maxwell Associates. 

Maxwell Associates definitely 
will continue to handle Philco’s 
government and industrial divi- 
sion, international division, Lans- 
dale tube division, accessory divi- 
sion and financial and institutional 
division. The new agency also will 
help produce Philco’s display and 

(Continued on Page 107) 


BPA’s by-laws calling for an in- 
crease in the dues structure in- 
creasing basic membership dues 
about 20%, and a number of other. 


Station Breaks, Adds to | 
News Service, ‘Monitor’ 


New York, Nov. 16—Matthew J. 


These newscasts will be offered 
to advertisers by NBC in minimum 
packages of five newscasts weekly 
for 13 weeks. The price is expected 


changes of a technical nature, were . 
called for at this silver anniver- Culligan, who assumed the direc- 
sary meeting. However, after the tion of the NBC Radio network a 


revisions had been debated and couple of months ago, this week 


to be about $5,000 a week for the 


full network; stations will receive | 
| their usual network compensation | 


|for this business. 


approved by the members in at- Started presenting his new pro- 

tendance, it was pointed out that 

two-thirds of the membership was 

necessary for adoption, and that an | 
(Continued on Page 110) } 


| 
Cheery Newsprint 


| 


Outlook Brightens 
SNPA Convention 


Boca Raton, Fla., Nov. 15— 
Newsprint and advertising, some- 
times tender topics for newspaper 
executives, added a rosy glow to- 
day to the opening session of the 
annual convention of the South- 
ern Newspaper Publishers Assn. 

Newsprint production capacity 
reached its highest point in the 
South this year and “even more ca- 
pacity” is planned, the publishers 
were told. 

Charles Puckette, SNPA presi- 
dent, in a report submitted for him 
by Harry B. Bradley, board chair- 
man, made it clear that the news- | 
print production outlook is good 
enough for southern publishers to 
expect some cuts in costs. Mr. 
Puckette, general manager of the 
Chattanooga Times, is suffering 
from a back ailment and was un- 
able to attend the convention. 


s “As we look forward to a pro- 
duction of over 1,000,000 tons of 
newsprint in the South for another 
two years, going far toward a bal- 
ance of use and production in our 
area, we know that changes are 
ahead in our contract relations 
(Continued on Page 110) 


gramming and sales plans to the | (Continued on Page 107) 


a middle-of-the-road approach to 
the problem of program control 
that neatly bridges the two ex- 
tremes of past years. It is a role 
that an agency can play well for 
all concerned,” Mr. Duffy said. 
The BBDO president empha- 
| sized that this step means that the 


| (Continued on Page 110) 


affiliates in regional meetings. 

His proposals call for the sta-/- ’ 
tions to have the opportunity to sell | New Dimension’... 
locally any commercial availabil- 
ities in network shows. These plans 
already have been approved by 
the affiliates’ executive committee 
and the affiliates’ program advis- 
ory committee. 

Mr. Culligan’s blueprint for the 


—— also calls for the follow- Capitalize on Car Use 
re Hike that New Highways 


national news programs to be Will Create: Brockway 
broadcast hourly on the full net-| 

work daily from 7 a.m. to 11 p.m.,| Los ANGELEs, Nov. 15—“Velocity 
EST. This service is set to begin is the new dimension in our econ- 
Jan. 14. It will feature NBC com- jell Norman H. Strouse, presi- 
mentators in this country and on-|dent of J. Walter Thompson Co., 


e Five-minute national and inter- 
| 


Last Minute News Flashes 


Reach, Yates Gets FC&B Share of Latex 


New York, Nov. 16—International Latex Corp. will name Reach, 
Yates & Mattoon to handle that part of its advertising now with Foote, 
Cone & Belding, effective Jan. 1. This includes Playtex girdles, bras 
and pillows and means that the Reach agency, already handling the in- 
fantwear division, gloves and Isodine antiseptic, will become the sole 
domestic agency on the Latex account, worth more than $2,500,000. 
McCann-Erickson, Toronto, handles Canadian advertising. 


Deines Rejoins F&S&R on Westinghouse Operation 

New York, Nov. 16—Harry J. Deines, vp at J. Walter Thompson Co. 
since 1954, will rejoin Fuller & Smith & Ross Dec. 1 as vp in charge of 
the Westinghouse industrial divisions served by the agency. Mr. Deines 
was previously with F&S&R from 1944 to 1949, when he joined West- 
inghouse as general advertising manager. He joined J. Walter Thomp- 
son five years later. 


Kasco Dog Food Moves to Donahue & Coe 


New York, Nov. 16—Corn Products Refining Co. is moving its Kas- 
co dog food account from Clark & Bobertz, Detroit, to Donahue &| 
Coe, effective Jan. 1. The account reportedly bills $1,000,000. 

(Additional News Flashes on Page 111) 


Velocity’ of Economy Challenges 
Ad Industry, Strouse Tells OAAA 


told members of the Outdoor Ad- 
vertising Assn. of America at the 
organization’s 59th annual con- 
vention. 

Economic velocity, he said, 
spells opportunity but brings with 
it multiplying problems and chal- 
lenges business to plan much fur- 
ther in advance. “The traffic 
moves much faster today, and we 
have to look much farther down 
the road to anticipate the prob- 
lems ahead,” he said. 

Based on a straight projection 
of the increase of gross national 
product for the past 17 years, the 
U. S. could expect a gross nation- 
al product of $592 billion in 1965, 
he said. This compares with Arno 
Johnson’s estimate of $565 billion 
and others which are close to it. 

Mr. Strouse said he has no doubt 
America can produce goods and 
services to meet this goal. But he 
termed it a challenge to those in 
any way connected with selling to 
maintain the velocity of consump- 
tion. 


® In his opinion, the answers will 
be found in (1) proper under- 
standing and use by management 
of advertising as a selling force 
and (2) the ability of the adver- 


|tising profession to man itself 


(Continued on Page 107) 
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Everything in Color... 


Alcoa Will Glitter 


in TV and Print 


With Design Series, Christmas ‘Spec’ 


Aluminum Co. Plans Huge 
Merchandising Drive for — 
‘Stingiest Man’ Musical 


PrrtssurcH, Nov. 13—Aluminum 
Co. of America is lighting up a) 
huge pre-Christmas promotion and 
advertising program coming to a 
climax with an NBC spectacular 
presented as Alcoa's “Christmas 
gift to the nation.” 

Alcoa says the Dec. 23 spectac- 
ular, a musical version of Dickens’ 
“Christmas Carol,” is the first 90- 
minute musical sponsored by a 
single company on tv. The big color 
show, “The Stingiést Man in 
Town,” is produced by Theatrical 
Enterprises Inc., with Fuller & 
Smith & Ross, agency for Alcoa, 
handling telecast arrangements. 

The star-embossed show, from 9 
to 10:30 p.m., EST, will use the 
regular “Alcoa Hour,” plus an ex- 
tra 30 minutes. Basil Rathbone, 
Vic Damone and Patrice Munsel 
are in the cast. Joel Specter is in 
charge of production. 


= In sweeping, parallel campaigns, 
Alcoa will promote the Christmas 
show and Christmas gifts made of 
Alcoa aluminum. 


The product campaign will break 
in the December Better Homes & 
Gardens with a color spread em- 
bracing four Dutch-fold half pages 
that add Alcoa gift suggestions to 
those already under the Christmas 
tree on a full-size page. The cam- 


paign theme: “Star light, star 
bright.” 
Commercials on the “Alcoa 


(Continued on Page 112) 
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Olde Frothingslosh _ 
Pale, Stale Ale 
Makes Bigger Splash 


Prrrssurca, Nov. 14—Olde Fro- 
thingslosh pale. stale ale (“The 
Foam Is on the Bottom”) not only 
gets wider distribution this holi- 
day season, but is joined by Sir 
Lady Frothingslosh ale in a 7 oz. 
can (“The beer with the fickle- 
foam ... no one knows where | 
it will be). This season, these sea- 
sonal ales will be sold throughout ! 
Pennsylvania and adjoining states. | 

Olde Frothingslosh started out | 
as a promotion gimmick of Pitts-| 
burgh Brewing Co. a couple of 
years ago (AA, Jan. 10, '55), based 
on a burlesque of what British 
Broadcasting Corp. commercials 
might sound like if there had been 
such a thing. (The burlesquer was 
Rege Cordic, disc jockey on a 
KDKA show sponsored by Pitts- 
burgh Brewing.) 


s Originally Pittsburgh Brewing 
put out a limited quantity of Olde 
Frothingslosh, really its own Tech 
Pilsener beer with joshing labels 
pasted on, to newsmen and others 
as a promotion, However, the spoof 
caught on, and soon orders came 
in from taverns and restaurants. 
Olde Frothingslosh thus became a 
“holiday tradition” for the brewer. 

Ads for Olde Frothingslosh read: 
“The beer is so light, they say, 
that it floats on top of the foam 
. . » the foam is on the bottom, 
where it belongs . . . it’s a lively 
beer because its made with Hip- 
pity Hops . . . Olde Frothingslosh 
is a product of the Olde Frothing- 
slosh Brewery, located in Upper- 
Crudney-on-the-Thames, England, 
and is brewed by Sir Reggie Fro- 
thingslosh IV and his wife, Sir 
Lady Frothingslosh.” 

Smith, Taylor & Jenkins, Pitts- 
burgh Brewing Co. agency, also 
handles the Olde Frothingsiosh 
Brewery account. 


‘Forecast’ Will Feature 
Top Designers, Artists 
in $1,000,000 Campaign 


PittssurGcH, Nov. 14—In an “un- 
selfish selfish” campaign, Alumi- 
num Co. of America is giving the 
world a peek at what aluminum 
has to offer in the fabulous future. 

Called “Forecast,” the campaign 
is based on the theme, “There’s a 
world of aluminum in the wonder- 
ful world of tomorrow.” To prove 
this thesis, Alcoa has commissioned 
leading designers to take alumi- 
num and create “new comforts 
and benefits for the home of to- 
morrow.” 

As the designs are perfected, 
Alcoa will present them to the 
public through color ads in News- 
week, Time, The New Yorker, The 
Saturday Evening Post and U.S. 
News & World Report. When fea- 
sible, the designs will also be fea- 
tured on “The Alcoa Hour” (NBC- 
TV). 


s As a campaign teaser, the com- 
pany ran a color page in the above 
five magazines during the week of 
Oct. 15. Designed and photo- 
graphed by Herbert Matter, the ad 
was a three-dimensional interpre- 
tation of the Alcoa red and blue 
triangle symbol. The copy an- 
nounced that “Alcoa will present a 
broad collection of outstanding de- 
signs, to be shown in pages like 
this one. They will let you glimpse 
the lightness and brightness and 
beauty of aluminum that will come 
into your home and into your life 
. . . in the wonderful world of 
tomorrow.” 

The campaign really got under 
way this week when the first de- 
sign—an evening gown by Jean 
Desses—was presented in the Nov. 
17 New Yorker. When the Parisian 
coutourier was first commissioned 
by Alcoa, he said he’d be delighted 
to fashion a gown of aluminum 
cloth, but he wanted to work with 
a chiffon-like fabric—just the op- 

(Continued on Page 112) 
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THINGS TO COME—A gown of aluminum cloth “as silky as a butter- 
fly’s cocoon” illustrates Aluminum Co. of America’s forecast: 
“There’s a world of aluminum in the wonderful world of tomor- 
row.” This color spread is running in The New Yorker Nov. 17 and 
is scheduled for Time Nov. 26, Newsweek Dec. 3, U. S. News & 
World Report Dec. 7 and The Saturday Evening Post Dec. 15. 


Cuicaco, Nov. 14—Whimsical 
delivery of U. S. mail is causing 
trouble in all sorts of business and 
association activities. 

For example, ADVERTISING AGE 
has just received, in a roundabout 
way, a confidential bulletin of an 
important regional association of 
publishers, in which slow and un- 
certain delivery of mail is a sub- 
ject of considerable discussion. 

All of the publisher members of 
this association send copies of their 
publications regularly to associa- 
tion headquarters, so that the as- 
sociation can fill specific requests 
for information, tear sheets, etc. 

In recent weeks, the association 
has been required to ask a consid- 
erable number of members for ad- 
ditional copies of their publica- 
tions, with the result that several 
expressed wonder about what the 
association office did with the cop- 
ies originally sent to them 


s “We're not tossing (your copies) 
aside, or losing them—or even 
‘eating them,’ as one member sug- 
gested,” this association advised its 
members. “We just didn’t receive 
the two copies... 


Use ‘Explosion’ Ads to Produce 


/ 


Small Company May 
Need ‘Spectaculars’ to 
Vie with Giants, He Says 


New Or.eans, Nov. 13—People 
are insulated against normal ad- 
vertising efforts, and it takes “ex- 
plosion advertising” to rock them 
into attention. 

That’s what Robert McFadyen, 
manager of sales and merchandis- 
ing plans for NBC-TV, told the 
Advertising Club of New Orleans 
here today. 


ae eM aif FS ia) 
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Marketquake’: NBC-TV's McFadyen 


Mr. McFadyen bowed to the 
traditional precepts of frequency 
and regularity. But he said flatly 
that, while they are “the faith, 
hope and charity of the advertising 
program, alone, they are not 
enough.” 


@ What the advertiser needs. in 


Mr. McFadyen’s opinion, is a big 
splash, or “explosion advertising.” 
“It’s advertising for dominance,” 
|he explained, and in this category 
he listed spectaculars like the 
(Continued on Page 70) 
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PINK & WHITE—Lever Bros. is using full-color posters such as this 


to promote its new peppermint f 
Coast test markets. “Keeps your 


lavored Stripe toothpaste in West 
breath fresh as a daisy,” says the 


headline for the dentifrice with pink stripes. 


First-Class Letter Required Ten Days for 
Fifty Mile Trip, Publisher Group Reports 


| “This problem with the postal 
|service is not new,” the associa- 
|tion’s bulletin said. “We have ex- 
|perienced it for some time. We’ve 
|heard from many publishers... 
When the pieces of information are 
put together, they make an inter- 
esting pattern. But that does not 
solve the problem of missing, or 
lost, or strayed tearsheets. Maybe 
the situation will clear up... 
“Other publishers report the 
problems they are having with 
their local post offices. One mem- 
ber 50 miles away advises us he 
received a letter from us, sent first- 
class, 10 days after the postmark.” 


® Meanwhile, grumblings were 
heard on many sides this week as a 
result of the almost countrywide 
decision of postmasters not to make 
deliveries of mail on Monday, Nov. 
12, because it was Veterans Day. 
A roundup by the Wall Street 
Journal reported that an over- 
whelming majority of business 
houses were open as usual that 
day, and the total lack of mail de- 
liveries caused a slow-up in order 
filling, billing and other normal 
operations, and an unusual pile- 
up on Tuesday. 


NARTB Joins 
Defense Against 
FCC ‘Lottery’ Edict 


WasHINGTON, Nov. 13—The Na- 
tional Assn. of Radio & Television 
Broadcasters intervened as “friend 
of the court” today to oppose a 
ruling of the Federal Communica- 
tions Commission which would 
force “Play Marko” programs off 
the air as a lottery. 

In a declaratory ruling last May 
requested by Caples Co., Chicago, 
owner of “Play Marko,” the com- 
mission said the program (which 
resembles Bingo) involves ele- 
ments of price, chance and consid- 
eration. 

After Caples appealed to the 
court of appeals here NARTB en- 
tered the case. The association con- 
ceded that elements of prize and 
chance are present. But it denied 
that the act of entering a store in 
order to obtain a “Play Marko” 
card represents sufficient “consid- 
eration” to justify a ruling that the 
game is a lottery. 


® NARTB said it is not expressing 
either approval or disapproval of 
the program but that it is con- 
cerned with the commission’s in- 
terpretation of the lottery laws. 
“If the commission’s decision 
stands,” the association said, “the 
‘presentation of advertising for 
(Continued on Page 109) 
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$2,000,000 Mars 


Account Sweetens 
~ Knox Reeves’ Pot » 


‘Swamped’ with Calls 
Since Dropping Ludgin, 
Says Chuckles’ Rathbun 


Cuicaco, Nov. 14—Knox Reeves 


| Advertising, Minneapolis, added a 


sweet $2,000,000 in new business 
yesterday when it was named the 
agency for Mars Inc., Chicago 
candy manufacturer. 

Herbert A. Lehrter, who heads 
up the Mars market research de- 
partment, told ADVERTISING AGE 
that Knox Reeves will take over 
the account late next month. More 
than 25 agencies solicited the ac- 
count, which was resigned by Leo 
Burnett Co. last month (AA, Oct. 
29), he said. 

“It was a very difficult decision 
to make,” Mr. Lehrter said, “but 
we were impressed with the agen- 
cy’s long experience in the food 
products field, particularly on the 
General Mills account.” 

The winning presentation was 
made by a Knox Reeves team com- 
posed of E. E. Sylvestre, board 
chairman; R. W. Stafford, exec vp: 
Dr. A. R. Root, director of media 
and research; Otis Winegar, crea- 
tive director, and R. E. Neff, tv 
and radio director. The account 
will be handled out of Minneapo- 
lis. 


® Mars and Burnett officials re- 
fused to say why Burnett resigned 
the account. Burnett had been the 
agency for nearly seven years, 
picking up Mars from Henri, Hurst 
(Continued on Page 109) 


Home Improvement 
Program Hits Snag . 
in White Plains 


Wuirte Prains, N.Y., Nov. 14— 
Operation Home Improvement, the 
national program to induce Amer- 
icans to improve their homes, has 
turned into “Operation Devasta- 
tion” for two families unfortunate 
enough to be “winners” in this 
city’s phase of the national pro- 
motion. 

The two families were picked 
|last January for free improve- 
ments to their homes totaling some 
$15,000. Both families were be- 
sieged by decorators, architects, 
artisans and photographers, armed 
with suggestions, some of which 
turned out to be rather unfortu- 
nate. 

At the home of Sam Smith, a 
research consultant, the photogra- 
phers suggested that he rip out 
the partitions in his basement so 
they could get a better shot of the 
“model playroom” that would be 
built there. He cheerfully obliged. 
And Silvio Volpe, a machinery 
salesman, eagerly slapped a coat 
of water paint on two rooms in 
preparation for the picture win- 
dow that was to be installed in his 
home. Since then—nothing. 


® Nothing, that is, except for a 
letter of apology and a check for 
$100 from J. Herbert Grimsey, 
president of the Civic & Business 
Federation, local sponsor of OHI. 
John C. Bailey, executive direc- 
tor of the federation, explained 
last week that the plan fell through 
“mainly because its sponsors failed 
to meet anticipated commitments,” 
according to a story published in 
the Westchester News, which 
brought the fiasco to light. Be- 
sides the Civic & Business Federa- 
tion (chamber of commerce equiv- 
alent), local sponsors included 


the Westchester Home Builders 
(Continued on Page 109) 
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Nunn Holds Out 
Lure of Point 
of Sale Payment 


CuicaGco, Nov. 15—The issue of 
agency compensation for point of 
purchase advertising came up to- 
day at a joint meeting of the Point- 
of-Purchase Advertising Institute 
and the Chicago Federated Adver- 


tising Club. 

Wesley I. Nunn, advertising 
manager of Standard Oil Co. 
(Ind.), flung open that particular 


closet door in the course of a plea 
for “better integration” of point of 
purchase and other compensated 
advertising. 

A “ramification” of this suggest- 
ed integration, Mr. Nunn said, was 
the question of whether point of 
purchase suppliers should allow 
commissions to advertising agen- 
cies. 

The Standard Oil executive 
promptly replied to himself, “I 
do not believe that the flat 15% 
commission is justified on the bas- 
is of present agency participation 
in point of sale.” 


® But he deliberately kept the 
door ajar by emphasizing, “not at 
this time,” and adding that “the 
time may come.” Meanwhile, he 
advised agencies to improve their 
point of purchase services, to “find 
and make use of opportunities to 
do something to make point of pur- 
chase more effective and to make 
themselves more essential to the 
point of purchase effort.” 

Then would come the time to 
talk remuneration—and Mr. Nunn 
left little doubt that Standard of 
Indiana, at least, would be ready. 

“Eventually, the generally ac- 
cepted practice may be a flat per- 
centage,” he suggested. “Or it may 
be a flat retainer. Or it may be so 
much per job. 

“At Standard we don’t care how 
we pay. We just want to have the 
best possible job at a price that is 
fair both to those who serve us and 
to ourselves. We are willing to pay 
more for more, but not more for 
the same, or the same for less.” 


® At the same time, Mr. Nunn 
hammered away at the importance 
of point of purchase to agencies, 
regardless of remuneration. 

“Point of purchase is a kind of 
insurance for the balance of the 
advertising budget,” he said. “In 
our case, it represents less than 
10% of the total budget, yet, with- 
out its impact on consumers where 
the sale is made, the effectiveness 
of our advertising in all other 
media is lessened. 

“It is therefore important to the 
agency, for purely selfish reasons, 
to see that point of purchase is 
successful.” 

In conclusion, Mr. Nunn noted 
that “as point of purchase adver- 
tising grows in volume, it must 
continue to improve. That means 
more consideration must be given 
to it by the supplier, the advertiser 
and the agency. 

“I sincerely believe that when 
all three step up their interest in 
this important advertising medium, 
the rewards will be more than ade- 
quate for all who will contribute to 
its success.” 


Grant Appoints Blanchard 
Grant Advertising, Detroit, has 
appointed Thomas R. Blanchard a 
television copy supervisor. Mr. 
Blanchard, who co-founded TV 
Today, a tv magazine distributed 
in Detroit, Cleveland and Chicago 
in 1950, later formed his own 
agency, Thomas R. Blanchard Ad- 
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they 
2 new 1957 Rambler 6 anc 3 sew 
Ranvier V2 tos. 


eo ae 


AT ALL NASH DEALERS + AT ALL HUDSON DEALERS 


BOUGHT A DINOSAUR—American Motors Corp. takes some healthy 

swipes at “great, big automobiles” that eat up gas, are difficult to 

park, etc., in this cartoon-panel ad for the Rambler. A full page, it 

is running in newspapers in key markets. Geyer Advertising, De- 
troit, is the agency. 


Britain Opens Door to U.S. Rye, Bourbon, 
But Little Is Expected to Trickle Through 


New York, Nov. 15—American 
whisky producers were presented 
this week with what seemed to 
be a brand new market—a nation 
of 50,000,000 people unacquainted 
with the virtues of bourbon and 
rye. 

The nation is Great Britain, 
which announced that henceforth 
it. will allow unrestricted imports 
of whisky from the U.S. and other 
countries. 

The news of the lifting of import 
quotas was welcomed here by 
American distillers, but AA found 
that none of them was getting 
ready to declare an extra dividend 
on the strength of it. 


® Four major distillers—Seagram, 
National Distillers, Schenley and 
Brown-Forman—were still study- 
ing the implications of the British 
move. They appeared to be in 
agreement, however, that Britain 


will not represent a great market 
for them—in the immediate future. 


® They did point out that the re- 
laxation of controls means the 
American tourist—and there are 
a good many of them exploring 
Europe these days—may now be 
able to get his favorite drink, be 
it scotch, rye or bourbon, in the 
better London pubs. American 
troops stationed in Europe will 
have the same option now when 
they visit Britain. 

The British action—a highly un- 
usual and potentially dangerous 
step for a dollar-short country— 
was not entirely unexpected. 
American distillers have demand- 
ed it for several years now. Theo- 
dore Wiehe, president of Schenley 
International Corp., has argued the 
point before the British Board of 
Trade and the British Travel Assn. 

(Continued on Page 6) 
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P&G Is Top Spot TV Spender in 3rd 


Quarter; Medium 


Bates Heads List of 
Agencies in Spot, but 
L&aN Shows Biggest Gain 


penditures for the third quarter of 
1956 totaled an estimated $83,863,- 
000, representing a drop of $21,- 


Rancho Realtor 
Rounds ‘Em Up 
With TV Lariat 


selling farms and ranches in cer- 
tain sections of the country may 
depend on a preponderant use of 
television advertising, according to 
a realtor from the Southwest. 

Wayne Adams, Roswell, N.M., 
speaking at a convention of the 
National Assn. of Real Estate 
Boards, said that last year 90% of 
his sales were “directly traceable 
to tv advertising.” His firm, Mr. 
Adams reported, usually sells 
“around $1,000,000 worth of farms 
during November, December and 
January alone.” 

Using demonstration and illus- 
trations, the New Mexico realtor 
exhibited some of the techniques 
which have made his weekly five- 
minute tv program so effective. He 
showed how a combination of car- 
toons, music, personal presenta- 
tions, concluding slogans and other 
devices had the desired effect on 
viewers. 


s The particular approach used 
by Mr. Adams is to place only one 
farm or ranch before the viewer 
in each program. Then, with the 
use of farm and ranch terminology 
and a blackboard to outline such 
features as pastures, wells and 
improvements, he drives home the 
points which are believed most 
important to potential purchasers. 

He commented: “TV advertising 
has this advantage over all other 
forms: People can see you in per- 
son, and therefore the publicity 
you receive over a large area 
places you first among farm real- 
tors unless others are aiso using 
the same medium. I often meet 
people in other towns whom I 
have never met, but who call me 
by name and refer to my pro- 
gram.” 

Mr. Adams expressed pride in 
his Malthusian tv slogan, “There 
will always be more people, but 
there will never be more land”— 
which he believes has “really 
caught on.” He cautioned his lis- 
teners, however, about making 
certain that television is adaptable 
to their particular area before they 
depend on it exclusively. 


vertising Service, in Lansing. From 
1954 until his present appointment 
he has been a radio-tv copywriter | 
and copy supervisor of Campbell- | 
Ewald Co. 


Features in This Issue 


Zlowe Co., a small agency, studied 
its own field, marketing prob- 
lems and current conditions, 
then used the knowledge gained 
to help clients with their own 
sales development. Partly as a 
result, Zlowe has increased its 
billings in the past year from 
$1,500,000 to $2,000,000 .Page 72 

Harvey Howells, adman turned 
television playwright, wishes his 
advertising colleagues wouldn’t 
keep seeing themselves and oth- 
er people in the plays he has 
written, some about the adver- 
tising business. Glasgow-born 
Mr. Howells has wanted to be a 
writer since he was 12. In the 
past, however, after several 
abortive attempts to make a go 
at writing. he has turned to sell- 


ing and advertising, where he 
has been quite successful. His 
last job—which he resigned to 
devote his time to writing—was 
as advertising manager of Lever 
MN acces es cee cadaes Page 78 
Ernest Albert Gebhardt (Geb to 
his friends), 65-year-old board 
chairman of Marsteller, Rickard, 
Gebhardt & Reed, can look back 
at 50 years in advertising. He 
started in the advertising busi- 
ness, which he loves, as a conse- 
quence of his mother’s convic- 
tion that he would make a good 
artist. When his artistic talents 
failed to work out, the Commer- 
cial Art Engraving Co., for 
whom he worked, put him into 
the selling side of the art busi- 
ness. After he made his first big 


sale, he was lost to art for good. 
Commercial Art Engraving Co. 
added an advertising placement 
division, with Geb as the head 
of it, and soon a full-fledged 
agency developed 


REGULAR FEATURES 


Advertising Market Place 
Coming Conventions ......... a 
Creative Man’s Corner 
Drawthinks 
Editerials 
Employe Communications ...... 
Getting Personal . 
Information for Advertisers = 
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New York, Nov. 16—Spot tv ex- | 


Sr. Louts, Nov. 13—Success in| 


Dips ‘Seasonally’ 


| 721 ,000 below the preceding quar- 
| ter, according to the Television 
'Bureau of Advertising. 
| Lennen & Newell muscled into 
|the top ten agencies in spot tv 
ithanks to Armstrong Rubber Co., 
| which placed among the 200 lead- 
jing spot advertisers for the third 
|quarter, and P. Lorillard Co., 
which had an increased budget for 
Old Gold cigarets. The agency 
moved from 15th place in the sec- 
ond quarter to ninth in the third. 
These figures are based on N. C. 
Rorabaugh Co. reports, which cov- 
er data from 294 of the 465 stations 
|operating commercially in the U.S. 
Norman Cash, president of TvB, 
attributed the “slight decline” in 
over-all expenditures for the third 


TV Spots: Types Used and&, 
Time-of-Day Breakdown 


Dollars Per Cent 
ES Sided $ 25,733,000 30.7% 
Night . 49,360,000 58.9 
Late Night 8,770,000 10.4 
$ 83,862,906 100.0% 
Announce- 
ments ..$ 37,122,000 44.3% 
MIR Wit 40 80 10,150,000 12.1 
Participa - 
tions 17,963,000 21.4 
Shows 18,628,000 22.2 
$ 83,863,000 100.0% 


quarter to the “seasonal summer 
drop in all media.” Exceptions to 
this trend in spot tv, he noted, are 
tobacco and beer. 

A total of 2,536 companies spent 
$5,000 or more in spot television 
in July, August and September; 1,- 
505 spent less than $5,000 in the 
medium during that period. The 
total number of advertisers was 
down slightly from the 2,552 figure 


(Continued on Page 86) 


Philco Confirms 
Purchase of 


Bendix Line 


Compton Is Out, BBDO 
In, as Philco Becomes 
‘Major Factor’ in Field 


PHLADELPHIA, Nov. 14—Philco 
Corp. today officially confirmed 
that it has purchased the Bendix 
home laundry equipment business 
of Avco Mfg. Corp. in the U.S. and 
throughout the world, except Can- 
ada. 

Although the purchase has been 
discussed widely in the trade, unti! 

(Continued on Page 109) 


ROBERT M. PRENTICE has been ap- 
pointed manager of advertising 
policy development in the new 
corporate advertising services di- 
vision af Lever Bros. Co., New 
York. Formeriy with Compton 
Advertising, Mr. Prentice joined 
‘Lever carlier this year as product 
manager for Spry. 
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Post Office Checks Up on Its Mail Service: 
‘Some Items Delayed; a Study Being Made’ 


WASHINGTON, Nov. 13—The Post 
Office Department has completed) 
its own re-check of the mail serv- 
ice which it is giving the American 
Chamber of Commerce Executives | 
Assn., and the results ought to) 
give the department’s experts 
plenty to think about. 


mailing of second class material 
from Washington to 15 locations 


department’s own 
kind of service it thinks it ren- 
|ders, that Assistant Postmaster 
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addresses were 
|Abrams also pointed out 


ideas of the|ery was made by carrier, street moved from the postal sorting 
omitted. Mr. 
that) office box in time for pickup by 


room at Great Falls into a post 


|General Norman Abrams, who is | some users of post office boxes|the local chamber of commerce 
of the supplemental test of second in charge of operations, asked the were losing the advantages of the messenger at 3 p.m. each after- 
class were downright hair raising. chamber to cooperate in a re-run| box because they were allowing) noon. Instead the letters invari- 
On the basis of time clocked for conducted by postal people at the mail to remain in the box long!/ably gathered dust in the post 


| government’s expense. 
| The results of the official re-run 


| after arrival time. 


office overnight, waiting for a 
| pickup on the morning of the sec- 


on three successive business days, | were recently transmitted to the|/# As a general rule, airmail and ond day. 
it is flattering to call this service| association, and a copy has now) first class letters properly mailed | 


second class. 


(ADVERTISING AcE| become available to ADVERTISING| and routed were delivered within|# On the other hand, air mail 


Where everything clicked right, will report the results of the sec- | AGE. In a covering letter, the as-|a few hours after receipt at the! letters reaching Houston at 6:45 
air mail and first class mail gen-| ond class test in detail next week.) sistant postmaster general candid- office of destination, with airmail a.m. were in the chamber’s post 
jly admits “a review of the serv-| generally available on the day fol- office box regularly, for pickup 


erally moved expeditiously from| 
the association’s 
here in Washington. But the test | 
mailings, which included a regular | 
letter and an air mail letter daily 
for 10 successive days to 15 loca- 
tions scattered around the coun- 
try, show that any number of de- 
velopments—some of them seem- 
ingly within the control of the 
Post Office Department—can pre- 
vent a letter from reaching its 
destination in the theoretical min- 
imum elapsed time. 

On the other hand the results 


flow from the Chamber of Com- 
merce Executives’ headquarters 
was prompted by frightening re- 
sults turned up by the association 
on private tests of its own early 
this year. 

The association’s concern was 
aroused after directors complained 
about delays in receiving material 
from Washington headquarters. 

Results of these studies, re- 
vealed in ApvVERTISING Ace (AA, 
Oct. 22), were so contrary to the 


the items were delayed. At pres- 
ent a study is being made of the 
results to correct conditions which 
contributed to the delays and to 
|determine whether transit time 
can be improved.” 


® Mr. Abrams claimed, however, 
that part of the delay was caused 
because some mail scheduled for 
delivery via post office box did 
not carry the box numbers. 

In other instances where deliv- 
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WSJS-TV... 


Preference of the Piedmont 


North Carolina’s richest, 
biggest market. 


; race mean 
EB fh It pays to check the facts on WSJS- 
TV Winston-Salem. It’s your biggest 


buy in North Carolina’s Piedmont sec- 


‘. 


* More TV Homes—over 
500,000 TV homes! 


¢ Top Coverage—75 
counties in 4 states! 


e Rich Market Poitential— 
over 4 billion dollars 
buying power! 


e Maximum Power— 
316,000 watts. 


¢ Mountaintop Tower— 
2,000 feet above 
average terrain. 


‘fesulisin 
Worth Caroline 


~ channel 12. 


trialized 


eS 


em. 
ee 
SS ‘ 


Call Headley-Reed for 


tion. And the Piedmont is the state’s 
most populous and heavily indus- 


area. Result: more income, 


greater buying power. 


WSJS-TV is the NBC affiliate for 
Winston-Salem, Greensboro, and High 
Point—Golden Triangle cities in a 
market of over 3 million people. 


television 


WINSTON-SALEM 


NORTH CAROLINA 


| tions. 

| Nevertheless the test turned up 
|many details about service which 
will undoubtedly keep the de- 
partment’s experts busy. Under 
the procedure spelled out by the 
Post Office all mailings were from 
a collection box adjacent to the 
Chamber of Commerce headquar- 
| ters. Tabulations show that none 
of the letters picked up at 4 p.m. 
on Sunday afternoon reached the 
post office here in time for de- 
parture on planes and trains 
‘which fan out from the nation’s 
‘capitol between 10 p.m. and mid- 
| night each night. 

= Except for the Sunday night 
snafus all letters mailed in the 
collection box cleared on outbound 
planes and trains before midnight 
on the day of dispatch. 

Sluggish mail handling some- 
| times delayed receipt of mail. 
According to the department’s 
| schedules, air mail picked up from 
| the chamber’s corner, at 16th and 
|H St., leaves Washington at 11) 
|p.m., arriving at the post office 
|in Great Falls, Mont., at 1:30 p.m.) 
But none of these letters rushed | 
through the world’s most modern | 
transportation system had been 


headquarters|# The department’s study of mail| ice accorded reveals that some of|lowing mailing to most destina-|at 10 a.m. The test points up how 


|hairline timing greatly influences 
mail service. For example, air 
| mail to Schenectady, arriving at 
|8:45 a.m., gets delivery on the 
afternoon of arrival. Train mail, 
hitting the post office just two 
hours later, lay over 24 hours. 
Afternoon delivery was often the 
difference between 24 or 48-hour 
service. 


s Thanks to airlift, 3¢ letters to 
Jacksonville generally did as well 
as airmail, reaching the city post 
office at 5:55 a.m. on the morning 
lafter mailing, and delivered at 
chamber headquarters by noon on 
arrival day. 

Because of the airlift between 
Washington and Chicago, 3¢ let- 
ters to Milwaukee were sometimes 
|delivered several hours before 
| scheduled arrival time of trains 
| carrying regular first class mail. 
| Postal officials might also be 
| rechecking some of their dispatch- 
|ing schedules. Train mail to Day- 
|ton involved over 16 hours of 
elapsed time from terminal to post 
office, air mail to Birmingham 12 
hours. Air mail to Danville proved 
particularly pointless, requiring 
11% hours transportation com- 
pared with 12 hours for train mail. 


“This 


is the size we use for the 


Growing Greensboro Market!" 


As good for consumers as a daily glass of vitamin-filled tomato 
juice, the News and Record is a healthy medium for advertise- 


ers too! Put pep and ener 
schedule in the newspaper 


at reaches over 


in your sales eo with a 


,000 readers 


daily (over 100,000 circulation) in this rich, diversified market. 


annual retail sales. 


Managemen: Figures 


Greensboro — 
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EENSBORO, NORTH CAROLINA 


* ER 
ad Represented by Jann & Kelley, 


Our 12-county ABC Retail Trading Area has 1/6 of North 
Carolina’s 4.3 million population, with 1/5 of the $3 billion 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 
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Britain Opens Door to 


U.S. Rye, Bourbon, 


But Little Is Expected to Trickle Through 


(Continued from Page 3) 
A representative of the Kentucky | 
Distiliers Assn. went to London | 
this year on the same mission. 
The British were told that there | 
is something inequitable about) 
Americans spending $68,000,000 a| 
year on scotch while only $1,900 
worth of American whisky is al- 
lowed into the United Kingdom. 
They were told that American 
tourists, who spend millions of dol- 
lars in Britain, would appreciate 
the availability of rye = bour-| 
bon. 


® What finally prodded the British 
into action was the U.S. Senate 
resolution passed earlier this year 
as a result of lobbying by the dis- 
tillers. This resolution asked the 
Tariff Commission to look into the 
tariff situation on scotch whisky. 
Faced with a possible tariff hike, 
the British acted quickly. The U.S. 
tariff on scotch has been reduced 


considerably since Repeal, when it 
stood at $5 per gallon. It is now 
$1.27% per gallon. 

One of the immediate goals of 
the American producers will be to 
get distribution in London for their 
quality brands. A spokesman for 
Schenley explained to AA that it 
is “somewhat of a black eye” for 


a distiller to be unable to provide 
a prestige brand such as I. W. 
Harper in the major cities of the 


world. This will now be possible 
—in London, anyway. 
As for the development of a 


| British taste for American whisky, 
this would be a long-range wean- 
ing proposition. In Britain, whisky 


is synonomous with scotch, and, as 
one industry source said to AA, “to 


change that attitude would involve 
a fabulous advertising campaign— 
a complete educational job. We’re 
not ready for that yet.” 


@ Actually, the British aren't 


drinking much whisky of any kind 
these days. Most of the scotch out- 
put is exported to the U.S. There 
is thus a shortage of the leading 
brands, and what is available sells 
at a tax-inflated price of $5 to $6, 
which puts it out of the range of 
most Britons. The imported Amer- 
ican whisky will presumably be 
subjected to a tax which will put 
it above the scotch price. 

Some of the American distillers 
regard the end of British import 
quotas as only a token action. They 
point out that Britain is still in 
short supply of dollars and they 
say that if there is any possibility 
of American distillers selling a 
substantial quantity of whisky 
there, the bars will go up again— 
but quick. 


KONO-TV Afltiliates with ABC 

KONO-TV, San Antonio, Tex., 
will affiliate with ABC Television, 
effective Jan. 21. ABC previously 
has not had a tv affiliate of its 
own in San Antonio; it shared 
WOAI-TV with NBC and KENS- 
TV with CBS. 


~BUYERSHIP: 


WACTION! | 


The value of the exclusive T.R. clien- 
tele can not be measured by mere 
numbers of circulation alone. 


In terms of purchasing power 
of purchasing men who order, 
pay for, prefer and use it, 
T.R. circulation is more than 
double the circulation of any 


other such guide. 


When purchase is first contem- 


plated, better than 60% 


Industrial Purchasing Power of the U.S. 
consults T.R. for its exclusive, accu- 


@ THOMAS 


461 EIGHTH AVENUE 


ee 


ae When purchase i Is first contemplated. s 
long before it is generally made known, 
T.R. is habitually consulted FIRST 
by U.S. Industry for complete advance 
picture of all available supply sources! 


ae F382 


rate, encyclopedic sources of supply — 
this fact is exemplified by the growing 
number of new advertisers. 


T.R. provides the advertiser with 
the greatest number of direct sales pro- 
ducing inquiries in its own right. And, 
by its unique circulation characteristic— 
Readership-Zero, Buyership-100% 
Thomas Register is the recognized in- 


dex or source for future interest and 


of the coral 


11,648 


ADVERTISERS 


43,435 


ADVERTISEMENTS 


“11.648 Advcrtisons 
Can't be Wrong” 


location of matter casually noted from 
“Readership” advertising: An impor- 
tant extension value otherwise absent 
in usual advertising coverage. 


FGISTER 


NEW YORK 1, WN. Y. 


aie ased 
lications: 


INDUSTRIAL 
EQUIPMENT NEWS 
Original "What's New” Monthly 


Liggett & Myers 
Denies Payments 
Hurt Competition 


WasHINGTON, Nov. 13—Liggett &| /— 


Myers Tobacco Co. denied today 
that promotion payments to certain 
of its customers had the effect 
of substantially lessening competi- 
tion or tending to create a mo- 
nopoly. 

The tobacco company’s reply to 
a complaint issued by the Federal 
Trade Commission in September 
admitted that some Buffalo outlets 


were paid for displaying framed | ROBERT J. McMAHON has been named 
cards, posters and other promo-| retail advertising manager of Car- 


tional materials, while others were | 
not. However, the tobacco com- 
pany insisted that it acted in good 
faith to meet competition and that 
the Robinson-Patman Act must be 
regarded as unconstitutional if it 
can be construed to make these 
practices unlawful in the absence 
of proof that competition was 
damaged. 

Liggett & Myers also insisted 
it had a right to make payments to 
certain vending machine owners 
while not making them to others. 
It said the payments were neces- 


rier Corp., Syracuse, N. Y. With 

| Carrier’ s ad department since 1953, 

Mr. McMahon formerly was ad 

manager of Amercoat Corp. and 

Reardon Co. and has been with 
CBS. 


were justified since most machines 
have only a limited number of dis- 
pensing columns. 


Murphy Joins ‘New Yorker’ 
John C. Murphy, formerly with 


sary to assure that L&M brands! The American Legion, has joined 


had adequate representation in the 
machines and that the payments 


the advertising sales staff of The 


New Yorker. 
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TV GUIDE is 


the biggest selling 
magazine in 
supermarkets... 


Your best customer is getting ready to check out a week’s 
worth of groceries in the supermarket. But before she 
does, there’s one more item she has to get-—TV GUIDE. 


Nearly $10,000,000 will be spent on TV GUIDE 
this year in supermarkets alone . . . more than on 
any other magazine. More copies of TV GUIDE 
are sold in supermarkets every month than 

any other magazine. And TV GUIDE is sold in 
more supermarkets than any other magazine. 


Want to ring up more supermarket sales for 
your products? Put your ads where they will be 
seen most often by supermarket shoppers . . . 
in TV GUIDE. 


A total of 5,000,000 copies of TV GUIDE are sold 
every month .. . 1,250,000 weekly . . . ' 
in over 16,000 supermarkets. ‘ : . ; i: 


TV GUIDE has more single copy sales than ail 


America’s Television Magazine... other major weeklies combined : 5 
Average Net Single Copy Sales 
Six Months Ending June 30, 1956 
Estimated Total Circulation, October 24 isswe~4,576,000 WOMEN 5. cs. 3,117,088 
Other Weeklies*...................:.. 3,086,432 


*Seturday Evening Post, Life, Time, New Yorker, Newsweek, U. S. Y 3 
News & World Report, Sports Illustrated , ei 
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= GE's Walters Urges NBP Members to 
Form Merchandising Code of Ethics 


New York, Nov. 14—Business 
paper publishers were told here 
this week that they ought to get 
together and formulate a code of 
ethics covering the type of mer- 
chandising services that a business 
paper should offer advertisers and 
how much should be charged for 
specific types of service. 

In addition, business paper pro- 
motion was described as “dull, 
full of inanities and designed to 
lose customers and _ disillusion 
prospects.” 

These were highlights at the 
two-day eastern regional confer- 


ence of the National Business 
Publications. 

Kenneth L. Walters, consultant, | 
media planning, General Electric | 
Co., speaking at a round table 
panel discussion on business paper 
publishers’ merchandising respon- 
sibilities to advertisers, told the 
meeting that GE never. bought 
advertising on the basis of the) 
merchandising services it could 
get from a business paper. “That, | 
he said, “is entirely the wrong way 
to buy advertising under any cir-| 
cumstances. 


= “But I should like to suggest,” 
Mr. Walters said, “that it would be | 
helpful to advertisers generally 
and, I should think to business pa- | 
pers also, if there could be a meet-| 
ing of minds on the type of mer- | 
chandising services publishers can 
offer that will benefit advertisers | 
and how much should be charged 
for what.” 

Mr. Walters suggested that a 
joint committee of the NBP and 
the Associated Business Publica- 
tions meet with a similar joint 
committee of the Assn. of National 
Advertisers and the National In- 
dustrial Advertisers Assn. to ex- 
plore the possibility of formu- 
lating a code of ethics covering 
the kind of services advertisers 
want from publishers and how 
much should be charged for such 
services. 

Mr. Walters’ suggestion was 
made following a discussion of 
the subject during which it was 
brought out that most advertisers 
want more merchandising services 
from publishers, and that it is 
becoming increasingly difficult 
for publishers to meet this de- 
mand. 


® Bernard P. Gallagher, publish- 
er of “The Gallagher Report,” 


presented to the conference some 
of the results of a survey he has 
made amiong 88 advertising mana- 
gers and 69 advertising agency 
media directors on the effective- 


ness of business magazine pro- 
motion. 


Walters Buzby 


BUSINESS TALK—Business paper publishers and agency representatives are shown at 
the New York conference of National Business Publications: Kenneth L. Walters, 
consultant, media planning, General Electric Co.; G. Carroll Buzby, president, Chil- 
ton Co.; Arthur A. Kron, exec vp, Gotham-Vladimir Advertising, and board chair- 


Here are some of the major con- 
clusions of the survey: 

A majority of respondents said 
business papers do not provide 
them with the kind of informa- 
tion they want when they want it. 


Business paper advertising in, 


the advertising press was rated 
below average, and not keyed to 
customers’ marketing problems. 

Business paper direct mail pro- 
motion was described as _ too 
lengthy, irrelevant and dull. 

Most respondents said too few 
business papers provide adequate 
proof of readership. 


s Agency media men and adver- 
tising managers were reported 
virtually unanimous in what they 
want. These include: 

1. A standardized presentation 
of pertinent facts and figures to 
help in media analysis. 

2. More scientific information 
about the markets served by a 
specific publication. 

3. More clear-cut proof of read- 
ership. 


4. More definite information 


| about the editorial product. 


“Business paper publishing,” 
Mr. Gallagher said, “is now on a 
dangerous plateau. In 1953, busi- 
ness magazines carried 1,073,000 
pages of advertising; in 1954. 
1,061,000; in 1955, 1,065,000. In 
1956, it looks as though the pic- 
ture won’t be much different than 
it was in 1923. 


s “Business papers can’t afford 
this kind of leveling off. Indus- 
trial advertisers continue to spend 
more money in consumer maga- 
zines. In 1953 it was $43,000,000. 
In 1955 it was $48,000,000. In the 
first eight months of 1956 it is 
more than $37,000,000 compared 
with almost $30,000,000 during 
the same period last year. 

“In 1955, the 826 leading ad- 
vertisers who spent $50,000 or 
more in business papers registered 
an average appropriation of $181,- 
222. This was an 11% drop under 
the 1954 average. Moreover, ten 
of the leading 14 business mag- 
azine advertisers cut their appro- 
priations in 1955 under 1954. 

“One of the reasons the business 
paper publishing industry is not 
in a stronger position,” Mr. Gal- 
lagher said, “is because of its weak 
and mediocre promotion, which is 
altogether inadequate in stating 
the proven performance of busi- 
ness paper advertising.” 


® Dr. Claude Robinson, president 
of Gallup & Robinson, Princeton, 


N. J., told the conference that 50% | . , 
in business! Fuller & Smith & Ross. Mr. Ryder | operations, like circulation fulfill- 


of all advertising 


papers is too “addy,” i. e., have too. 


$. 


General 


Mills 


SYymBOLIC—Here is the new corpo- 
rate signature, with a tv screen 
shape, adopted by General Mills 
to identify its broad line of prod- 
ucts. Batten, Barton, Durstine & 
Osborn is the agency. 


many trick heads, slick copy, il- 
lustrations that do not illustrate, 
and Aack selling values. But the 
trend is away from this type of 
ad, he said, because it doesn’t 
produce results. 

During the past three years, he 
said, there has been an increase in 
demonstration type advertising 
which shows how a product works 
and what it does, and there has 
also been an increase in news in 
advertising, not only of new prod- 
ucts, but of new models, new fea- 
tures, new uses, proof of new su- 
periority, etc. Currently, Dr. Rob- 
inson said, about 13% of business 
paper ads feature news compared 
with 8% in 1953. 


® David Saltman, production 
manager of Cowan Publishing 
Co., discussing trends in pro- 
duction, said that production costs 
of business magazines today rep- 
resent 35% to 50% of all publi- 
cation expenditures. Every dollar 
saved in production expense, he 
said, is equal to $12 of advertising 
space sales. 

Mr. Saltman predicted that 
electronic engraving will revolu- 
tionize concepts of printing. One 
type now available, he said, can 
engrave a plate electronically on 
zinc, copper or aluminum, and 
another type, a plastic original, is 
already widely used. He also pre- 
dicted increased print runs for 
most business papers, increased 
use of color and wider use of pho- 
tographic typesetting. 

Hyman Safran, president of 
Safran Printing Co., Detroit, and 
board chairman of the Printing 
Industry of America, told the 
conference that within the next 
few years more business papers 
will be using web-fed, rotary, 
heat-set offset lithography be- 
cause of economies that can be 
effected in connection with paper, 
engravings, time and color work. 


F&SER Boosts Ryder 

Franklin P. Ryder has been ap- 
pointed director of marketing re- 
search in the Cleveland office of 


joined the agency in 1952. 
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Kneisly Watt 
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Business Paper Ads, 
Circulation to Jump 
100% by ‘65: Kobak 


Cuicaco, Nov. 13—A glowing fu- 
ture for business papers was pre- 
dicted here yesterday by James B. 
Kobak, partner of J. K. Lasser & 
Co., before the Chicago Business 
Publications Assn. 

In essence, he said ten years 
from now circulation will double 
today’s, there will be twice the 
advertising page volume and two 
and one-half times today’s dollar 
volume. 

Reviewing the past five years. 
Mr. Kobak found that from 1950 
to 1955 advertising volume of 
business papers jumped from 
$225,000,000 to $450,000,000; circu- 
lation rose 46% and advertising 
pages rose 42%. He traced a num- 
ber of forecasts of a _ national 
economy ranging from $545 billion 
annually to $600 billion in 1965. 

Projecting likely growth, he fig- 
ured that in 1965 there will be 
2,400 business publications instead 
of the present 2,000. For the ex- 
isting publication to keep up with 
the industry, circulation and ad- 
vertising page growth would in- 
crease 67%, while ad dollar volume 
should double by 1965. 

“To fit into this picture, a pub- 
lisher must prepare now for 
growth in the future,” Mr. Kobak 
warned. 


s Publishers will find it necessary 
to (1) improve editorial matter; 
(2) improve circulation (“whether 
your circulation is paid or con- 
trolled, you must be certain that 
all the right people and only the 
right people are on your list’); 
(3) get adequately trained top 
personnel (“the business publish- 
ing industry has come a long way 
from the one-man business it once 
was”), and (4) embark on re- 
search (“most business papers 
urge their readers to embark on 
new research in their industry . . . 
but when it comes to research in 
the publishing field, it’s a different 
story”). 

In addition, Mr. Kobak thinks 
these steps are necessary: 

1. Advertising rates must be 
kept ahead of circuiation and cost 
increases. 

2. More attention should be de- 
voted to the small advertiser who 
sometimes is overlooked in favor 
of the full-page and multiple-unit 
spender because, “if you are p-e- 
paring for ten years hence, small 
advertisers of today will become 
large advertisers in the future.” 
| 3. Better financial controls— 
'“You have to be on top of your 
'inceme and expenses at all times. 
| Budgeting is essential .. .” 

4. Streamlining of day-to-day 


|ment and ways of handling paper 


| work. 

This procedure will help busi- 
ness paper publishers reach 1965 
advertising volume sales of $1.125 
billion, Mr. Kobak asserted. 


CBS Radio Shifts 
Execs; James Seward 
Is Named Exec VP 


New York, Nov. 16—There was 
some upper strata shifting of exec- 
utives at CBS Radio this week fol- 
lowing the resignation of J. Kelly 
Smith as administrative vp. 

Mr. Smith, who has been with 
CBS since 1926, when he joined 
WBBM, Chicago, is leaving Dec. 
31 for reasons of health. He will 
continue as a consultant to the 
network. 

Coincidentally with the an- 
nouncement of Mr. Smith's resig- 
nation, James M. Seward, who 
previously was administrative vp, 
was named exec vp for CBS Radio. 
The network has had no exec vp 
since 1951, when CBS was divided 
into several operating entities. 


® The third principal in this ex- 
ecutive shift is Jules Dundes, who 
moves up from vp in charge of 
advertising and promotion to vp 
in charge of station administration. 
In this post, his supervision will 
cover the six CBS-owned radio 
stations, CBS Radio spot sales and 
the Housewives’ Protective League. 


Guild, Cleveland 
Dailies Settle Strike 


CLEVELAND, Nov. 16—Local mem- 
bers of the American Newspaper 
Guild approved yesterday a new 
contract with the newspapers 
here. The new contract calls for 
wage increases, higher sev2rance 
pay and improved job security. It 
runs for two years. 

Newspapers affected include the 
Cleveland Plain Dealer, a morning 
newspaper, and the Cleveland 
Press and Cleveland News, both 
evening dailies. 

Negotiations between the pub- 
lishers and the printers and other 
craft unions were still in progress. 
* Station WSRS, which had mon- 
itored the guild sessions and was 
the first to break the news to 
Clevelanders, expected the news- 
papers to resume publication this 
|afternoon or Saturday morning, 
'the station told AA. 


Doherty, Clifford Adds Regutol 
| Pharmaco Inc., New York, has 
appointed Doherty, Clifford, Steers 
& Shenfield, New York, to handle 
advertising for Regutol, a new 
non-laxative regulator. The agen- 
cy will continue to handle Phar- 
maco’s Feen-a-Mint, Chooz and 
Medigum. 


man of Business Publications Audit; Lawrence L. Brettner, American Aviation Pub- 
lications; N. McK. Kneisly, Irving-Cloud Publishing Co., board chairman, NBP; Leslie 
A. Watt, Watt Publishing Co.; Arthur E. Hoover, E. F. Gordon & Associates; Robert 
E. Harper, NBP president, and J. H. Smith, vp, Vandeburg-Linkletter Associates. 
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| advertising in this magazine 


is getting increased readership 
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y design engineers ...-.....-- 
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what stops a design engineer... 


and what kind of advertising gets highest readership? 


With MACHINE DESIGN you've two continuing opportunities to find out. 
One is STARCH scores—with a backlog of over 4,000 pieces of advertising scored. 


The other is AD-GAGE—a new “readership measurement by mail” service developed 
by MACHINE DESIGN. AD-GAGE scores for issues studied are available to you with- 
out charge. 


Of special significance: Both these readership measuring methods are showing in- 
creased advertising readership in MACHINE DESIGN in 1956 


Average STARCH “noted” scores are running up to 30 percent higher than last year’s 
average. “Read most” average per issue is reaching figures 50 percent higher than a 
year ago. 

AD-GAGE measurements show a full page advertisement in MACHINE DESIGN now 
averages 55% higher AD-GAGE readership than the average score for a full page last 
year. Response to AD-GAGE mailings has stepped up to 60 percent. 


This double measurement of MACHINE DESIGN’s readership not only shows you 
what appeals to design engineers . . . there’s strong evidence here that the first step 
to increasing the readership of your advertising by design engineers is placing it in 
MACHINE DESIGN. 


You can always look to MACHINE DESIGN or outstanding readership 


f 
a | PENTON | publication 


Penton Building, Cleveland 13, Ohio 
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— §6technique, said the advertising | 


f idvertising Age, November 19, 1956 


Individuality Can 
Make Small Ads 
Work: Melrod ——y 


Burrato, Nov. 13—How can 
the smaller specialty shop with 
a limited advertising budget 
make its ads competitive with 
the flood of display space em- 
pleyed by the big department 
and specialty stores in a metro- 
politan trading area? 

Joseph’s, operating two small 
specialty shops here, has come 
up with an answer. Instead of 
preparing its own ads, Joseph’s 
uses the services of a Buffalo 
agency which specializes in re- 
tail accounts—William A. Mel- 
rod Advertising. 


® Joseph's has had excellent re- 
sults from its new newspaper 
program, which was launched 
last February. Its ads appear 
several times each week, in the 
Sunday Courier-Express, the 
Wednesday night Evening News 
and the Thursday morning 
Courier-Express. 

The ads are relatively small, | 
seldom exceeding 7” by four 
columns. Many are confined to 
two-column width. } 


s William A. Melrod, head of 
the agency, who conceived and 
now directs the store’s adver- 
tising, attributes pulling power 
of the ads to their individuality, 
fashion appeal and unusual art- 
work. Use of white space and 
continuity of the program also 
increase effectiveness, he be- 
lieves. 

Mr. Melrod points out that 
the smaller store using limited 
space must make its ads stand 
out or they will be lost in the 
“forest of advertising giants” 
around them. 

Ads for Joseph’s employ a 
dark border that frames an 
area of white space in which 
copy is centered. The ads are 
laid out to spotlight the ‘to 


work, but at the same time to 
provide sufficient white space 
to avoid a crowded look. 

The dark border background 
varies with the type of mer- 
chandise. The Joseph’s signa- 
ture is featured in white script) 
against a black background. 


® “The style element is very | 
definite in these ads,” noted Mr. 
Melrod. “Each line drawing 
puts emphasis on the fashion 
itself, giving importance to the 
fabric and detailing.” 

Mr. Melrod noted that costs 
of engraving using the line 
technique are less than in the 
wash technique, thus reducing 
costs. 

The Joseph's program is a 
flexible one in that it is adapt- 
able both to regular merchan- 
dise and promotional goods 
with price appeal. In presenting 
specially priced items, Joseph’s 
employs the same format and 
art technique, the only varia-| 
tion coming in greater emphasis 

* on price in the ad copy. 


s Use of large illustrations in| 
relation to the over-all ad space 
has proven to be an effective 


, executive. He believes this is | 
especially important in fashion 
merchandising where art work 
plays a dominant role in creat- 
ing consumer interest and de- 
mand. 
Mr. Melrod believes that the 
smaller specialty shop can firm- 
ly establish itself in the fashion | 
merchandising scene with a 
carefully planned and executed 
advertising program of this 
type. He emphasized the im- 
portance of continuity and con- 
sistency of the program in cre- 
ating a lasting impression on 
the mind of the consumer. 


j 


Kniep Adds Taylor-Wharton 
Kniep Associates, Dover, N. J., 
has been appointed to handle ad- 


vertising and public relations for , 


Taylor-Wharton Co., High Bridge, 
N.J., a division of Harsco Corp. 
Taylor-Wharton manufactures 
steel and manganese-steel prod- 
ucts for paper and mining indus- 
tries. 


Three Add ‘Family Weekly’ 
Three additional newspapers, 
all in Indiana, will start to dis- 
tribute Family Weekly with the 
Jan. 6 issue. The new papers are 
he Muncie Star, the Huntington 
Herald-Press and the Vincennes 
Sun-Commercial. 


Fors Joins Wesley Aves 


William B. Fors, formerly ad-_| 


vertising manager of Sparks-With- 
ington Co., Jackson, Mich., has 
been named an account executive 
of Wesley Aves & Associates, 
Grand Rapids. 


“banks on channel 19” 


The First Wisconsin National Bank puts 
its trust in wx1x to help assure complete 
coverage of the Milwaukee market. As 
advertising manager Bob Brown tells it: 
“Our programs on wxix—from mysteries 
to basketball — repeatedly win better-than- 
good ratings and favorable public reaction. 
We look for similarly satisfactory results 
with our new schedule of spots during the 
football season. We're a bank that banks 
on Channel 19.” Whatever your field, it’s 
dollars to doughnuts a low-cost schedule on 
wx1x will pay the highest sales dividends. 


CBS Owned + Channel 19 + Miluaukee + Represented by CBS Telewwmon Spot Sules 


Hercule Poirot, Agatha 
Christie’s famous fictional 
detective solves another 
murder in, “Dead Man’s 
Folly” published by 
Dodd, Mead & Company. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 


“Why must you disturb the greatest detective 
in the world over so simple a matter? © 


“For that matter—why a detective at all? The 
merest babe—anyone who can add—must 
quickly arrive at but one conclusion— - 


“In Baltimore, more than half of Baltimore's 
families read the Baltimore News-Post & Sun- 
day American.” 


And do you know . . . Audit Bureau of Circu- 
lation confirms Monsieur Poirot’s conclusion. 


Offices in 15 Principal Cities 
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Gse-growing mn 


tS MODERN PLASTICS. ... leading the 


ne - 


toe. plastics developments in today’s fastest-growing industry. 
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Not Quite Good Enough 


It is with a feeling closely akin to sorrow that we reproduce here 
a section of an advertisement for a well known department store. 
The ad appeared as part of a newspaper page for one of America’s 
best known and most respected stores, known for its probity and 
fair dealing. 

That is why we reproduce the ad, and 
why we do so with something very like 
sorrow. For, in our opinion, this ad is 
not only misleading, but is designed to 
mislead ...and yet we're certain the 
store (and thousands of equally up- 
Standing retailers) will be astounded 
that we should make such a statement. 
This sort of thing, they will probably 
Say in effect, is common practice in ad- 
vertising and selling; it is not mislead- 
ing. 

And that is a sad thing. Because— 
while the facts are there, quite plainly 
presented for the careful reader—the ad 
still offers the casual page-turner the 
pictured Admiral portable tv set for 
$89.95, when in fact the pictured set sells for $109.95. 

A small thing, you say; a picayumish complaint. But is it? What 
made us notice the ad and the price was the coincidence that only a 
few days before we had purchased precisely such a portable Ad- 
miral tv set as that pictured—and our first reaction on seeing the ad 
was: “$89.95! And we paid over $100. Boy, were we taken for 
suckers!” 


New! Adwirel porvenel 
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Public Relations at Its Best 


Charles Edward Merrill, managing partner of the immense bro- 
kerage house of Merrill Lynch, Pierce, Fenner & Beane, died re- 
cently. The Oct. 31 issue of Merrill Lynch’s house organ, “Investor’s 
Reader,” does such an unstuffy job of paying tribute to him that we 
think it is worth reprinting in full. It didn’t even bother saying he 
died. Instead, it started right out: 

“Throughout most of his three score and ten years of life, Charlie 
Merrill had a profound respect for the value and power of the printed 
word... ° 

“When he went to Wall Street in 1909, Charlie Merrill put the 
words to work; many of his first big deals were put across with the 
help of attractive, well-phrased offering circulars which were a dis- 
tinct novelty in their day. When the SEC was made law during the 
depression, he fully approved those regulations which required pub- 
licly owned companies to release more facts... 

“In the early '40s when Merrill Lynch, Pierce, Fenner & Beane 
was put together, Charlie Merrill launched a full-scale program of 
educational booklets and pamphlets plus informative advertising and 
sales promotion. The firm has spent more than $17,000,000 on ad- 
vertising and sales promotion alone, by far the biggest schedule in 
Wall Street. 

“Charlie Merrill published the first annual report ever released by 
a major brokerage firm (it still is the only one to make such a 
report). . 

“He also envisaged the ‘Investor’s Reader’ as a ‘service to invest- 
_ ors’ and personally hired the first editor in 1943. 

“Through these things Charlie Merrill progressed a long way 
toward two of his favorite goals: (1) take the ‘mystery’ out of fi- 
nance; (2) take Wall Street to Main Street.” 

We think Charlie Merril) deserves recognition as an unusually 
astute advertising and public relations man, as well as an amazingly 


successful Wall Streeter. 


Gladys the beautiful receptionist 


—Gerald J. Weipert, E. A. Oppenheim Co., Detroit. 
“Some people seem to think they should have a make-good for 
} everything.” 


Advertising Age, November 19, 1956 


Rough Proofs 


“Restaurant men join hotels in 
credit card battle,” headlines the 
world’s greatest advertising jour- 
nal. 

They aren’t satisfied to take the 
cash and let the credit go. 


Students of campus publications, 
noting their frank absorption in 
sex, have a shrewd suspicion that 
their editors are drawing heavily 
on the bound volumes of the la- 
mented College Humor. 


The election pollsters did all 
right in predicting the outcome of 
the Nov. 6 hassle, and they would 
have done better if memories of 48 
hadn’t resulted in so many crossed 
fingers and “howevers.” 


“What are 615,000 men over 20 
thinking about in Chicago?” asks 
the Trib. 

Probably the same thing men 
over 20 all over the country are 
thinking about. 


Walter Reuther, Factory reports, 
will propose a four-day work 
week in 1958. 

To be paid for, of course, at the 


What They're Saying 


rate for five. 
e 


Wine use in France, the story 
says, keeps climbing, and so does 


Admen, Psychologists Work 
in Same Direction 

Actually advertising men and 
psychologists have one thing very 
much in common. Both groups 
want to know more about a partic- 
ular aspect of the workings of the 
minds of men and women. That as- 
pect is the learning process. 

Somehow, though, it has never 
occurred to most advertising men 
that they are using psychological 
principles of learning when print 
advertising and commercials are 
prepared. Yet every time an adver- 
tisement or commercial appears, 
the objective is to have the reader 
or viewer learn something... and 
it is the hope of the advertiser that 
the reader or viewer will remem- 
ber what he learned and use this 
information at a later time when 
he has an opportunity to buy the 
product or service. 

An advertisement is a means of 
“teaching” a set of ideas to the 


public concerned, just as an in-| 
structor’s lecture in the classroom | 
“advertises” to his students the | 
facts of his course. Both are types | 
of communication, with differ- 
ences, but also with great similar-_ 
ities. 

In other words, whether the ad- 
vertising man is consciously aware 
of it or not, he is constantly em- 
ploying psychological principles. 
And when a psychologist pins 
down an additional fact about the 
process of learning, he may be 
making a contribution to advertis- 
ing as well as to the store of 
knowledge in his own scientific 
field. 


—Steuart H. Britt, advertising and 
marketing consultant, speaking at the 
13th annual advertising nce 
sponsored by Ohio State University. 


Never a Sinecure 

We've been receiving many com- 
pliments on the stand taken by 
NARDA’s board of directors against 


abuses of builder sales. Naturally 


the use of soft drinks. 


they make us feel good. Maybe because travelers and 


Piece iar pagan coc go U. S. service men keep calling for 
versations to the effect that “Now|° 

you’re working to give this busi-_ + 

me brna za vr thsagt rene Carl McWade thinks the Post 
now the favoring of discount com- Office should offer expedited 
petition will stop.” | service at a higher rate. 

Honesty compels our risking the| The idea is to assure regular 
shutting off of this sunshine of ap- | mail getting to destination almost 
proval by replying, “Seniority | as soon as it’s supposed to. 
doesn’t mean a thing in this busi- e 
ness. Today’s performance is what 
you're measured by, not yester- Reader’s Digest figures it can 
day’s. And, if you're faced with | $ave $250,000 a year by substitut- 
discount competition, you'd better ing a random sample for a com- 
first see if you can’t out-merchan- | 'plete ABC audit. 
dise it with what services you’re| ‘Trouble is, could you expect an 
offering and, if that doesn’t do the ABC auditor to understand what 
trick, better both step up volume YOu mean by a random sample? 
and reduce operating costs or start | - 
doing some serious worrying.” 

There’s no sinecure possible in 
this business, for retailers at least. 
NARDA is not, never has been, and 
doesn’t intend to be a policing 
agency or czar or wall behind 
which the weak can hide. 


-—A. W. Bernsohn, managing director 
and publisher, in NARD News, organ 
of the National ey oot and Radio- 
TV Dealers Assn., 


Marketers’ Opportunity 
Industry has demonstrated its 


From Abbott Laboratories ad 
for staff position in corporate pub- 
lic relations: “Somewhere there is 
a man.” 

Somewhere west of Laramie? 


Travel agents are considering 
setting up an institutional adver- 
tising campaign. 

Maybe they have ambitions to 
abilliy to produce new end far get the agency commission up to 


superior products and it is now we. 
up to us as marketing men and e 
women to show that our distribu- 
tion system can profitably dispose 
of the increasing quantity of goods 
which industrial efficiency and ad- 
vanced technological skill can pro- 
duce. There has never been a time 
when this has been more import- 
ant to the support of our national 
economy. Herein lies a real chal- 
lenge and a great opportunity. It 
is the number one task before us. 
—From an address by Herman C. No- 
len, president, McKesson & Robbins, 
before the National Industrial Con- 
ference Board's 4th marketing confer- 
ence. eayeeieree in The Nielsen Re- 


Perhaps you're not an admirer 
of Elvis Presley, but a lot of peo- 
ple are, including RCA, which has 
just named a whole series of 
portable Victrolas in his honor. 


Cleveland sports fans may con- 
sider running a couple of adver- 
tising campaigns, with the themes, 
“Come back, Otto Graham,” and 
“Come back, Al Lopez.” 


Copy Cus. 
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NEW YORK 


Robert T. Devlin, Jr. 


342 Madison Ave. 
Murray Hill 2-5838 
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The Philadelphia Pnquiver 
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REPORT 


from the Midwest 


World’s Richest 
Farm Market 


INTENSIFIED OPERATIONS have made this a pretty picture profit-wise, too, for Keven Norman, typical Midwest farmer of Richland County, Wisconsin. 


Midwest farmers need your help 
to feed fast-growing U.S.A. 


Midwest farmers depend on you, rather than 
the “hired man” of bygone years, for the multi- 
tude of products and services needed to operate 
the bigger, power-equipped farms of today and 
the future. 


Farmers like Keven Norman of Richland 
County, Wisconsin are gearing their operations 
to furnish the food and fiber needs of a nation 
growing so fast it will be bigger by 63,000,000 
in 1975. Norman is farming the same land as 
his father before him. Yet he is producing more 
than twice as much—and investing his returns 


in further intensifying his operations. 


Norman is typical of progressive Midwest 
farmers whose production, investments in 
“plant” and incomes are twice the national 
farm average. That’s why we say: 

The next 20 years belong to the Midwest, 
the Golden Era of the Golden Area of Agricul- 
ture—the farm market that offers you a golden 
sales opportunity. 

For mass coverage of this class market, 
advertise in the Midwest Farm Paper Unit, 
first choice with readers, dealers and adver- 
tisers—one order, one plate at a substantial 
saving in rates. 
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LIKE ALL PROGRESSIVE MIDWEST FARMERS, Keven Norman isconstantly power. His new combination shed, housing poultry, hogs, machinery, a gran- 
on the alert for new methods to increase his earning power—and his“‘buying” ary and acorn crib, makes a big difference in the efficiency of his operations. 


MIDWEST FARM PAPER UNIT 


Ms .;" * 
14% 
RS Farm Magazine “B”" 
Farm stn 2g READERS’ 
ee FIRST CHOICE 


Farm Magazine "D” 
2% 


A HOME, equipped with all the latest electrical appliances, has given Mrs. THE MIDWEST FARM PAPER UNIT is first choice with farm families like the 
Norman more time for her flower garden. The name of Norman’s father, Normans. A survey of 6,049 Midwest farms, supervised by Batten, Barton, 
from whom he bought the ‘family farm” a few years ago, still appearson Durstine & Osborn, Inc., shows Midwest Unit Farm Papers cnet better 
the dairy barn. . than 3 to 1 over the second ranking farm publication. 


KEEPING BOOKS AND LAYING PLANS for further expansion of theiroper- KNOWING THE MACHINERY HE OPERATES and how to repair it is just one 
ations is regular routine for the Norman family “board of directors.” Here, of many areas in which Midwest farmers need expert information—and 
checking returns on cattle, poultry, hogs and feed crops, are Janice, 7; their chief source of information is their local Midwest Unit farm paper. 
Norman; Mrs. Norman and son, Cary, 3. Norman here is his own machinist in a workshop equipped with power tools. 


-_ yode 
Advertiseywhere FARMING IS BIG BUSINESS AND GOOD LIVING SALES OFFICES AT: 


DAK. 35 E. Wacker Drive, 
ea eS Chicago 1... 250 Park 
5 = ai Avenue, New York 1 2 


New York ...110 Sutter 
Street, San Francisco 5... 
672 South Lafayette Park 
Place, Los Angeles 57. 
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18 
'Whirlpool-Seeger Elects 
£ we E Bricker, Boosts Ranum ~ 
remembers Whirlpool-Seeger Corp., St. Jo- G p ] 
the man seph, Mich., has elected John L. effing ers ona 
Bricker, who joined the company 
He launched a balloon that last March as director of market- 
epened anew electronic market! ing, a vp. He previously was direc- In England a man hangs a symbol of his trade outside his home 


(a shoe for a cobbler, etc.), a custom Ray T. O’Connell, head of 
his own New York agency, has adapted with varying results. The 
RFD box at his summer home in Tenant’s Harbor, Me., is labeled 
“15%"—but nobody understands. Most people figure he only owns 
15% of the house. One woman bristled, “You may like Maine only 
15% but I go for it 100%.” And one curious tourist drove up say- 
| ing, “I only net 8% in my business and I want to meet the guy 
| who nets 15%.” “So would I, brother,” the adman responded. “My 
15% is gross.” .. 


1RE salutes Wilbur S. Hinman, Jr., with 
an award for outstanding contributions 
to radio-electronics. Mr. Hinman contrib- 
uted much to perfecting the proximity 
fuze, and his work with radio sondes from 
weather balloons in the upper atmosphere 
created new markets for electronic equip- 
ment for weather forecasting. Mr. Hinman 
is a radio engineer who seeks and finds 


knowledge that benefits all as he grows in John L. Bricker Juel M. Ranum 
eee of the ua his field. IRE always mbers the tor of merchandising of Colgate- | 
IRE Diamond Aword, 1956 who builds markets for products and Sia Ce, Abi cleted vps! 
? creates jobs for people. | were Robert L. Evans, who be- | 


The Institute of Radio Engineers is a professional Society of | comes vp in charge of personnel. 
50,000 radio-electronic engineers devoted to the advancement of and ee E. Mahaffay, vp of | 
their field of specialization. Their official publication, Proceedings “— ‘ : 
of the IRE, is concerned solely with these men and their accom- | 4. Ssinted Jucl M Ranum te the 
plishments. All that is history making in radio-electronics is first new post of divecter of public re- | 
presented, then followed step-by-step in its development, on the lations. He will continue as assist- 
pages of Proceedings of the IRE in authoritative articles by the ant to the president of Whirlpool- 


men behind these advances. Seeger. 
IRE remembers the man! Is it any wonder that the men remember Stoll 
IRE? Best way to get products remembered, if they are sold in the armen —— phgermas aE 


IRE f m ales Sald, on pear age «er of Preseedings of the sandal manufacturer, has appoint- | 

wie - if 8-4 pe adie industry, you've got to ed Altman-Stoller Advertising,| VETERANS—Paul C. Gumerson (left), head of the dealer advertising 
tell the radio engineer! New York, to handle its advertis-| schedule department of Campbell-Ewald Co., Detroit, receives a 
ing. Johnstone Inc. is the previous) check and traditional roses on the occasion of his 30th anniversary 


The | agency. | with the agency. Making the presentation is L. R. Nelson, senior 
Institute of vp, who hired Mr. Gumerson. 
Radio @ Buys Daytime Video 

pa Johnson & Johnson, New Bruns- Hella Teig, time buyer of Emil Mogul Co., New York, is back at 
Eng ineers wick, N. J., has bought alternate-| her desk after her Oct. 7 marriage to Morton Selman, and a wedding 


Proceedings ae eitee & ee @: week segments on two CBS-TV| trip through Canada... Mrs. Carol Weil Hemmerdinger and Crane 
‘ daytime shows—Garry Moore and| Haussamen, vp of C. J. LaRoche & Co., are now honeymooning in 
Advertising Dept., 1475 Broadway, New York 36, N. Y. |“Our Miss Brooks”—effective Jan.| India. . . On Oct. 6 Caroline Cobb Quinlan and Edward Albert 

fe | 11. Young & Rubicam is the agency.| Wetzel Jr. of BBDO were married in Greenwich, Conn. . . Also on 
Oct. 6 Judith Mary Sappington was wedded to Robert Derrick 
Smith, copywriter at G. M. Basford Co., New York. . . In Albany 
Joanne Besch and Wright Ferguson of Benton & Bowles, New York, 


were married on Oct. 20. . . 
Bill McKenna of Bryan Houston Inc. has been elected executive 


8 officer in charge of furnishing and opening Rutgers University’s 
new on-campus Alumni-Faculty Club. 


= VERED Sylvia Porter, famous financial columnist, and her husband. 
Sumner Collins, director of public relations and promotion of the 


New York Journal-American, were on Ed Murrow’s Person-to-Per- 
son show on CBS-TV Oct. 26. 


Mirando = Kerol Ross Simmons Hayes Trout 
WELL WISHERS—Among those on hand in New York to help CBS 
Radio’s Robert Trout (right) celebrate 25 years as a newscaster 
were A. J. Miranda, Campbell-Ewald; John Karol, CBS Radio; 
Art Ross, Campbell-Ewald; Joe Simmons, Chevrolet, and Arthur 

Hull Hayes, president of the network for which Mr. Trout works. 


Dolores Soyer Marki, director of sales, Towne Premiums Inc., 
New York, was married Oct. 28 in Woodmere, L.I., to John Gold, an 
KOLN-TV covers Lincoln-Land — a rich 42-count attorney. . 


1956 ARB METROPOLITAN area, 95.5% OF WHICH IS OUTSIDE OMAHA’S GRAD Wayne Smith, publisher of the Record and Journal, Meriden, 
AREA COVERAGE STUDY B" COVERAGE! Conn., and his wife, Blanche Hixson Smith, executive editor, are in, 
; OvES HOULETS SUPERIORITY | Lincoln-Land has over 200,000 families — 125,000 of them Australia for the Olympic games... Verne Kelley, account exec in 
+ PR unduplicated by any Omaha TV station! Actually, Lincoln- the Chicago office of Ruthrauff & Ryan, appeared recently on 
The 1956 ARB Study of 231 Metropolitan markets in- Land is as independent of Omaha as South Bend is of Fort WBBM-TV’s “Vision” in a salute to Mexico. He talked about bull- 
cluded 6 in LINCOLN-LAND—S in Mebrasko, | in Kansos. Wayne or Providence is of Hartford. | fighting and showed pictures from his collection of more than 200 
In these 6 markets, KOLN-TV is a Latest Telepulse credits KOLN-TV with 194.4% more night- | | sn shot in bull rings south of the border during the past 
most in 6 daytime categories . . . noon me? 
out of 6 nighttime categories. sr ier ae than the next station, 138.1% more after It was a full house for Dick Esterquest, production manager of 
4 Beaumont & Hohman, Chicago, when James Kevin was born Oct. 
average daytime, ‘viewed-mos!" rating ‘ > ’ ’ 

par 340% os open 15.2% for the next station. Night- Let Avery-Knodel give you the whole story on KOLN-TV, | 30. Two brothers and two sisters were awaiting the newcomer... 
time averoges ore 59.8% for KOUN-TV, 25.0% for the the Official Basic CBS-ABC Outlet for South Central Edward P. “Spike” Seymour, Crowell-Collier vp, was presented a 
next station. Enough said? Nebraska and Northern Kansas — “Nebraska's other big | handsome wrist watch by Paul Smith, president of the company, on 
market”, the occasion of his having completed 40 years’ continuous service 
with the company. This is believed to be the record for advertising 

wry the Pelzer SHations CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER executives in the magazine business. . . 
x J A new building that will provide facilities for 3,000 boys—the 


cg seg Frank Tripp Boy Scout Training and Administration Center—has 
We ne TAn® RAPOS KALAMAZOO been dedicated in Elmira, N.Y. The structure is named in honor of 
peat ba ea ee an Elmira boy who “made good” in journalism—the chairman of 
WED WADIO — PEORIA, ILLINOIS the board of Gannett Newspapers Inc... 


Granville (Pick) Rutledge, head of Rutledge & Lilienfeld, St. 


Avery-Knodel, Ine. 
Representatives ures Louis, is still radiating good will as the result of the marriage of his 
Exclusive National Rep COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET | only son, John, on Nov. 3... 
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iy IN expands 
to keep a step ahead of tomorrow 
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The responsibility of leadership in New York’s vast northeastern com- 
munity has made increasing demands upon the publishing facilities of the 
Times-Union. The enormous growth of the Albany Times-Union’s popular- — 
ity could not be foreseen even less than ten years ago when a new building 
and equipment made that newspaper a modern, up-to-date communications 
center. Today, once again, a modernization program is under way for the 


Times-Union: 


8 modern Goss High Speed Press Units, 64 page presses which 
will permit printing of four-color advertising and editorial 


pages. 


| Relayout of the production facilities in the building recently 
constructed in 1949. 


These mechanical advances will make it possible for the Albany 
Times-Union to deliver a more modern, more complete newspaper faster 
than ever before to a greater number of families in the rapidly expanding 
Capital District Market. 


This mechanical modernization of the Times-Union is another step in a far 
reaching expansion program of aggressive journalistic moves under way in ' ee 
the eleven metropolitan areas where Hearst newspapers are published. 


MA HEARST NEWSPAPER 
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DECEMBER 6, 1956 


...and every big 
Thursday issue 
thereafter! 


SSiscier bhi sits ti siteineis cai, he tials dm: doe 
best-read newspaper delivers a still more powerful and 
effective punch when advertisers are able to use full color 
product reproduction. 


Ask the man who sells foods, beverages, automobiles, 
home furnishings, wearing apparel, even cigarettes. Coior 
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ising Available 


the newest and best high speed color presses ready to roll 
on your big full color ads (in full page units only on 
Thursday only for the present). 


It’s the largest market in the United States with full color 
available in the evening field. The most able-to-buy 
families in the nation’s second biggest market can see 
your product or package as it is, the way they'll buy it. 
And they'll see it in the paper they know and trust . . . 
the CHICAGO DAILY NEWS. 


write... 
wire... 
or call 
us in... 


w 


Daily News Plaza 


Free Press Building 


200 S. Miami Ave. 


45 Rockefeller Plaza 


ATLANTA | 


57 Forsyth Sc., N. W. 


In 
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| Pearson Names Percival | 


Head of Coast Office 


Martin H. Percival, formerly | - —l oon | eos. 


— 
|with the San Francisco radio spot 
‘sales office of NBC and before that MITCHELL} 

“= os with several New York advertising | ii Seperchary od Als._.corpelent sess 
agencies, has been named general or ae 


manager of the San Francisco of- 

fice of John E. Pearson Co., radio- ~ 
tv station representative. He will | baum 
be assisted by Sue Masterson. 1 
“Big space appliance ads in The State Journal | Tim Timothy continues as su- <= 
brought in a flood of customers and won an ex- | pervisor of Pearson’s West Coast ye or 
pense paid trip to Bermuda for Mrs. Randall and | (yerations, operating out of San 
myself in the General Electric sales contest. What | boise : 

do we think about the selling power of our news- | ? 
paper? Terrific.” 

The State Journal and only The State Journal de- 
livers 67,000 central Michigan homes daily. 


} 
| Chapman Joins McKinney 
5 | Harry C. Chapman has joined | 
Shae Se , bey the client service division of Har- iia 
ris D. McKinney Inc., Philadelphia. . 
e : He formerly was in the advertis- extra—This “bonus blast,” consist- 
sh ] ; , 
‘ LANSING i TH E STATE JOU RNAL | ing and sales promotion depart- | ing of individual dealer ads which 
bee : ke ments of Westinghouse Electric) di k 
MICHIGAN Member of Federated Publications Co. McKinney also has been named | posi wy cn gay penal penal 
Capital vey rast REPRESENTED NATIONALLY BY podem fone y - hare pany ad, is scheduled to appear 
2. ef Michigan. SAW VER-FERGUSON-WALKER COMPANY Pa. fabricator of tubular metal| eekly for eight weeks in 110 
products. newspapers next summer. It’s part 
| of a campaign for Mitchell Mfg. 
Co. 


Mitchell's Record 
Ad Drive Features 
Newspaper ‘Islands’ 


Curtcaco, Nov. 13—An “island” 
technique of newspaper advertis- 
‘ing and a record $2,500,000 budg- 
‘et will go into Mitchell Mfg. 
Cos campaign for its 1957 line of 
air conditioners. 
| The newspaper “islands” will 
come into use next summer when 
Mitchell will spend $1,000,000 to 
“saturate” the local newspaper, 
radio and tv media in 110 markets 
for an eight-week period. 

The saturation drive will work 
‘this way: Every day, in each pa- 
|per selected for the campaign, 
Mitchell dealers will run five in- 
dividual ads (at the local rate, 
| using cooperative funds). In addi- 
tion, Mitchell will buy three one- 
|minute radio spots each day and, 
|where available, one one-minute 
tv spot. 


nn .| one .| mee .| orem - 


|@ Finally, once a week there will 
|be a “bonus blast”—a newspaper 
| page in which all the ads of the 
| preceding week reappear grouped 
_about an “island” Mitchell institu- 
tional ad. 

| The idea, as Howard Haas, vp 
‘in charge of advertising and sales 
promotion, described it, is “to give 
/our dealers full benefit of the re- 
|/membrance multiplier of multiple 
| run-of-paper ads in a single issue.” 
|He noted that they will be “con- 
tinuously represented in media in 
'their own community and their 
/names will be linked with Mitchell 
| daily through run-of-paper ads 
and weekly through the ‘bonus 
blast.’” 

The rest of Mitchell’s budget 
will go into national advertising, 
print materials, merchandising aids 
and point of purchase displays. 
Among national media, Mitchell 
currently plans to use Better 
Homes & Gardens, Life, The New 


FULL R. O. P. 
COLOR ADVERTISING 


AVAILABLE IN 


The West's Favorite Evening Newspaper ~. 


oem ete) see oe et ee Oe 
- CN e Cees 


* ’ 
ag Be Yorker, The Saturday Evening 
at as, Post and Time. 
es . af | Rothbardt & Haas, Chicago, is 
a ; The Los Angeles Evening S Mitchell's agency. 

a oes 
i a Remsen Names Three VPs 
cet on Remsen Advertising, New Hav- 
Es \ en en, has appointed Robert A. Can- 
: aad bee yock, Donald R. Cook and Ray- 

= Pa mond E. Smith Jr. vps. Mr. Can- 
Say ay yock is in charge of national 
Poy + + c¥ advertising, Mr. Cook, client re- 
i For Details and Reservations contact ee lations, and Mr. Smith, art direc- 
pat i 'tor for the last four years, is in 
és: 24. charge of ciient sales promotion. 
x MOLONEY, REGAN & SCHMITT, INC. its Pe ses ae ea 
peed Xa | Richard er Moves 
oe mys ‘ ieee ae ete ieee on" | H. Richard Seller Advertising 
SPne hen ge ‘ a one a. ete <p Tarts FT Bt | ’ 
Noy Te DPBS ST TaN PTR SOTO me RAR Portland, Ore., which AA incor- 


rectly reported as moving to 409 
'S. W. Jackson St. (AA, Oct. 15), 
|actually has moved to larger quar- 
ters ‘at 410 S. W. Stark St. The 
| Jackson St. address is the agency’s 
former location. 
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HOME PERMANENT 


one out of every four homes in the United States—for as 


All these products, and more, have been advertised on NBC NBC : ; 
Radio during this past year. Why? Because on NBC Radio 
they get the wide coverage, low cost and repetitive impact that 


little as 28¢-per-thousand-listeners! MONITOR is just one of the 


outstanding availabilities currently open toyou on NBC Radio. 


modern murteting qeesends, Call your NBC Radio Network sales representative today and dis- 


cover how NBC Radio can start the sales orders piling up for you! 


NBG RADIO NETWORK ¢:<%ce 1 @ 


Take NBC Radio’s Monitor, for instance. It offers 6-second, 
30-second and one-minute participations. And in just four 
weeks’ time, this unique weekend radio service reaches 
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Chet's Foods Boosts Contest Over 30,000 tonnage buy- 
Chet’s Famous Foods, Eugene, | e d this standard 
Ore., is keying its current promo- | -incipieatee nego erage 

tion of frozen, cooked foods to a. size newspaper daily ! 
consumer contest that offers as 
prizes 12 General Electric food 
freezers and a three-month sup- 
ply of frozen dinners for 100 fam- 
ilies. The contest is supported by 
1,000-line newspaper ads in 31 
dailies in western states, Hawaii 
and Alaska, plus radio spots on 
36 stations in the same area. The 
ads tell the customers to “look for 
contest blanks at your grocers.” 
Showalter Lynch Advertising 
Agency, Portland, is the agency. 
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NEVILLE MAINGUY has been named a 
consulting vp of John Marshall|Mail Ad Service Issues Roster 

Ziv Co., Chicago agency. Mr.| The Mail Advertising Service 
Mainguy, most recently a vp Of|Assn., International, has issued a 
Henri, Hurst & McDonald, also has | booklet listing its members. It in- 
been with J. Walter Thompson Co.|cludes the names and addresses 
and headed his own agency in Mi-|O0f more than 1,000 direct mail 


ami, Mainguy Industries Corp. |Companies, list houses, counselors 
and others. A free copy can be ob- 


tained by writing Max Lloyd, 
MASA International, 18120 James 
Couzens Hwy., Detroit. 


AMERICAN METAL MARKET 
18 CLIFF ST., N. Y. 38, M. Y. 
Write for new market 
and media file folder 


Hertz to Operate 
Own European Auto, 
@ Truck Units in 1957 


Cuicaco, Nov. 13—Hertz Corp. 
has announced that it will begin 
company-owned operations in 

| Western Europe early next year. 


Hertz company-owned opera- 
tions currently are limited to the 
continental U.S., with representa- 
tion overseas in 22 foreign coun- 
tries and territories by indepen- 
dently-owned, franchised Hertz 
System members. The company 
declined to say in what country 
or countries it plans to start its 
operations. 

ADVERTISING AcE learned that 
Hertz, an advertising-minded com- 
pany, plans to advertise in Europe, 
although ad plans have not yet 
been formulated. Whether Hertz 
will place its European ads through 
Campbell-Ewald, its regular agen- 
cy (which has no overseas branch- 
es), or an overseas agency has not 
been determined. 


® Hertz also told stockholders to- 
day that revenues for the nine- 
month period this year hit 
$42,648,986, a 42% increase over 
revenues of $29,953,877 for the 
same period last year. Net income 

; for the period increased 53% to 

' $3,476,387, as against $2,271,050 in 

" 1955. 

: The third quarter this year was 
the best quarter in company his- 
tory, according to Walter L. Jacobs, 
Hertz’ president. Revenues for the 
quarter were $16,247,639, compared 
with $11,147,836 in 1955, and net 

} earnings were $1,422,154, com- 
pared with $942,648 last year. 


PIA Names Augustine 
Graphic Arts Man of Year 
} Lee Augustine, vp, Printing 
} Machinery Co., Cincinnati, has 
i ’ been named Graphic Arts Man of 
the Year by the Printing Industry 
of America. In its fifth annual 
a self-advertising competition, PIA 
i ~°©6)=Ss also named as winners for cam- 
paigns, the following printers and 
lithographers with 100 or more 
employes: Herbick & Held Print- 


“One of our important tools in making steel 
is the Business Press” 


says CLIFFORD F. HOOD, President, United States Steel Corporation 


ing Co., Pittsburgh, first, and Tri- 
Arts Press, New York, second. 

Winners for individual specimen 
entries were, for printers and lith- 
ographers with 100 or more em- 
ployes, R. R. Donnelley & Sons Co.; 
and for companies with fewer than 
100 employes, the Republic Press, 
Yakima, Wash. 


Macdonald Joins Publication 
The Minnesota Farmer, Minnea- 
polis, has appointed George R. 
(Buckie) Macdonald manager of 
its new merchandising department. 
Mr. Macdonald, retired naval of- 
ficer and a former account execu- 
tive in the St. Paul office of Ruth- 
rauff & Ryan, will also be a space 
representative in the publication’s 
advertising department. 


neon x . oe 2 hey 
“i fs ae SSI ak Meg 2 ” 


“Producing quality steel in quantities to meet to- 
day’s tremendous needs is a complex technical job. 
An army of specialists with precision equipment 
has replaced the old-time melter and roller. It is the 
knowledge and ability of these men and women of 
specialized skills which has enabled America’s steel 
industry to outproduce the world. 

“America’s Business Press is just as much a part 
of their equipment as the modern instruments and 
mills which produce the steel. With the constant in- 
terchange of ideas from their specialized magazines, 
our people in the steel industry from top manage- 
ment right down the line are able to keep abreast of 
the march of steel progress.” 

You will find that top men like Mr. Hood, in 
every industry use business publications as a prime 


source of information about their own industry and 
their markets. And they not only read the editorial 
content, but they also place equal weight on your 
advertising message — for there, too, they find val- 
uable information. 

Write for list of NBP publications — see how you 
can pin-point your market through the use of these 
technical, scientific, industrial, merchandising and 
marketing magazines. 


NATIONAL BUSINESS PUBLICATIONS, INC. 
1413 K Street, N.W., Washington 5, D.C. + STerling 3-7535 
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ace PROBLEM 


WASTING YOUR TIME ‘ 


If your agency is scattered about your building . . . 
with a department here, another there . . . and the 
account section somewhere else . . . time’s a’wasting! 
Why not wrap up the whole shop efficiently on one 
convenient floor (or several consecutive floors, if 
that’s your style)? 

As one of the largest rental and building manage- 
ment firms in New York, we know just what office 
space is available in the convenient midtown agency 
area, and how to gauge your requirements. 

We have helped many another successful and ex- 
panding advertising agency to make a smart move— 
we can help you, too. 


Write, phone or wire for more information to: 


SHMAN& 
WAKEFIELD! 


281 Madison Ave. New York 17, N. Y. 
MUrray Hill 6-4200 


Advertising Age, November 19, 1956 


‘Tempest in Inkpot' .. . 


TV Helps Artist 
Vie with Copy 
Man: Armstrong 


Zink, Martin Are 
Double Winners in 
_ Cincinnati Competition 


CrncINNATI, Nov. 13—The long- 
smoldering feud between art direc- 
tors and copywriters has resulted 
in a “tempest in an inkpot,” with 
the art directors just recently 
emerging on top, Andrew Arm- 
strong, vp of Leo Burnett Co., Chi- 
}cago, said last week. Mr. Arm- 
|strong was the principal speaker 
and one of the judges at the open- 
‘ing of the fifth annual exhibit of 
|the Art Directors Club of Cincin- 
|nati, which will continue through 


TOPS In 
Showmanship! 


\ 


ti finest television facilities, add an experienced, 
staff with 2 real flair for “Iowa Barn Dance Frolic” 
showmanship, and the result is a station with some of 
the Nation’s best local programming—WHO-TV! 


FACILITIES! Largest studios in Mid-West. Studio One 
is 50’ x 90’, Studio Two is 35’ x 70’. Complete kitchen 
also available. Equipment includes two 16 mm. movie 
projectors, one 35 mm. slide projector, one 4” x 5” 
opaque projector and one rear-screen projector with 
automatic 4” x 5” slide changer and 9’ x 12’ screen. 
Also big Mobile Unit, excellent Art and Photo Depts., 
plus complete color facilities, including two 16 mm. 
color movie projectors and one 35 mm. color slide 
projector. 
PERSONNEL: A tremendous pool of Iowa Barn Dance 
Frolic talent, plus an imaginative, 35-man staff, 
headed-up by TV Program Director, Production 
Manager and 4 Television Directors. 525 cumulative 
years of show-business experience assure really pro- 
fessional local programming. 
Yes, WHO-TV is “tops in showmanship”—another big 
reason why Iowans watch WHO-TV, respond to 
WHO-TV, with an enthusiasm and loyalty accorded to 
few television stations in America. 
WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 


WHO Radio, Des Moines 
WOC-TV, Davenport 


WHO-TV > 
WHO-TV> 
WHO-TV 
WHO-TV 


WHO-TV 
WHO-TV 
WHO-TV 
\ WwHo-Tv (£ 
WHO-TV | & 
WHO-TV |-3 
WHO-TV ?% 


ae 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


Affilicte 


Nov. 22 at the Cincinnati Art 
Museum. 

Because writers are inherently 
more articulate, research for many 
years has been cast toward them, 
Mr. Armstrong said. The efforts of 
the artist have been smothered in 
reports on words, he said. 

Radio, he said, contributed to- 
ward this, being strictly a word 
medium. Then along came televi- 
sion, and most writers merely car- 
ried over their radio background, 
inserting an occasional picture on 
the screen relating to their mes- 
sage, Mr. Armstrong said. 


® Recently, however, the art di- 
rectors have been getting into the 
act, Mr. Armstrong said. 

“They are acting like worms who 
have turned, and it’s about time,” 
he said, adding that research is 
now leading toward a wider appre- 
ciation of the art director. He pre- 
dicted that “pictures will continue 
to speak for themselves and keep 
the art director on the high plane 
he has achieved.” 

Bob Hayes, president of the club, 
introduced Mr. Armstrong and the 
other two judges—Alger Scott, 
senior art director of Campbell- 
Ewald Co., Detroit, and Harold 
Jensen, art director of Tatham- 
Laird, Chicago. Sam Lipson is 
chairman of the exhibit. 


® Two art directors and two 
agencies led the award winners. 
Lawrence Zink and Ralph H. Jones 
Co. won awards of distinction for 
Crosley Broadcasting Corp. in the 
trade paper and small ad design 
categories. Thomas Martin and 
Stockton, West, Burkhart won 
awards of distinction for a U.S. 
Shoe Corp. magazine ad and a 
Hudepohl Brewing Co. tv com- 
mercial. In the former ad, Mr. 
Martin shared honors with two 
other designers: Louis Kabrin and 
Peter Denapoli. 

The third distinction award won 
by Stockton, West, Burkhart was 
for a point of sale design by Harold 
Wetzel for Joyce Inc. The Jones 
agency’s third distinction award 
was for a General Electric news- 
paper ad by Bob Hayes. 


Following is a complete listing 
of top award winners: 


Magazine ads—Award of Distinction: 
Louls Kabrin, Thomas Martin and Peter 
Denapoli, designers; Stockton, West, 
Burkhart, agency; U.S. Shoe Corp., adver- 
tiser. 


Awards of Merit: Bob Hayes and Wil- 
liam Powers, designers; Ralph H. Jones 
Co., agency; Kroger Co., advertiser. Jack 
Kohiman, designer; Farson, Huff & 
Northlich, agency; Mosaic Tile Co., adver- 
tiser. 

Trade paper ads—Award of Distinction: 
Lawrence Zink, designer; Ralph H. Jones 
Co., for Crosley Broadcasting Corp. 

Awards of Merit: Bob Hayes, Ralph H. 
Jones Co., for Ashland Oil & Refining Co. 
Paul Stewart, Farson, Huff & Northlich, 
for Trailmobile. Johnson and Sabatino, de- 
signers; Lyman Brockway, art director; 
Kircher, Helton and Collett agency; Gard- 
ner Board & Carton Co., advertiser (2 
awards). 

Newspaper ads—Award of Distinction: 
Bob Hayes, Ralph H. Jones Co. for Gen- 
eral Electric. 

Award of Merit: Robert Helmich, of 
Stockton, West, Burkhart, for United 
Appeal. 

Newspaper retail ads—Awards of Merit: 
Ethel Schmachtenberg, designer; Miriam 


Smali ad design—Award of Distinction: 


Lawrence Zink, and art director; 
Ralph H. Jones Co.; Broadcasting 
Corp. 


Awards of Merit—Harold Fisher, de- 
signer and art director; Peck-Heekin 
agency, for Hotel Alms. Paul Stewart, de- 
signer and art director, for Cincinnati Gas 
& Electric Co. 

Direct mail design—Awards of Merit: 
Alex Schmitt, designer; Bob Hayes, art di- 
rector; Ralph H. Jones Co. for Union Cen- 


Chris Waldeck, art director; 
Keelor & Stites, agency, for Cincinnati 
Milling Machine. Harold Wetzel and Jack 
Gehring, Stockton, West, Burkhart, for 
Central Trust Co. R. Walgren, designer; 
Robert Clawson, art director; Procter & 
Gamble, C. B. , designer; J. C. 
Johnson, art director; Emery Industries, 
Tom Austing and Jack Gehring, Stockton, 
West, Burkhart, for U.S. Shoe Corp. 
(Continued on Page 30) 
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For many years Pittsburgh retail grocers have 
relied on evening newspapers for immediate, 
overnight response —the kind that jumps sales on 
advertised items. 


There’s a reason... 


a reason that has just been voiced by 6000 gro- 
cery shoppers. 


Daniel Starch and Staff conducted personal inter- 
views during July and August with 6000 shoppers 
as they came out from 60 of Pittsburgh's leading 
chain supermarkets. 


Their answers support the schedules of local gro- 
cery advertisers. 


1. Coverage of all chain store customers 


THE TWO EVENING NEWSPAPERS 
REACH 84 OUT OF 100 
CHAIN STORE CUSTOMERS 


660000 


6000 Interviews 


Conducted by Daniel Starch & Staff 


2. Coverage of customers who read 
grocery advertising 


EVENING NEWSPAPERS REACH 

75 OUT OF 100 CHAIN STORE CUSTOMERS 
WHO READ EVENING NEWSPAPERS 

FOR FOOD VALUES 


® e060 
©0000 


SUN-TELEGRAPH and PRESS 76.7% 


PRESS and POST-GAZETTE 89.3% 


3. Percent of all customers’ 
weekly spending 


61 OUT OF 100 SUN-TELEGRAPH 
READERS SPEND OVER $20 
A WEEK IN CHAIN GROCERY STORES 


60000 


SUN-TELEGRAPH and PRESS 84.4% 
PRESS and POST-GAZETTE 69.6% 


60000 


SUN-TELEGRAPH readers 
61.9% spend over $20 


POST-GAZETTE readers 
46.1% spend over $20 

PRESS readers 

49.8% spend over $20 


4. Percent of readers who regulariy shop 


in chain stores 


80 OUT OF 100 SUN-TELEGRAPH 
READERS ARE REGULAR 
CUSTOMERS OF VOLUME 

CHAIN GROCERY STORES 


Here is the picture of 
Sun-Telegraph leadership 
SUN- POST. . ; 
GAZETTE PRESS 
=" readers readers 
A&P 82.9% 69.9% 76.2% 
KROGER 82.2% 72.6% 78.5% 


GIANTEAGLE § = 79.7% 12.3% 14.6% 
THOROFARE 717.1% 723% . 718% 
SPARKLE 69.3% 62.7% 64.6% 


STAR 73.2% 68.1% 68.4% 
TOTAL 79.6% 70.4% 748% © 
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You have a two-fold marketing job on your hands in the Chemical Process 
Industries . . . to sell both plant processing men and the business leaders 
who guide and direct this $41-billion-a-year spending manufacturing giant. 
Obviously, no single publication can satisfy the specialized editorial 
requirements, meet the individual reader interests of each. It takes two 
magazines to meet the stringent specifications of both of these important 
buying groups . . . processing men charged with the design, construction, 
operation and maintenance of CPI plants relying on the applied technology 
of Chemical Engineering ... management in administration, production and 
research on the fast news analyses and interpretations of Chemical Week. 
Together...these two McGraw-Hill leaders offer a double-barreled approach 
to all the influences which can make or break your chemical process 
selling. But get the full story...ask your CE or CW representative for 
Your Most Vital Market Today, The CPI... or write our Research Department 
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Cincinnati Art Directors Awards... 


(Continued from Page 26) 


Beoklet design—Award of Distinction: 
Noel Martin, designer; George Rosenthal, 
photographer; Farson, Huff & Northlich, 
for General Electric. 

Awards of Merit: Charles Harper, de- 
signer; J. A. Ziegler, art director; Procter 
& Gamble. Clinton Orlemann, designer; 
J. C. Johnson, art director; Schaten 
Studios. Noel Martin, designer; J. W. Ford 
Co., advertiser. David Diehl, designer; 
Alan Brimkwood, art director; Perry 
Brown agency; Ohio National Life Insur- 
ance Co., advertiser. 

Pester design—Awards of Merit; Clinton 
Orlemann, designer; John Ziegler, art di- 
rector; Procter & Gamble, advertiser 
Harold Weitzel and Harold Fisher, de- 
signers; Stockton, West, Burkhart, for 
Central Trust Co. 

Point of sale displays—Award of Dis- 
tinction: Harold Wetzel of Stockton, West, 
Burkhart, for Joyce Inc. 

Awards of Merit: Jack Kohiman, Sales 
Art Studios, Stitzel Weller Distillers. 
Thomas G. Lohre, Strauchen McKim 
agency, for Shawe-Gerwin Co. 

Point of sale fleer dispiays—Awards of 
Merit: Jack Kohiman, Sales Art Studios. 
for Frigidaire division, Genera) Motors. 
Jack Hobt, designer; Charles Plunkett, art 
director; for Procter & Gamble. Jack Hobt 
and Sam Lipson, designers; Lloyd Smith, 
art director; Procter & Gamble. 

Package design—Award of Distinction: 
Charles Harper, designer; John C. John- 
son, art director; King Record Co. 

Awards of Merit: Clinton Orlemann, 
designer; J. C. Johnson, art director; 
Andrew Jergens Co. Robert Vuillemenot, 
designer; Robert Clawson, art director; 
Procter & Gamble. 

Stere windew design—Award of Merit: 
Lloyd Smith, designer and art director; 
Procter & Gamble’s “Secret”. 

Heuse orguns—Awards of Merit: New- 
some, McKie, Rosenthal, designers; 
Charles Jacob, art director; Merrell Co. 
Sales Art Studios, designer; Jack Kohl- 
man, art director; U.S. Printing and Litho 
Co. 

Magazine cditerial design—-Award of 
Distinction: M. H. Berry, designer; Fred 
Eichenberger, art director; Farm Quar- 
terly, advertiser. 

Awards of Merit: Robert Goodman, de- 
signer; Fred Eichenberger, art director; 
Farm Quarterly. Casella, Peluffo, McGin- 
nis and Eichenberger, Farm Quarterly. 

Television commerciai—Award of Dis- 
tinction: Tom Martin, art director; Stock- 
ton, West, Burkhart, agency; Hudepohl 
Brewing Co., advertiser. 

Awards of Merit: Tom Martin and Ken 
Snyder, art directors; Stockton, West, 
Burkhart; Gibson Art Co. United Film, 
artist; Bob Hayes, art director; Streit- 
mann Biscuit Co. Harold Fisher, artist; 
Bob Hayes, art director; Ralph H. Jones 
Co., agency; Ashland Gil, advertiser. 

Letterhead typegraphy—Awards of Mer- 
it: Lawrence Zink, Ralph H. Jones Co., 
Crosley Broadcasting oe Al Honschopp, 
Stockton, West, Burkha 

Black and white ~ - - S 
of Merit: Edward E. Betz, artist; Robert 
Helmich, art director; Stockton, West, 
Burkhart agency; Clark Grave Vault Co. 
Ken Schmid Studio, Robert Helmich, 
Stockton, West, Burkhart; Hudepoh! 
Brewing. Henry Dravenek, artist; Larry 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Mike Shapiro, Managing Director 
TULSA BROADCASTING CO. 
Box 9697, Tvisa, Okle. 


Zink, art director; Ralph H. Jones Co.; 
Crosley Broadcasting Corp. 

Celer photography—Awards of Merit: 
Brand Studie, R. Rivas, art director; Art 
Craft Paper Co. Grant Heilman, Photog- 
rapher; Fred Eichenberger, art director; 
Farm Quarterly. (2 awards). Albert 
Gommi, artist; Bob Hayes, William 
Powers, art directors; Ralph H. Jones Co. 
for Kroger. 

Fashion ilustration—Awards of Merit: 
Floyd Berg, artist; Hyde Park Clothes. 
Ethel Schmachtenberg, artist; Mariam 
Campbell, art director; H. & S. Pogue Co. 

Black and white illustration—Awards of 


Merit: Dick Black, artist; Bob Hayes, art 
director; Jones Co. for Union Central Life. 
Wayne Blickenstaff, artist; Paul Stewart, 
art director; Farson, Huff & Northlich, for 


Trailmobile. Sam Lipson, artist; Robert) 


Helmich, art director; Stockton, West, 
Burkhart; United Appeal. Clinton Orle- 
mann, artist; Vernon Rader, art director; 
Procter & Gamble. 

Color illustration—Award of Distinction: 
Charles Harper, artist; Arthur Lougee, art 
director; Ford Motor Co. 

Awards of Merit: Duncan Hazelwood, 
artist; Ralph Pollard, art director; Procter 
& Gamble. Leland Brock, artist; Robert 
Clawson, art director; Proctor & Gamble. 
Carl Zimmerman, artist; Vernon Rader, 
art director; Procter & Gamble. Charles 
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Harper, artist; Arthur Lougee, art direc- 
tor; Ford Times, advertiser. 

Carteen illustration—Award of Distinc- 
tion: Reuben T. Campbell, artist; Mariam 
Campbell, art director; H. & S. Pogue Co. 

Award of Merit: Jack Gehring, artist; 
Farson, Huff & Northlich; Trailmobile Co. 

Magazine cover illustration—Award of 
Distinction: Stan Brod, artist; V. C. Rader, 
art director; Procter & Gamble. 

Award of Merit: Charles Harper, artist; 
Arthur Lougee, art director; Ford Motor 


Co. 


Product photegraphy (b&w)—Award of 
Distinction: James McHale, photographer; 
Samuel Schindler agency; Lodge & Ship- 
ley, advertiser. Award of Merit: same. 


Product photography 


(coler)—Awards 


of Merit: Clint Morein, artist; William 
Albers, art director; Arvin Industries. 
|L. P. Brand, photographer; Sprague Mul- 
liken, art director; Perry Brown agency; 
Formica Co. Ken Schmid Studio, Tom 
Austing, art director; Stockton, West, 
Burkhart, Cincinnati & Suburban Bell 
Telephone Co. 

Product illustration—Awards of Merit: 
Jim Offett, artist; Bob Hayes, art direc- 
tor; Ralph H. Jones Co. for Kroger Co. 
John Ziegler, art director; Procter & 
Gamble. 

Phete reteuching—Award of Distinc- 
tion: James de Mangone, photographer; 
Samuel Schindler agency; Lodge & Ship- 
ley, advertiser. 

Awards of Merit: Louis Hessling, artist; 


ALBERT W. BENZ, Managing Editor. 
25 years as a newspaper reporter and edi- 
tor, 15 of them in the aviation field . . . 
broad background in manufacturing, trans- 
port and military aspects. 


JOSEPH S. MURPHY, Engineering Edi- 
tor ... four years as technical editor, nine 
previous years aviation experience as main- 
tenance manual editor and liaison between 
CAA and ATA. 


ERIK BERGAUST, Missile Science Editor 
... extensive VTOL and rocketry back- 
ground in his native Norway . . . broad 
engineering and publishing experience 
here in VTOL, missiles and rocket pro- 
pulsion. 

ERIC BRAMLEY, Business Editor . . . 
journalism graduate, war correspondent, 
vice-president of American Aviation Pub- 


lications, Inc. . . . member of American 
Aviation organization since 1937. 


WILLIAM V. HENZEY, Transport Editor 
. + 16 years air transport experience with 


with our editors~.. 


CAB¢r airlines, publishing, specializi 
btisiness and financial aspects o 


EDWARE ditor... 
Former Bureau Chief, McGraw-Hill World 
News . . . reporter, correspondent, editor 
since 1943 . . . familiar with military avia- 
tion procedures and requirements. 


HENRY T. SIMMONS, Manufacturing 
Editor . . . broad background with United 
Press, Wall Street Journal . . . covered 
military, industrial aspects, Pentagon. 


ANTHONY VANDYK, International Edi- 
tor... aviation publishing background in 
London, Geneva . . . broad knowledge of 
military and civilian aviation throughout 
the world. 


FRANCIS J. KEENAN, Legislative . . . 
political science and international affairs 
graduate . . . experienced as military press 
officer, Washington correspondent, staff 
member of the Senate Committee on Inter- 
state and Foreign Commerce. 


MRY P. STEIER, Electronics . . . 12 
years experience as design engineer with 
RCA, IBM . . . broad background as tech- 
nical writer, lecturer . . . responsible for 
all phases of electronics in aviation, ground 
and air. 


FRED S. HUNTER, West Coast Editor 

.. more than 20 years experience as re- 
porter, editor, airline publicity manager 
... with AMERICAN AVIATION since 
1945. 


LOIS PHILMUS, Business Aircraft and 
Airports . . . over 12 years in Aviation 
publishing . . . reporter and editor with 
many leading aviation magazines. 


SELIG ALTSCHUL, Contributing Finan- 
cial Editor . . . research and investment 
analyst . . . registered with SEC as avia- 
tion investment advisor . . . served with 
CAB, Hoover Commission . . . independent 
aviation consultant. 


MARY L. MILLER, Rates and Tariffs . . . 
over nine years in aviation field . . . ex- 


perience with CAA, various airlines. 
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Richard Reif, art director; LeBlond Co. 
Justin Kendig, artist; Crosiey-Bendix. 

Mechanical illustration—Award of Dis-| 
tinction: Ray Berger, artist; Jim Costello, 
art director; Crosley Corp. 

Award of Merit: Paul Buffler, artist; 
Samuel Schindler agency; Lodge & Ship- 
ley Co. advertiser. 

Lettering—Award of Distinction: Bob 
Swank, artist; Jack Kohiman, art director; 
U.S. Printing & Litho, advertiser. 

Award of Merit: Bob Betz, artist and art 
director; General Electric Co., advertiser. 


Love to ‘Denver's Stride’ 
Victor E. Love has been appoint- 


ed associate advertising manager 


of the magazine, Denver’s Stride.| LaGrange & Garrison Adds 
Atkins Saw. Mobile Drilling 


Mr. Love formerly operated his 


/own commercial ad film company, 


Ad Film Inc., and his own agency, 
Love & Love, in Denver. 


/_WMIL Boosts DeChant 


Paul F. DeChant, formerly an 
advertising salesman of WOKY, 
Milwaukee, has been named man- 
ager of WMIL, Milwaukee. He 
succeeds Neil Searles, who re- 
signed to become vp and general 
manager of WFOX. 


account. 


| 


| 
The agency also has been names! 


|so provides miscellaneous drilling 
'services through its contract drill- 

LaGrange & Garrtison, Indiana | ing division and soil testing and 
polis, has been appointed to handle ©™sineering services through its 
advertising for the Atkins Saw di- | foundations, engineering and test 
vision of Borg-Warner Corp., In- ‘ng division. 
dianapolis. Bozell & Jacobs, Indi-| 
anapolis, formerly handled the| WMFD-TV Names Two Reps 
WMFD-TV, Wilmington, 
a has appointed Wagner-Smith As- 
to handle advertising for Mobile sociates, New York, and James S. 
Drilling Inc., Indianapolis, manu- Ayers Co., Atlanta, to represent it 
facturer of vehicle-powered drills nationally. Weed Television Corp. | 
for earth boring. The company al-' formerly represented the station. | 


N 1943 Bob Wood left 


American Aviation to take 


over the reins of the war-born Aviation News (later 
Aviation Week ). Mission accomplished, he moved again, 


this time as assistant to dynamic President J. S. Mc- 
Donnell of McDonnell Aircraft . . . and to fresh achieve- 
ments on the public relations front. That’s a lot of 
aviation history in a few words. 

One night last month in Washington’s Carlton, Wayne 
Parrish, AA’s publisher, proudly announced Bob’s return 
home, “He’s the best editor in aviation. I’ve been trying 
to get the guy back for years!” More than 600 people 
turned out to welcome Editor Wood . . . this time as 
Editorial Director of American Aviation Publication’s 
great and growing interests. 
men from the military, manufacturing, government, the 


The “industry” was there — 


airlines — and, of course, the press. And, in turning out 
for Bob, they were paying their respects to Publisher 
Parrish and the entire AA editorial staff. 


Bob says he’s fortunate 


Published by American Aviation Publications, Inc. . . . world’s largest aviation publishers 


to have such manpower at 


his side, to turn out an even superior editorial perform- 
ance, the only completely-rounded “industry” magazine 
... from its sharp-edged news interpretation to its busi- 
ness-financial-technical coverage clear across this inte- 
grated field ... into the wide-world of international 
aviation. Here, incidentally, no aviation journalist’s face 
is so familiar as Wayne Parrish’s — in his log, 900,000 


airline miles in 70 countries. 


Of AA’s staffers . . . well could we boast, “the largest”, 
“the most experienced”, but to many advertising people 
these are now cliches. Instead, we present on these pages, 
a capsule introduction, and a sort of “aggregate profile”. 
All in all, being modest men, the editors tell us they'd 


rather have you know them by their product. 


That’s fair enough, for it is editorial vigor and inci- 
siveness that make it possible for American Aviation to 
command an audience that represents 91 % concentrated 
coverage of the entire aviation market. Documented 


evidence on request. 


AMERICAN AVIATION 


William H. Pearson, Vice-President and Advertising Director, 17 East 48th St., New York 17, N. Y. 


“AGGREGATE PROFILE”— AMERICAN AVIATION’S EDITORS 
Publ & Business, Industrial, Club & Association Editoris! Annual Editorial 
Education taitertal Government Membership Awards Mileage 
Institution: N. ¥. Herald Tribune American Airlines National Press Club Too numerous Total Editorial 
Yale Chicago Herald McDonnell! Aircraft Wings Club to ion... Mileage 322,000 
Georgetown & Examiner Design Service Co. Aviation Writer's Assoc. 26 major awards 
Harvard Christian Science Douglas Sngiosering Co. Conquistadores del Cielo in all... more than Domestic Editorial 
senerey of IMinois ee : —— es ~ Southern eee Press Club all other “A, -~ Mileage 283, 
erary Diges' ° ma. 
stern Aviation Week North Carolina State Sigma Delta Chi sa Foreign Editorial 
Medill School of Wichita Beacon Div. of Hi National Aeronautic Mileage 39,000 
Journalism Aftenposten United Airlines Association 
Crane College Aero Digest Radio Corporation Pacific Wings Club Foreign Cities Visited: 
Southern Law McGraw-Hiil World News of America National Aviation Club London 
University Elizabeth City International Business institute of Paris 
Union Colle: independent Machines Aeronautical Sciences Brussels 
ayy | Raleigh Times Civil Aeronautics Board Society of Automotive Berlin 
North Norfolk Virginia-Pilot Civil Aeronautics Engineers Manchester 
e Baltimore Even. Sun Administration institute of Navigation Dublin 
Franklin and Marshall National Aeronautics Continental Airlines Norwegian Helicopter Soc. Moscow 
canerely Pittsbur Jane's as Ge World's —_— Mealtitery Americas Rectet Sec eeanpest 
nivers rer. +: ° ernationa 
interavia Air Letter XX combined years, Aviation Writers ad Bucharest 
Aeronautical of course! Press Club, London Rome 
Major: Engineering Review Royal Aero Club Odessa 
Journalism Airlanes Magazine Wig and Pen Club Kiev 
Sociol Flying Magazine Royal phic Lenningrad 
Political Science The Commonweal American Political Oslo 
Engineeri ‘on oy 3 News Science Associat Amsterdam 
E Air Traffic Digest inst. of Radio Engineers Leopoldville 
ics inited Press National Ai lub senseraze 
Chemistry Wall Street Journal Airline Traffic Assoc. * 
ics American Helicopter Soc. Copenhagen 
Business and Finance Nationai Aviation etc. 
Trades Assoc. 
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C. W. GRINSTEAD, formerly manager 
of the central division of Willys 
Motors Inc., Toledo, has been ad- 
vanced to director of advertising 
and merchandising of the company. 


RTMS Affiliates with Don Lee 

KTMS, Santa Barbara, Cal., has 
replaced KDB as the Don Lee 
Broadcasting System affiliate in 
that city, effective Dec. 1. 


cc. As 
vag Biss GROCERY DEALERS’ 
at PREFERENCE 
dm, 53%, 


WISCONSIN 
DEALERS GET 
EXCiTED 


WHEN YOU ADVERTISE 
IN THE LOCAL PUBLICATION 
THEY PREFER 


Your dealers in the No. 1 
Dairy State, where farm in- 
come is close to $1. billion a 
year, know from experience 
their sales go up when you 
back them up with advertising 
in Wisconsin Agriculturist and 
Farmer. It’s the localized pub- 
lication read by 9 out of 10 of 
their best customers. 

The above chart shows re- 
sults of a study in which grocery 
dealers were asked, “In which 
publication, edited for farmers, 
do you prefer to see advertis- 
ing of merchandise you sell?” 
Other dealer preference studies 
on request. 


Agriculturist 


Richard S. Pierce, Publisher 
Racine, Wisconsin 
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There's an Army Times Publication to meet the 
requirements of any advertiser 


whose products or services are 
saleable in the 35 billion 
dollar* military market. | 


* $8 billion annual spendable income of U.S. Armed — 
Forces personnel. , 
$27 billion spent annually for Military procurement. 


LET US show you how to do business in this 
market. Contact nearest office for sample copies, 
rates and market data book, ‘“Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. $. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo” 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


MEMBERS. AUDIT SUREAU OF CIRCULATIONS 
15 weekly editions reach all U.S. Armed Forces. 


THE AMERICAN WEEKEND 
Family paper of U.S. Armed Forces in Europe. 


U.S. COAST GUARD 


Magazine 
covers this important Service 


ARMY-NAVY-AIR FORCE REGISTER 
“Tops” for covering top policy makers. 


MILITARY MARKET 
Reaches Commissary, PX and Procurement Officers. 
_. ARMY TIMES 


PUBLISHING COMPANY 


* National 
Distillers 


Fee PROHET £9 FREATIOL 45mg 
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NOT UNSUNG—Here is an ad which advertises the ad director. This 

National Distillers Products Corp. spread, scheduled for 38 liquor 

industry publications in December, tells about the responsibilities 

of Alynn Shilling, vp and advertising director. It’s the third in a 

series introducing the company’s top men to liquor dealers. Law- 
rence Fertig & Co., New York, is the agency. 
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The Salt Lake Intermountain Market 


1% Million persons in 4 states living together in one big unified 
market that’s a real treasure chest. These two great newspapers 
give complete market coverage where Annual Buying Power of 
$1,861,568,000 places it among the top markets of 
the nation. 
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Your proqpects are best in the Growing Wet! *.; 


4 ¢ a 
"teeny 1H" 


potter, 


alt Lake Tribune s41\; DESERET NEWS wn 
Che Walt £ & ee ey Salt Lake Telegram (eveNinG) : 


> 


“ly 


“4GEnv 
COLOR 1M MEWSPAPER ADS ADOS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropoliton Sunday Newspopers 


Philco Buys Sierra 
Electronic in West 
Coast Expansion 


PHILADELPHIA, Nov. 13—Philco 
Corp. has purchased the Sierra 
| Electronic Corp., San Carlos, Calif., 
in a move to expand its research, 
‘engineering and development fa- 
' cilities on the West Coast. 

James M. Skinner Jr., Philco 
president, said Sierra will be op- 
erated as a wholly owned Philco 
subsidiary under its current pres- 
ident, Willard Feldscher, who now 
becomes vp and general manager. 

Acquisition of the company will 
augment Philco’s electronic re- 
search and engineering laborato- 
ries of the company’s government 
and industrial division. The latter 
is located in Philadelphia. 

The Sierra facilities will move 
about Feb. 1, from San Carlos to 
a new plant under construction in 
Menlo Park, Cal., about 30 miles 
from San Francisco. At that time 
the staff will be expanded. 

With acquisition of Sierra Elec- 
tronic, Philco now has 42 plants 
located in 10 cities throughout the 
country, with a total manufactur- 
ing space of about 5,000,000 sq. ft. 


Jansen Joins Agency to Form 
Gregory & House & Jansen 
Dolph Jansen Jr., for several 
years a senior vp of Fuller & 
Smith & Ross, Cleveland, has re- 


Dolph Jansen Jr. Bromley House 


signed to join the principals of 
Gregory-House Advertising Co., 
Cleveland. A new 
agency, Gregory 
& House & Jan- 
sen, has been 
formed, continu- 
ing in offices at 
2157 Euclid Ave. 
Mr. Jansen is | 
exec vp, a direc- | 
tor and stock- 77 
holder of the new 93 
agency. Honor 
Gregory contin- Honor Gregory 
ues as president, 
and Bromley House is vp and 
treasurer. 


Zubrow Adds Camden Co. 

S. E. Zubrow Co., Philadelphia, 
has been appointed to handle ad- 
vertising for Camden County Bev- 
erage Co., Camden, for its Camden 
beer and Lord Camden ale. 
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| Q batten buying tool for buildon 


PLANNING & SPECIFYING 
poly og, grades, sizes, design and qualtity of materials 
to used must be planned for every structure in 
accordance with local building codes. The builder 
finds all the answers in his “Specs’’ File. 


16 separate and distinct sections—‘“‘fast-indexed”’ so 
that the builder can quickly locate all data, design 
and specification tables and all the manufacturers’ 
catalog advertising contained in each section—pro- 
vide complete building and buying details on every 


@ 5 inees | ; phase of construction. 
Wey = SP 2 SS eee 
; OR —a 


| | 
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There’s nothing else in the building industry like Practical Builder’s WHAT MATERIAL TO USE 

’ DATA & SPECIFICATIONS FILE. It’s the original and only complete builder poten eg ah oh ey mynd lee: Seller 
} reference file devoted to all phases of light construction —an essential ccibeaaintica: sotliaas tonagline tins hal eboreetion 
eis king tool for buil a ling tak ter exbedi Gaile the builder must have to build wisely and well. 

| Builders use their “Specs” FILE all year round as a vital reference for 

f figuring jobs . . . for information on what materials, tools to use, how and why — 

,! for details on equipment installation, and as a complete buying guide. 

H 

b Thousands of builders have told us it is the most important piece of 


| business equipment they own. It gives them the same information manufacturers 
supply architects, plus all necessary data on installation and construction. 


| Stepping out on its own in ’57 as a distinct unit—apart from th irr 
ing out on Its own in as a distin nit—a rom tne ‘or it results, every product has a “best way” 
. Pping seria = » to wo Fas ag. on or installed. —. Rao lt File 
j i i ; provides lots of suggestions in its editorial pages, 
twelve monthly issues of Practical Builder, and featuring ‘catalog type te ened nt Pi ne ee yamine tant 


advertising copy exclusively —the “Specs” FILE will be even more catalog advertising. 


unique, and essential as the only complete reference file for 109,000 building 
men —the biggest builder buying power you can reach in any manner. 


. 


PRACTICAL BUILDER =] me 
DATA & SPECIFICATIONS FILE === 


‘ Faia Manufacturers and editors join forces here, too. The 

5 South Wabash Avenue, Chicago 3, I llinows **Buyer’s Guide” and other indexes within the 

“Specs” File quickly lead the builder to specific 

product information in the manufacturers’ catalog 
advertising. 


(c) Industrial Publications, Ine., Publishers of Building Supply News and other leading building industry magazines. 
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‘Successful Farming’ 
Schedules Push for 
‘Modernized Kitchens 


Cuicaco, Nov. 13—Successful 
| Farming will run a farm kitchen | 
modernization promotion through | 
appliance and home furnishings | 
dealers throughout 1957 to show} 
advertisers the buying power ‘ 


the farm market. 

Backbone of the promotion will 
be editorial concentration on ways 
|to make farm kitchen operations 
‘more efficient through moderniza- 
| tion of layout and equipment. Ruth 


_Krustev, home equipment editor of | 
‘the magazine, has already started | %880ciate advertising manager of 


on this tack with a series of arti-|the Albers division of Carnation 
cles on kitchen organization based | Co., Los Angeles. Formerly assist- 


Milk sales stay up when the sun goes down... 
thanks to low-cost signs of “SCOTCHLITE”! 


REFLECTIVE SHEETING 


L. R. (DICK) JOHNSON has been named 


Steady, 24-hour selling! Yours with brilliant, colorful highway signs of “SCOTCHLITE” 


Sheeting. And only signs of ““SCOTCHLITE” Sheeting can give you such low, low cost per 
thousand—high, high readership. For a free demonstration of powerful, day-and-night 
reminder advertising, write Minnesota Mining & Mfg. Co., Dept. AA-11196, St. Paul 6, Minn. 


cM | “SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co, 


on nine centers of activity—)| 
mixing-baking, cooking-serving, 


'clean-up, laundry, sewing, family | 


living, dining, planning and busi- 
ness, 

| The functional concept is not 
;new in farm kitchens, Mrs. Krus- 
‘tev points out, since the tradition- 


| ant ad manager for Friskies dog 

and cat foods, he now will handle 

advertising for Carnation and Al- 
bers cereals and mixes. 


ally larger farm kitchen always 
has been more of a family activity 


— room than its urban counterpart, 
and special work areas or centers 
have naturally evolved. 


® Successful Farming’s editorial 
purpose is to enunciate this idea 
and recommend kitchen designs 
putting the idea to work. The mag- 
azine will recommend that each of 
the centers in the farm kitchen be 
designed to do its specific job, 
with modern appliances and ade- 
quate storage and work space. 

Products that stand to gain from 
this boost include all kitchen ap- 
pliances, floor coverings, cabinets, 
interior building materials, kitch- 
en furniture and anything else that 
might reasonably be found in a 
modern farm kitchen. 

Using this editorial approach, 
Successful Farming is going to ap- 
pliance and home furnishings deal- 
ers serving farm families to help 
them sell these lines with promo- 
tional material furnished by the 
magazine. 


Reporting that pulls heartstrings 
es. and pursestrings 


ee 


® Retailers interested in using the 
promotion can get it free from the 
magazine. It will come out in three 
sections—a spring merchandising 
kit due in mid-February, a sum- 
mer-fall kit due June 15 and a , 
Christmas promotion kit to be 
ready by Nov. 15. 

The kits will consist of window 
signs and posters, banners, radio 
commercial copy, ad mats and 
copy, statement stuffegs-and pen- 
nants. 

Also available to dealers for 
promotional use before consumer 
groups is a slide film, “Planning i) 
Your Farm Kitchen” ($9.95), and f 
a farm kitchen ideas booklet, 
“Successful Farm Kitchen Ideas” 


After a Kalamazoo Gazette story told of Herman 
Haskins’ long and lonely stay in hospitals, a cheer- 
ing deluge of mail, presents and flowers began 


to arrive. 


Local people sent Herman in a station wagon, with 
a nurse, to Detroit for his first ball game in 
17 years. 


oo NS I ee i 


Herman Haskins has been flat on his back in 
hospital beds for the past 17 years. A top flight 
baseball player in the Detroit Baseball Federation, 
his career was cut down by a paralyzing accident. 

Then Dan Ryan, a busy Gazette newsman, 
heard about Herman, visited him and was moved 
by his cheerful courage. 

Southwestern Michigan people first learned 
about Herman Haskins through Ryan’s story in 
the Kalamazoo Gazette. Gifts, cards, letters and 
flowers rolled in and filled his lonely room. Gifts 
came from 150 miles away. 

And so it goes. Whether it’s the plight of an 
unfortunate child, the problems of a bewildered 


“thu beat“ 
EV 


BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS = JACKSON CITIZEN PATRIOT 


upetor 7-4689, Brice MrQuillin, 785 Market St, San Francisco 3, Sutter 1-340), W 


father and his motherless children or the welfare 
of the entire community, Gazette readers are 
quickly informed and respond in a flood of action. 

And in the Kalamazoo area, people are wafmed 
by the knowledge that“ Life is good in Kalamazoo”’, 
and are thankful that their newspaper feels the 
pulse of the community so understandingly and 
acts upon it so effectively. 

If you want communication with Southwestern 
Michigan customers, do you know of a better 
medium than through such a trusted, dependable 
member of a great family? 


KALAMAZOO GAZETTE 


SPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A H. Kuch, 260 Madison Ave, New York 17, MUrray Hill 5-2476, Sheldon B.Newman, 435N Michigan Ave, Chicago 
‘ham Shurtlift, 1612 Ford Big, Detroit 26, WOodward | 0972 


out by Successful Farming. 


@ The magazine’s purpose in this 
promotion is to establish itself 
more firmly in advertisers’ minds 
as a medium for reaching farm 
families. The appliance and kitch- 
en furnishings market represented 
by its readers, the magazine says, 
citing Rural Electrification Ad- 
ministration figures, will be about 
$5.3 billion over the next five 
years—about $1,100 per farm fam- 


REA studies show, the magazine 
Says, that farm family expendi- 
tures for the next five years will 
be over $1 billion for lights and 
house wiring, $535,000,000 for re- 
frigerators, $439,000,000 for tele- 
vision sets, $394,000,000 for wash- 
ing machines, $363,000,000 for 
home freezers and $213,000,000 for 
electric ranges. 


Roche to Church & Guisewite 
Robert B. Roche, formerly a 
copywriter at Price, Tanner & Wil- 
lox, has joined the creative staff 
of Church & Guisewite Advertis- 


ing, Midland, Mich. 


= —~ corey + 


(about 20¢ to dealers), both put i 
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BOYS’ LIFE will be 
bigger in TIS Colttance 


TRIPLED SINCE 1950 THE JANUARY 1957 ISSUE 
WILL DELIVER A 28% ] 6 () () () () () 
y) y) 


CIRCULATION INCREASE 


ABC AVERAGE NET PAID GUARANTEED 
Black and White Page Cost Will Decrease From $3.40 to $3.18 


Just as the biggest news in advertising today is the 
phenomenal growth of the youth market, the biggest 
news in youth publications is the 200% circulation 
increase BOYS’ LIFE has enjoyed since 1950. But, we 
think, of equal significance to you is the fact that, in the 
same period the page cost per thousand has decreased 
almost 347%, from $4.76 to $3.18. 


Perhaps it’s the easiest thing for a magazine to use 
superlatives about itself, but we honestly believe we’re 
on the go, and we’re anxious to tell you about it. 


BOYS’ LIFE today has the biggest ABC net paid home 
delivered circulation in the field. They’re all individual 
subscriptions, no part of any membership dues. With 
such top art and editorial talent as William Saroyan, 
Norman Rockwell, John Mason Brown, Bruce Catton, 
Richard Neuberger, and sports coverage by men like 
Stan Musial, Bob Mathias and Eddie Jeremiah, we give 
boys the stuff we know they want. 


As an advertising prestige medium, a place where an 
advertiser likes to see his ads, BOYS’ LIFE can’t be 
topped because it’s the official magazine of the Boy 
Scouts of America, and, as such, carries the integrity 
and influence of that organization. 


With the highest 1955 advertising linage on record for 
all youth publications, BOYS’ LIFE forged ahead still 
15% higher in the first six months of 1956. Such 
prominent national advertisers as Chevrolet, Chrysler, 
Convair, Remington Rand and Weyerhaeuser Timber 
ran with us for the first time this year. 


For all boys ..... 


We think the reason for our success, aside from our 
circulation growth, is the belief by more and more ad- 
vertising people that the way to sell young men is to 
advertise to them in their own language, in their own 
magazine. We reach them between the ages of 10 and 
17, when they’re beginning to buy and when they al- 
ready spend over $41,000,000 a week of their own 
money. 

Since they’re going to buy branded products, why 
not start them on yours? It’s easy to reach them now 
through our magazine alone. When they get older, and 
their interests become more diversified, your adver- 
tising will have to fight for their attention across the 
media board. With BOYS’ LIFE, you not only reach the 
boy market early, but you get the best portion of it. 
The Starch 51st Consumer Magazine Report shows a 
consistent picture of a remarkably high living standard 
for BOYS’ LIFE reader homes with such indicators as 
car ownership, weekly food expenditure and home 
ownership highest for all magazine audiences listed. 


Ours is a primary medium for products and ideas to be 
sold to the growing American market because the vital 
population growth of America itself is taking place today 
among its youth, and it will continue to do so until 
1965. Your new sales must come from youth. BOYS’ 
LIFE delivers them to you in greater quantity and qual- 


ity than any other advertising medium. They’re eager 


to read what you have to say (see our phenomenal 
Starch readership studies!) , and ready and able to buy 
what you have to sell. All you have to do is give them 
a chance to show their stuff. 


Published by 
the Boy Scouts of America 


2 Park Avenue, New York 16, New York © 9 West Washington St., Chicago 2, lllinels » Dorr Associates, 80 Beyisten St, Besten 16, Massachusetts 
J. @. Davenport Associates, 2412 W. 7th Street, Les Angeles 5, California 
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SEPTEMBER CIRCULATION MORE THAN 2,450,000 ... 


ES 


JULY — AUGUST—SEPTEMBER— HIGHEST QUARTERLY 
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Today, no other magazine means so much to Young Adults. And no other magazine 
means so much to advertisers with products to sell to the fast-moving members of the 
new station wagon set—this concentrated group of new homeowners, new families. 
Now more than ever, Redbook delivers both ends of a unique advertising bargain— 
record-high MASS CIRCULATION in a SPECIALIZED MARKET of Young Adults. 
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CIRCULATION... 18TH CONSECUTIVE QUARTERLY GAIN OVER PRECEDING YEAR 


J]. CIRCULATION MORE THAN 2,300,000 ... NEWSSTAND SALES MORE THAN 1,000,000 


Redbook 


The Magazine that sells Young Adults 
.-» the New Station Wagon Set 
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All data based on publisher’s estimate first 9 months, 1956 
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Oh, how he wishes he was in Peoria! 


Sad spacebuyer didn’t listen when Ward-Griffith 
talked of booming buying power in Illinois’ second 
largest metropolitan area. Then a survey* showed over 
1/3 billion sales dollars clinking across counters in 
Metropolitan Peoria—an area where the 

Peoria Journal Star’s 100,000-plus daily circulation 
has a 99.7% ratio-to-homes delivery! 


(National reps Ward-Griffith Co. will also tell you 
that Peoria is an ideal test market, free from 
outside media influence—as far from Chicago or 


——— * Sales Management ‘1956 Survey of Buying Power” 
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‘Negro Market Newsletter’ 
Will Bow This Month 
The Negro Market Newsletter, | 
a weekly publication which will 
concern itself with facts, statistics 
and information on the $16 billion 
Negro market, will be published | 
this month by J. Williams Agency, | 
327 W. 85th St., New York. 
The newsletter will feature ma-| 
terials on the buying habits of the| 
Negro consumer, motivation clues, | 
population trends and evaluation 
of consumer activities where the 
buying power is the greatest. Each | 
month, the publication will pro- 
| vide a supplement on Negro media. 


' staff. } 


Columbia Trufit to Mitchell 
Columbia Trufit Diamond Rings, | 
'a division of Axel Bros., Jamaica, 
|N.Y., has appointed Harold M. 
Mitchell Inc., New York, to 
handle its advertising. Dundes & 
Frank is the previous agency. 


dvertising Age, November 19, 1956 


St. Louis as Baltimore is from New York.) | James R. Miller heads the editorial marsHAtt FIELD JR., editor and pub- 


lisher of the Chicago Sun-Times, 
has been elected president of Field 
Enterprises Inc., which also pub- 
lishes the World Book Encyclope- 
dia and Childcraft and owns Simon 
& Schuster, Pocket Books and Pa- 
rade Publications. He succeeds his 
father, the late Marshall Field, 
who died Nov. 8 (AA, Nov. 12). 


Stranded 


in Suburbia... 


When suburban fathers go off to work— 
as suburban fathers must—their absence 
is felt in more ways than one 


When the male population leaves Suburbia 
each workday morning—millions of housewives are 
left virtually prisoners in their own homes. 

. For, while many harried wives drive Dad to the 
station, 11 million others stand and watch Dad go, 
taking with him their link with the outside world 
—the family car. 

In millions of other homes, however, Mother is 
not cut off from civilization when Dad departs. For 
the family has a second car in the garage. 


How did it get there? 
How did millions of American families get the 
idea they could afford a second car? 


It didn’t just occur to them. Few American 
families automatically think of themselves as 
two-car families. The notion had to be planted. 
And there was nothing haphazard about the way 
.the planting was done. 
Ford anticipated a growing need in the postwar 
migration to the suburbs. By taking advantage of 
this need, Ford hastened the development of the 
“two-car family.” 


The result? Well over a quarter-of-a-million 


iy egy PE ES ot ae 


In that left-behind feeling, Ford finds 
a billion-dollar opportunity 


families are ‘““Two-Ford Families.”” More than a 
million other two-car families include a Ford. 


A vast new market has been opened for the 
future—well ahead of its time. 


The expanding needs of “Suburbia” extend to 
virtually every product. Indeed, people everywhere 
have gained the ability to live better. Creative 
marketing can cut down the time it would normally 
take these people to raise their living standards to 
the level they can now afford. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washing- 
ton, D. C., Miami, Montreal, Toronto, Mexico City, Buenos Aires, 
Montevideo, Séo Paulo, Rio de Janeiro, Santiago (Chile), London, 
Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 
Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 


Screen Actors Guild 
Gets $1,413,821 
in Re-Run Payments 


Ho.ttywoop, Nov. 13—The 
Screen Actors Guild announced it 
collected and distributed $1,413,821 
in residual payments for re-runs 
of tv entertainment films in the 
| year ended Oct. 31. 

In a report to members, John L. 
|Dales, national executive secre- 
| tary, said the guild plans to nego- 
| tiate an agreement with theatrical 
|producers that will provide for 
'two contracts, one for the theatri- 
‘cal showing and a separate one 
|calling for additional payment if 
/and when the picture is televised. 

“Today it can be assumed that 
every theatrical feature eventually 
will end up on television—even 
|those produced by major compa- 
nies,’ Mr. Dales said. “They have 
created competition for themselves 
‘and, therefore, we too are forced 
|into competing with ourselves.” 


® Kenneth Thomson, SAG’s tv ad- 
ministrator, revealed that because 
of problems encountered in collec- 
tion of residual payments from 
| marginal producers, SAG will now 
‘require all new contract signato- 
|ries to sign an assignment, so if a 
producer becomes delinquent in 
| residual payments, the distributor 
| will pay direct to the guild, for its 
‘members, all of the producer’s 
‘share of the receipts until re-run 
payments are made. This assign- 
ment will be secondary only to the 
original financing. 

| Mr. Thomson also reported the 
guild is arranging for all distrib- 
/utors to furnish the guild complete 
| quarterly statements giving the 
| status of every episode of every 
series in release. 


L.A. Women Form New Group 
| Los Angeles women in public 
|relations, educational, advertising, 
| editorial and allied activities in the 
| medion and allied fields have 
formed an as yet unnamed organi- 
|zation to meet every six weeks to 
|discuss mutual problems, and ex- 
'change ideas. Meetings will be ev- 
‘ery six weeks, with discussion on 
an informal basis. Louise O. Sim- 
_onson, editor and co-owner of Lab 
World, will act as general coordi- 
nator, with offices at 672 S. Lafay- 
'ette Park Pl. 


MacDonald-Cook Adds Account 

MacDonald-Cook Co., South 
Bend, has been appointed to han- 
dle advertising and sales promo- 
tion for Kitchen-Quip, Waterloo, 
Ind., manufacturer of home food 
cutting equipment. The agency 
will create campaigns for the re- 
cently introduced Duncan Hines 
food vegetable cutter; other prod- 
ucts are sold under the Saladmas- 
ter label. 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


When Metropolitan Oakland (Alameda County) became Northern Cali- 
fornia’s largest population center, it seized an even firmer hold on its 
position as a number one market for many lines in which we are par- 
ticularly interested. In food, for example, it is second in the West to only 
one county: Los Angeles. The same is true of motor vehicle registrations. 
Its high percentage of home ownership makes it a must in any marketing 
plan for an advertiser selling appliances and household items. 


CARL ZACHRISSON 
Vice President and Manager 


N. W. AYER & SON, INC. 
San Francisco 


he 
It is important 


to recognize Metropolitan Oakland’s 
commanding size as a market. 


It is equally important 
to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily 202,109 

Sunday 222,313 

ABC Publisher’s Statement 
March 31, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 
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Horton-Noyes Alters 
Setup.NamelIsNow | 
Noyes & Co. Inc. 


Provipence, Nov. 14—Horton- 
Noyes Co., 35-year-old agency, will 
change its name to Noyes & Co. 
Inc. Jan. 1 and will reorganize 


from its present partnership to a 
status allowing for greater partici- 
pation by staff members. | 

Frederick C. Noyes, senior part-_ 
ner of Horton-Noyes, will be pres-_ 
ident and treasurer of the new 
corporation. Carroll H. Rickard, 
also a partner, will become vp 
and secretary. Interests in Horton- 
Noyes of another partner, C. Dar- 
rell Prutzman, will be bought by 
the new company. 

No major changes in personnel 
are expected in the new, privately 
held corporation, and the agency 
will continue in its present quar- 
ters in the Industrial Bank Bldg. 
With a staff of 60 people and an 
account list of 46 companies, the 
agency is one of the largest in 


TOP RATING IN 
CINCINNATI! 


QUEEN 


“FP 
2 


Starring 


HUGH MARLOW 


The highest rated syndicated 
program in Cincinnati,” 
America’s great mystery 


New York 22 
PLaza 5-2100 


New England. 

Explaining the reorganization, 
Mr. Noyes said that a partnership 
offers financial and personnel 
drawbacks. With the new organ- 
ization, he said, greater participa- 
tion by staff members is planned 
than was possible in a partner- 
ship. 


® This is the third name change 


'for the agency since its founding 


in 1921 as Larchar-Horton Co., by 
the late William Larchar and El- 
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mer S. Horton. Mr. Horton re-|Co.; American Hardware Corp.;/Mr. Law. The new advance sales 
tired in 1950. Mr. Noyes joined| Foxboro Co.; Fafnir Bearing Co.;| plans section will test and evaluate 
the company in 1929 as an account | Brown & Sharpe Mfg. Co., and the sales methods and promotional 
executive and became a partner Stegor division of the Gorham Co. ideas. S. N. Gardner, manager of 
in 1937. The company’s name was | | bottler sales promotion, will be in 
changed to Horton-Noyes in 1939.| Coca-Cola Names Law charge. 
The new vp and secretary, Mr.| Thomas C. Law Jr., former man- 
Rickard, was advertising manager | ager, promotions section, of bottler Feldstein Names Levinsohn 
of the Boston Store before joining | sales promotion of Coca-Cola Co.,| Charles R. Feldstein & Co., 
the agency. He was named media | Atlanta, has been named to direct (Chicago public relations counsel, 
director in 1934 and a partner in the new advance sales plans sec-| has appointed David Levinsohn di- 
1943. tion. Gordon Parrish, former sales | rector of publicity. Mr. Levinsohn 
Among the agency’s accounts| promotion manager of the foun-|formerly was with Retailing Daily 
are: G.&C. Merriam Co.; Grinnell | tain sales department, will succeed | in Chicago. 


SOME ARE FRUSTRATED... 


Because it offers practical help to busy executives, 
14,145 reprints of this article were ordered in four weeks from 


DISPOSABLE 
PERSONAL INCOME 


~\ 


1956 


285 
1950 


206 


x 
TOTAL CREDIT 
OUTSTANDING 


figures shown in billions of dollars 


CREDIT OUTLOOK: NEW FIELDS AHEAD. The 
nature of consumer credit is changing radically. More 
people are using it for more things. And it is likely 
to increase faster than the economy as a whole. See 
page 36, November Nation's Business, for an eye- 
opening, full-scale analysis. 


6 STEPS TO EXECUTIVE SUCCESS. 

executive dongerously overestimates his ability at 
most important ing things done 

people. This useful, down-to-earth article on page 84, 
November Nation's 8 isolates and di 

the six fundamental requirements for the job. 
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Legal Action Ends 

An agreement whereby Repub- 
lic Molding Corp. has agreed to 
discontinue all use of Good House- 
keeping’s guaranty seal and legend 
has been approved by Judge Wil- 
liam J. Campbell, U. S. district 
court of Illinois. 


Holt Joins ‘Reader's Digest’ 
W. Stanley Holt, formerly with 
R. L. Polk Co., Detroit, has joined | 


Guinness Book Is 
Good for Admen— 
Superlative, in Fact 


New York, Nov. 13—Advertising 
people, than whom there are no 
greater users of superlatives, may 
be interested in a new book which 
|has been published here—“The 
Guinness Book of Superlatives.” 


fields, beginning with the human 
being and ending with the sports 
world. 

Do you know, for example, who 
was the tallest giant? The shortest 
dwarf? The heaviest human? Who 
had the earliest duodenal ulcer? 
The earliest appendectomy? The 
most blood transfusions? Who was 
the most prolific murderer? au- 
thor? composer? Where is the 
largest drum in the world? The 
heaviest bell? The longest chorus 


tising agency in the world (AA, 
Feb, 27)? The largest advertising 
sign ever erected? The highest 
sign? 


® Answers to all of these ques- 
tions and many more—Do you 
know who has the longest mus- 
tache in the world?—can be found 
in “The Guinness Book of Superla- 
tives,” which obviously is designed 
to be an arbiter of barroom dis- 
cussions. 


the international editions sales | This is a 224-page compilation 
|of records and superlatives in 12) 


staff of Reader’s Digest, New York. 


line? Which is the largest adver- 


As a matter of fact, the book is 


Nafion's Busines 


The better you handle time, the better 
executive you are. To help you make time 
your servant, October Nation's Business 
presented six rules suggested by a study of 
successful men: (1) Decide what you 
want from your time—what your goals 
are; (2) plan carefully on paper how you 
will use your time; (3) put in time where 
it counts—don’t sidetrack yourself; (4) 
delegate well; (5) concentrate on one 
thing at a time; (6) respect time. 

The volume of requests for reprints (at 
5¢ each) quickly demonstrated that the 
article had hit home. This is a Nation's 
Business habit, born of its consistent 
editorial emphasis on business leadership, 
government problems, national issues— 
the three basic concerns of business 
owners. On the average, Nation's Business 
receives paid orders for more than 10,000 
of its editorial reprints every week. 


Because it meets the needs of its special 
audience so successfully, Nation's Busi- 
ness is building an outstanding record of 
response for advertisers, too. Of its 
776,287 subscribers, 580,000 are the men 
who actually own American business— 
the owners, partners, presidents of manu- 
facturing concerns, banks, retail and 
wholesale establishments, every type of 
business nationwide. Among general busi- 
ness magazines, only Nation’s Business 
has the big circulation necessary to cover 
the vast business market. 

For the first 11 months this year, ad- 
vertising linage was up 22% over last— 
a gain every single month. Action in 
business results when you advertise to 
the men who own American business . 
in Nation's Business. 

Reprints of “Make the Time You 

Need” available on request. 


776,287 PAID CIRCULATION 
(AB.C.) including 74,716 executives 
of business members of the National 
Chamber of Commerce and 701,571 
businessmen who have personal! sub- 
scriptions. 


ADVERTISING HEADQUARTERS: 


711 THIRD AVENUE, NEW YORK 17, H.Y. 


Washington * Chicago. 
Philadelphia * Detroit * Cleveland 
los Angeles * San Francisco 
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sponsored by Arthur Guinness Son 
& Co. Ltd. of Ireland, the brewer 
of Guinness stout. It was pub- 
lished in Britain last year and 
sold 159,000 copies. It is being 
published here by Superlatives 
Inc. (at $2.95), a company appar- 
ently formed by Guinness for this 
purpose. The compiler is Norris 
Dewar —- a British jour- 
nalist. 


Bates Names Two 

Lawrence Katz, formerly with 
Filmways Inc., and Charles Russ- 
hon, formerly consultant on tv to 
the U. S. Air Force, have joined 
Ted Bates & Co., New York. Mr. 
Katz has been named a tv film 
commercial producer, and Mr. 
Russhon agency producer for “Pal- 
molive Parade of Sports.” 


‘Redbook’ Names Bishop 
Charles B. Bishop, formerly with 
Boye Needle Co., has joined the 
Chicago sales staff of Redbook. 
He succeeds Charles A. Whitting- 
ham Jr., who has been named to 
the magazine’s display sales staff. 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabeli and Kanawha (the Hunt- 
ington-Charleston area) where— 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential: You leave a 
smart wake when you $ail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitabile bill of lad- 
ing for you. 


HUNTINGTON-CHARLEST ON, W. VA. 
W.3B.C. WETUORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV. Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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Logistics Research, Inc. praises 


“WIFE-APPROVED’’ 
MOVING SERVICE 
on 6,000-Mile Exhibit Trip! 


“From Redondo Beach, Calif., to Boston, Chicago and 
back, NAV L delivered our ALWAC III-E (electronic 
digital computer) display without a hitch—and on 
time!” says Hugh F. Tracey, Logistics Research, Inc. 


Here's the new and better way to ship exhibit displays .. ‘ 
the way that, in household moves, has won the approval 
of wives across the nation. Simply let North American 
Van Lines take your display where you want it . . . when 
you want it there! 
Door-to-door delivery . no 

’ unnecessary handling . . your own personnel freed for 
sales work. Your display arrives safely .. . on time! Call 
our local North American Van Lines agent today! He’s 
isted under ‘‘Movers” in your phone book. 


COPYRIGHT (956, W.A.V.L. 


NORTH AMERICAN VAN LINES, INC. 


. minimum crating . 


FREE eo 
Exhibit Display , 
Moving Booklet, 

or write us, in 
care of Dept. AATI.- 


WORLD HEADQUARTERS: FT. WAYNE 1, IND. 


Ask your NAVL agent for your Hour with Katims,” 


—t 


| Teamsters Union 
‘Sponsors Maestro 
as Disc Jockey 


Seatt.e, Nov. 13—The conductor 
lof the Seattle Symphony Orches- 
|tra has turned disc jockey for an 
j}hour of classical music sponsored 
jin three cities by the Western 
|Conference of Teamsters. 


|| The conductor is Milton Katims | 


| of the Seattle Symphony. His radio | 


|} program is from 1 to 2 p.m. each | ba 


| Sunday on KXA, Seattle, self-| 
| styled “good music _ station”; 
'KIMA, Yakima, and KXLY, Spo- 
kane. The program is called “An 
and is pro- | 
moted as “presenting the world’s 
| finest music for every member of 
ms family.” 

In this program, Mr. Katims) 
at the records and gives an in- 
formal commentary to help listen- | 


ers draw the fullest in pleasure 


from the music. 


Advertising Age, November 19, 1956 


Ste pout. 
— Dine out 


|GET vouR COAT—This 12x14” dis- 
play piece sparks the nationwide 
promotion of “Holiday time is eat- 
out time.” The promotion, spon- 
sored by the National Restaurant 
| Assn., will run for the rest of No- 


vember and December. 


Sponsorship by the teamsters 


was launched this fall on a 39- 
week contract and is a continuation 
of the community service activity 
that included the televising of Se- 
attle baseball games during the 
past season via KTVW, Seattle- 
Tacoma (AA, April 2). 


® As with baseball, each broadcast 
of “Hour with Katims” has two 
announcements. These the team- 
sters donate to local civic and 
community activities such as the 
United Good Neighbors’ campaign, 
the YMCA, Salvation Army, Or- 
thopedic Hospital, Travelers Aid 
Society and other’ causes which 
seldom have the opportunity to 
present their story to a mass au- 
dience. 

The announcements contain no 
mention of the teamsters except 
as the sponsor of the program. 
Frank W. Brewster, president of 
the Western Conference of Team- 
sters, says the programs are pre- 
sented to provide a community 
service and to build good will for 
the teamsters. 

Reaction to its public service ef- 
forts has been good, the teamsters 
indicate. At the end of the first 
season of baseball television, the 
teamsters placed 1,150-line ads 
headlined, “Thanks, but the plea- 
sure has been ours.” Ads stated 
the dual purpose in the sponsor- 
ship: “First, of course, to bring the 
games to the tens of thousands, 
and especially the shut-ins, who 
were unable to attend them in per- 
son; and, second, to provide a ve- 
hicle by which the many vital and 
valuable public service organiza- 
tions of our communities could 
place their needs and their causes 
before the largest, most cohesive 
segment of our population, the lib- 
eral-minded, big-hearted sports 
fans.” 


ER\ION CHANNE 
Betnsnone. nc MEL 2 


MUSHROOMING SALES... 


are yours for the asking in the ENTIRE Prosperous 
Piedmont section of North Carolina and Virginia with wFMyY-TV. 


# For the new music series, the 
teamsters placed 100-line ads on 
radio pages of Sunday Seattle, Ya- 
kima and Spokane newspapers, 


True, because no station or group of stations delivers complete alike stentien > Ser wih ; 
adhe ser : : Katims” and listing the day’ 
coverage of this mighty industrial area as does WFMY-TV. eee Soe ee eee 
How. J. Ryan & Son, Seattle, is 
the agency. 
50 Prosperous counties — 2 Million Population H. W. Shepard Appointed 


H. W. (Hank) Shepard has been 
named to the new position of di- 
rector of business development of 
California National Productions, 
New York, an NBC subsidiary. Mr. 
Shepard, who has been with NBC 
for several years, was director of 
special projects for the network’s } 
owned stations before his appoint- i 
ment to the California National 
post. 


Accepts New Ad Units 
House Beautiful’s Building Man- 
|ual will accept half-page, four- 
color units at $1,375 each begin- 
ning March, 1957, and Guide for 
the Bride, starting in January, will 
offer similar units for $1,525. 


$2.5 Billion Market — $1.9 Billion Retail Sales. 
Call your H-R-P man today for full information. 


GREENSBORO, N.C. 


Represented by 
Harrington, Righter & Parsons, Inc. 


New York — Chicago — Son Frencisco — Atlanta 


Since 1949 
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Robert E. Peifer, 70, 
Sister, Esther Jack, 
60, Die Hours Apart 


PHILADELPHIA, Nov. 13—A broth- 
er and sister, both well known in 
newspaper circles, died several 
hours apart on Nov. 5. 

Robert E. Peifer, 70, former ad- 
vertising manager of the Atlantic 
City Press for 26 years, died in At- 
lantic City Hospital. His sister, 
Mrs. Esther P. Jack, 60, former 
assistant to the classified advertis- 
ing manager of the Philadelphia 
Bulletin, and manager of the pat- 
tern department at her death, died 
in Pennsylvania Hospital here. 

Mr. Peifer, who lived in Vent- 
nor, N. J., had been with the Press 
for 46 years, serving as advertising 
manager from 1922 to 1948. He re- 
tired in 1953. He was president of 
the Interstate Advertising Man- 
agers Assn. from 1938 to 1941. 

Mrs. Jack, wife of Rodney L. 
Jack, lived in Paoli, Pa. 


HENRY DRAYCOTT 

New Lonpon, Conn., Nov. 13— 
Henry Draycott, 54, for 12 years 
an advertising representative of 
the New London Day, died at his 
home here Nov. 2 while observing 
his 3lst wedding anniversary. 


H. L. WATSON 

Greenwoop, S. C., Nov. 13— 
H. L. Watson, 80, president of the 
Index Journal Co., died here Nov. 
6 following a long illness. 

He began his newspaper career 
when he joined S. H. McGhee as 
co-owner of the Greenwood Index 
in 1900 when the paper was still 
a weekly. It became a daily in 
1918 and the following year it was 
merged with the Greenwood Jour- 
nal, with Mr. Watson as president, 
editor and publisher. He retained 
these posts until his death. 


G. S. (DON) HURD 

Presse Beacu, CAL., Nov. 13— 
G. S. (Don) Hurd, 55, well known 
in western advertising circles for 
the past 30 years, died Oct. 31 at 
the Stanford Hospital, in San Fran- 
cisco, of a heart condition. 

For the past 15 years, Mr. Hurd 
has been western representative 
for Metro Services, New York, 
covering seven western states. 
Prior to that he had been in ad- 
vertising and promotion depart- 
ments of newspapers in San Fran- 
cisco, Redwood City, Eureka, 
Marysville, San Jose and Los An- 
geles. 

A resident of Pebble Beach, Mr. 
Hurd was born May 15, 1901, at 
Clio, Mich. He had been a mem- 
ber of the San Francisco Press 
Club for many years. 


INOCENCIO ESTEBAN 

New York, Nov. 13—Inocencio 
Esteban, 45, president of Metro- 
politan Offset Plate Service and 
Lithographers Service Co., died 
Nov. 10 of a cerebral hemorrhage 
at the New York Athletic Club. 
Mr. Esteban lived in Croton-on- 
Hudson, N.Y. 


RICHARD K. LAW 

Cuicaco, Nov. 13—Richard K. 
Law, 45, advertising director of 
Enterprise Paint Mfg. Co., was 
killed Nov. 9 in an automobile 
collision in suburban Hillside, Ill. 


Rhiver Joins Keller-Crescent 
Lewis H. Rhiver, formerly with 
the sales department of Connecti- 
cut General Life Insurance Co., 
Hartford, has been appointed an 
account executive of Keller-Cres- 
cent Co., Evansville, Ind. The 
agency has been appointed to han- 
dle advertising for Fiberfil Inc., 
Warsaw, Ind., manufacturer of 
glass-reinforced plastic molding 
compounds, and for the Peoples 
Savings Bank of Evansville. 


RAB Advances Two 

James H. Shoemaker has been 
appointed manager of membership 
in the station service department 
of the Radio Advertising Bureau, 
New York. He has been a member 
of the bureau’s station relations 
staff since last spring. RAB also 
has transferred Karl] Steeves from 
the research department to the na- 
tional sales staff. 


Ben Sackheim Adds Two 

Ben Sackheim Inc., New York, 
has been named to handle adver- 
tising for Grant Pulley &‘Hard- 
ware Corp., Flushing, N.Y. The 
company is planning the first con- 
sumer advertising campaign for 
its new folding door. Sackheim 
alse has been named to handle ad- 


vertising for General Bearing Co., 
Mineola, N.Y. 


Peterson Adds McCulloch Post 
Carl Peterson, market research 
manager of Scott-Atwater Manu- 
facturing Co., Minneapolis, has 
been named market research man- 
ager of McCulloch Motors Corp., 
Los Angeles. He will continue in 
his capacity with the Minneapolis 
company, which was purchased by 
McCulloch earlier this year. 


Hirst Joins National Export 
Enzio A. Hirst, formerly Middle 
East sales manager of Steel Bros. 
Ltd. and Sabena Belgian World 
Airlines, has joined the plans de- 
partment of National Export Ad- 
vertising Service, New York. 


The El Pase Times and EI Pase 

Herald-Pest are two separate news- 

papers. They dominate the Fabulous 
Southwest. 


Che Z1 Paso Times 


AN INDEPENDETT NEWSPAPER 
MORNING AND SUNDAY . 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
BVEENG 


YOUR 


OR COLOR 


WNBQ, NBC Television in Chicago and the nation’s 
leadership station inCOLOR telecasting, now introduces 
a stronger-than-ever program line-up—all inCOLOR —for 
its popular 10 to 10:30 p.m. period. Major program- 
ming change in the half-hour brings in the brilliant 
NBC network newscaster Morgan Beatty, followed by 
Norm Barry's “Let’s Look at Sports.” 


Beatty and Barry, together with Clint Youle, America’s 
top weatherman, and Dorsey Connors, Chicagoland's 
favorite household-hint expert, form the new alICOLOR 
“Four Star Final” line-up on WNBQ. 


WNB@--- _ | 


This “Royal Family of Chicago TV” is already selling 

inCoLor and black-and-white for such blue-chip spon- 

sors as Armour & Co., DuPont, Sante Fe Railroad and 
Slenderella. Program sponsorships and prime station a 
breaks in “Four Star Final” can do a four-star selling ‘ 
job for you, too. Take your selling cue from “Q” — 5 
WNBQ — today! 
10:00 p.m.—Clint Youle with the Weather Roundup 

10:10 p.m.—Morgan Beatty with News Commentary 

10:20 p.m.—Norm Barry with Sports News and Scores 

10:25 p.m.—Dorsey Connors with Household Ideas 
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be UCSB DEMONSTRATION i 
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RE ete om 


- 1500 new car dealers tied in and bought LOOK-NADA selling kits 


A report on “Operation Demonstration” 


HRT INDUSTRY-WIDE 


sales results spur LOOK and NADA 


1500 DEALERS TIE IN...UP TO 130 USED CARS PER DEALER SOLD IN 3 DAYS | 


SUB OES SOS MRO CUR. NMR RRC IR Geass femme T NR NNRRE oor ani 2 sce cigs teartoaiaath ad 
“In 3 days far exceeded “Copped 66 sales” “Sold 122 in 3 days!” “Sales reach 48 — still “A grand total of 100 
normal fall quota” Pontiac Dealer—Virginia Chevrolet Dealer—Pa. climbing” used cars!” 
Chrysler-Plymouth Dealer 4 Ford Dealer—Idaho Dodge-Plymouth Dealer—Pa. 
—Rhode Island 
“ ” 
“Sold 130 in 3 days!” Moved pore con al iat cop tipoanacea - ” “Still selling!” “Hope you make it an 
Ford Dealer—New Jersey Ford Dealer—Pa. — annual promotion!” 
Chevrolet Dealer—Cal 
“Unusually high no-trade “Sold more in 3 days “Thanks for the assist- 
deals on expensive than we normally sell “Sales climb to 65 in ance — just when we “A tremendous 
54’s and 55's!" in 10!” 3 days!” needed it!” success!” 
Cadillac Dealer—Oregon Chevrolet Dealer—Mo. Chevrolet Dealer—Md. Buick-Cadillac Dealer—Ohio Oldsmobile Dealer—N. C. 
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Buyers and their cars...up to 130 cars sold per dealer 


-co-sponsored by LOOK and NAD 


USED-CAR PROMOT 


0 repeat promotion next year 


“Operation Demonstration” is a brand new idea in automotive selling. 
Developed by LOOK and National Automobile Dealers Association, it 
marks the first time competing dealers throughout the industry have 
joined together to sell used cars. 


The first promotion NADA has ever co-sponsored with any magazine, 
“Operation Demonstration” ran September 6, 7 and 8 in all 48 states. 
1500 new-car dealers tied in. Sales ran up to 130 used cars per dealer 
in just 3 days. An estimated $10-million worth of used cars were sold 
across the nation. 


Conceived to promote used-car sales by new-car dealers before new-car 
announcements—“Operation Demonstration” won immediate dealer re- 
sponse. Dealers paid a cost price of $15 for LOOK-NADA selling kits. 
Many staged gala events to back the promotion. They ran over a third 
of a million lines of ads in newspapers with an aggregate circulation of 
over 13.5 million. re 


“Operation Demonstration” is another example of LOOK’s power to 
stimulate enthusiastic dealer cooperation. To dealers, the more than 
20,000,000 people who read each issue of LOOK are not cold statistics. 


? 


They know that LOOK reaches into every sales area and community... 
that LOOK inspires confidence in their customers, creates excitement 
at the point of sale. 


Pictures and sales results document this report on “Operation Demon- 
stration.” Your LOOK representative will be happy to show them to you. 
Ask him, too, for details on upcoming LOOK automotive promotions or 
write: Fred Talento, Automotive Merchandising Manager, LOOK, 488 
Madison Avenue, New York 22, New York. 


ON THE BASIS OF THESE IMPRES- 
SIVE RESULTS, LOOK AND NADA 
WILL CO-SPONSOR THE PROMOTION 
AGAIN NEXT YEAR. 
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WOHDO Barred from 
Using ‘Toledo Blade,’ 
‘Times’ News Items 


Totepo, Nov. 13—The Toledo 
Blade and Times have won a per- 
manent injunction to keep Radio 
Station WOHO from using their 
news items until 24 hours after 
publication. 

Suit was brought against the ra- 
dio station last Aug. 30 (AA, Sept. 
5, 55) by Toledo Blade Co., own- 
er of the newspapers, complaining 
the station had been “pirating 
news” from the newspapers. The 
complaint said that the station, as 
part of its daily news broadcast, 
had been regularly reading the 
most important news items con- 
cerning events occurring in the 
Toledo area which were gathered, 
verified, written, edited and pub- 
lished by the two papers. 


= The suit further charged sta- 
tion employes sometimes read 
news items verbatim as published 
in the newspapers and in the same 
literary style, construction and 
composition. 

Originally Toledo Blade Co. 
asked $250,000 in damages. How- 
ever, it withdrew the damage 
claim as part of the settiement. 

The injunction was issued by 
Common Pleas Judge Stahl. 


Jack Gilbert Adds Two 

Jack Gilbert Associates, New 
York, has been appointed to han- 
dle advertising for Universal TV 
Furniture Mfg. Co., High Point, 
N.C., maker of tv tables, record 
cabinets and furniture. Gilbert 
also has been named to handle 
advertising for Sonic Industries 
Inc., Lynbrook, L.I., manufacturer 
of phonographs and transistor ra- 
dios. Sonic formerly handled its 
advertising direct. 


Hoffman, Fried Form Agency. 
Norman Zander Fried has joined 
Hoffman Advertising Agency, 
Denver, and a new agency, Hoff- 
man-Fried Advertising Agency, 
has been formed, with offices at 
1550 Lincoln St. Milton H. Hoff- 
man has operated his own agency 
for six years. He also is an in- 
structor at the University of 
Denver. Mr. Fried formerly was art 
director of Columbia Press. 


this salesman- 


yours for 
less than 


Crocker full color 
Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact of full color 
to your merchandising 
and direct mail compaigne. ¥ 
Be sure and 


send for our new 
reduced price iist. Sept. AAI! 


H. S$. CROCKER CO., INC. 
San Francisco, 720 Mission am g tye 
Los ae 4 e005. Cha 


National Oats to Lynch, Hart 
National Oats Co., East St. Louis, 
Ill, manufacturer of agricultural 
feeds, has appointed Lynch, Hart 
& Stockton Advertising Co., St. 
Louis, to handle its advertising. 
The company is an affiliate of Na- 
tional Oats Co., Cedar Rapids, Ia., 
maker of cereals and pop corn, 
whose domestic advertising is han- 
dled by L. W. Ramsey Co. Televi- 
sion in five markets will be used 
to tell the story of Corno feeds, 
supplemented by radio, newspa- 


Advertising Age, November 19, 1956 


pers, outdoor and business publi-| ership of Frank King & Co., station; Tappan Boosts T. E. Nixon 


cations. representative. 


Smith & Hollyday Appointed 
American Exporter Publications | Stove Co., Mansfield, O. Mr. Nixon 


King Named KFWB S.M. 
Frank King has been named 


Thomas E. Nixon has been 
named assistant advertising direc- 
tor—development—of the Tappan 


general sales manager of KFWB, has appointed Smith & Hollyday,|was formerly assistant advertising 
Los Angeles, which was recently|Los Angeles and San Francisco, |director—production—and has 
acquired by Crowell-Collier Pub-/| representative in Washington, Ore-| been assistant pr director. 


lishing Co. Mr. King has been in/gon and California for its eight 
broadcasting since 1934 and has/publications, effective 


1.| Kosmicki Joins Dictaphone 


held the positions of general sales|Smith & Hollyday succeeds R. J.| Richard J. Kosmicki, formerly 
mana of KNX and KTTV and /Birch & Co. following the an-|with The Christophers Inc., has 
general manager of KABC-TV, all |nouncement of the retirement of | joined the advertising department 


in Los Angeles. He will retain own-| Mr. Birch. 


of Dictaphone Corp., New York. 
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Advertising Age, November 19, 1956 
Pioneer Broadcasting Co., pushed 


Pioneer's KGW-TV ios tton, 
Sets Dec. 17 Debut 
in Portland, Ore. 


KGW-TV will air the test pat- 
tern daily until the station com- 
mences broadcasting its regular 
schedule of ABC and local shows 

PORTLAND, ORE., Nov. 13—Test | Dec. 17, following special dedica- 
pattern broadcasting last week by | tion programs on Dec. 15 and 16. 
KGW-TV, Channel 8, brought this 
northwest area one step nearer to! Portland to present local shows in 
having its fourth tv outlet. On| color. Equipment includes six cam- 
Nov. 8 KGW-TV went on the air | eras, two of which are color, and 
with its Channel 8 test pattern, in full-color film equipment. 
color. Gordon Orput, president of | 


The station will be the first in 


KGW-TV is owned and operated 


by Pioneer and is affiliated with | lotte Chamber of 
Carolina Druggists Assen. Foldis- 
KING and KING-TV, in Seattle.) play Co., Raleigh; Textile 


Radio Station KGW and with) 
KGW-TV will not be a satellite of | Union of America; 


KING-TV, but will be 4imed at! leigh; WCYB-TV, Bristol, 
service to Portland and surround-/ Wilmar Inc., Charlotte. 


ing areas. 
Four Join Rutl 
Walter Klein Co. Adds Dale Dickson, 


gency 
formerly retail 
Walter J. Klein Co., Charlotte, | advertising manager of Montgom- 
N. C., has been appointed to han-|ery Ward & Co., Chicago, has been 
dle advertising for eight new ac-| appointed assistant radio-tv direc- 
counts. They are the Asheville|tor of Rutledge & Lilienfeld, Chi- 
Chamber of Commerce; the Char-|cago. At the same time, James 


Here are 10 fact-filled booklets and special reports which are helping Erectricat MANUFACTURING 
advertisers in their sales planning. They give a complete picture of the total original equipment market 
among manufacturers of electrically and electronically operated products, plus comprehensive data on 
specialized areas within this market. Also included is basic information on ELEcTRICAL MANUFACTURING 
— the magazine that serves this dynamic field at the design engineering level. 


MARKET AND MEDIA FILE—A summary of the 

total original equipment market in the field of elec- 
trically operated products broken down by major product 

segments. Discusses overall market trends and summarizes 
at editorial depth and modern controlled circulation of 
ELectricaAL MANUFACTURING. 


py EDITORIAL EVALUATION REPORTS — rly re- 

ports to help you measure the edito impact of 
ELECTRICAL MANUFACTURING on its market. Provides 
continuing analyses of editorial performance and shows 
extent to which needs of advertiser's customer-prospects 
are met. 


PUBLISHER’S SALES PRESENTATION — A “short 

form” presentation based on the revised outline 
recommended by The National Industrial Advertisers 
Association. Provides a handy summary of market cover- 
age, circulation structure, editorial policies, etc. 


fg A TO X— FROM ADDING MACHINES TO X-RAY 
EQUIPMENT — A comprehensive listing of some 
2,000 different types of electrically operated products in 
Ra S. Standard Industrial Classi- 
ation 


MOTORS, CONTROLS, DRIVES & RELATED COM- 

PONENTS — An 88 page report based on survey of 
original equipment market for motors, control units and 
20 different mechanical drive elements. Lists 1,478 ap- 
plications by S.1.C. groupings to help advertisers search 
out new areas of selling. 


If you want to complete your grosp of the field, select the reports 
you need. Copies will be sent without obligation. 


.. the magazine of 
design engineering . 
for the field of - 
ly operated products 4 
ANG cs Re ee 


THE ORIGINAL EQUIPMENT MARKET FOR MATE- 
RIALS — 126 page report pointing up 1,979 product 
applications for 86 different types of materials, including 
ferrous and non-ferrous metals and non-metallic materials. 


6 


THE MARKET FOR STEEL — A depth study of appli- 

cations for 22 kinds of steel alloys in the manu- 
facturing of electrically operated products. Discusses 
= influences and annual consumption by market 


ation. 


THE MARKET FOR INSTRUMENTS — Presents results 

of recent study of applications of built-in instruments 
as original equipment in electrically operated products. 
Also analyzes the market for 240 kinds of test instruments 
used in the design, 1 ten gucci eames test- 
ing of electrical products 


TOTAL PLANT COUNT OF MANUFACTURERS — A 

current compilation of establishments manufacturing 
electrically operated products that have design engineer- 
ing functions. Plants are grouped according to $.I.C. 
classifications of their primary product. 


THE VOLUME MARKET — A compendium of dollar 

volume shipments of 64 S.1.C. industry groups manu- 
facturing electrically operated products. Unit production 
figures are shown to help you measure the potential of the 
many industries that make up the one vast market. 
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:|Jurgensen, formerly radio-tv di- 


rector of Harper Co., St. Paul, was 
named radio-tv group supervisor, 
and Joan Powers, who had been 
with Knox Reeves Advertising, 
Minneapolis, joined the radio-tv 
department, also in Chicago. Rob- 
ert Blake, recently of Campbell- 
Mithun, Minneapolis, has been 
named a radio-tv producer in 
R&L’s Minneapolis office. 


Dye Joins Lynn-Western 
James C. Dye has been appoint- 
ed assistant account manager of 
Lynn-Western, Los Angeles indus- 
trial agency. Mr. Dye, formerly 
assistant to the national advertis- 
ing manage? of the Hollywood 
Citizen News, will coordinate cli- 
ent services within the agency. 


Bridges Joins Needham, Louis 

Leonard Bridges, formerly an 
account executive of Batten, Bar- 
ton, Durstine & Osborn, New York, 
has joined the New York office of 
Needham, Louis & Brorby as an 
account executive. 
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Information for Advertisers | 


The Los Angeles Herald-Express 
has prepared a new “Liquor Bul- 
letin,” part of its Los Angeles mar- 
ket data, continuing statistical 
file. The bulletin is based on dis- 
tilled spirits tax payments in 
southern California during 1955. 
Figures are given by months for 
each county, with tax payments of 
each distiller listed. Copies are 
available from the newspaper's 
business research aivision. 


e There are now 56,248 motels in 
the U.S., an increase of 5,672 in 
the past two years, according to 
American Motel’s latest census. 
The data is included in the mag-| 
azine’s new 34-page publication, | 
“The Motel Market—A Sales 
Analysis.” Copies are available 
from Jack Payne, promotion and 
research director, American Motel, 
5 S. Wabash, Chicago 3. 


e The first annual Fort Smith, 
Ark., consumer analysis of buying 
habits and brand preferences was 
released Nov. 15 by Southwestern 
Publishing Co., publisher of South- 
west American, Fort Smith Times 
Record and Southwest Times Re- 
cord. 

: The survey was conducted 
among 665 Fort Smith housewives. 
Included in the survey were ques- 
tions regarding purchases and 
brand preference for cake mix, 
bread, milk, frozen foods, dog food, 
meat products, etc. Advertisers 
and sales departments may get 
copies on request from Ross Pen- 
dergraft, c/o Southwestern Pub- 
lishing Co., Fort Smith. 


e Capper-Harman-Slocum has 
published a 40-page booklet on 
“Use of Guns and Ammunition by 
Farmers in Michigan-Pennsylva- 
nia-Ohio.” Copies are available 
from A. J. Miskell, assistant pro- 
motion manager in charge of re- 
search, Capper-Harman-Slocum, 
1010 Rockwell Ave., Cleveland. 


e A new data file on the foundry 
industry is being made available 
by Foundry. Copies are available 
from G. A. Pope, Foundry, Penton 
Bldg., Cleveland 13. 


e The market for stainless steel 


dle’ Your” Publicity 


Easily, eMicently 
and. Get Bett ¢ 


OVER 2000 LISTING CHANGES 
Bacon's NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 33566 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 

Bacon’s editor-coded system shows 


exactly what material each publication 
uses. Pin-points publicity~—saves on prep- | 
aration, photos and mailing. Sturdy fabri- | 
coid, spiral bound book. 64" x 944" size, | 
272 pages. Write fer your copy teday. — 
ee ee ee 


PRICE $15.00 Sent on Approval 


State 
sill: CO Me OC My Company 
BACON'S CLIPPING BUREAU 


143 So. Dedrborh St. Chicago 4, Hlrmoi 


City 


within a cross-section of original 
equipment and other hard goods 
manufacturing plants has been 
analyzed in a survey conducted by 
Materials & Methods. This 14-page 
study, based on information ob- 
tained from 649 plants in the U.S., 
includes market data on the forms 
in which stainless steel is used, 
such as strip, sheet, bars, tubing, 
forgings, castings, wire, plate, 


powder metal parts, etc. All data 
are broken down by industry ac- 
cording to the Standard Industrial 
Classification system. Single copies 
may be obtained without charge 
from William P. Winsor, publisher, 
Materials & Methods, Reinhold 
Publishing Corp., 430 Park Ave., 
New York 22. 


e A study of the top ten brands) 
in Dallas is contained in the “1956 | 
Consumer Inventory and Product| Mateo Times, San Mateo, Cal. 
Availability Audit of Retail 
Stores,” 
Morning News. Copies can be had 
by writing Ted Barrett, promotion 


put out by the Dallas 


, Dallas Morning News. 
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e During the past year, retail 
sales in San Mateo County have 
increased from $300,000,000 to 
$400,000,000, a 33.3% gain. The 
population gain was 6.6% in the 


|same period. Typical facts like 
‘these are contained in the latest 


data brochure. put out by the San 
Mateo Times, “The Sixth Richest 
County in the U.S. ... San Mateo.” 
Copies are available from Gerson 
Miller, promotion manager, San 


e Relative popularity of 14 com- 
mon advertising “appeals” are 
rated by The Contractor in a new 
brochure for advertising people in 


the plumbing, heating and air con- 
ditioning industry. Title of the 16- 
page piece is “20 Questions.” 
Copies are obtainable from The 
Contractor, Grand Central Termi- 
nal Bidg., New York 17. 


e A new brochure just released 
by Research & Engineering de- 
scribes the technical manager as 
a type of engineer-manager prac- 
tically non-existent ten years ago, 
who in this brief time has risen to 
imposing proportions in industrial 
buying and specifying. The bro- 
chure explains his functions and 
importance to advertisers. The 
brochure, with a sample copy of 


Busiest* magazine market 
and sellers of 


MORE ARCHITECTS AND ENGINEERS... 


1,821 more architects and engineers than the second-place magazine; 10,495 


more than the third-place magazine. 
(Source: June 1956 A. B.C. Publisher’s Statements.) 


MORE EDITORIAL SERVICE TO ARCHITECTS AND ENGINEERS... 
37% more editorial pages than the second-place magazine; 38% more edito- 


Dodge Reports reveal that over 85% of all architect-planned building, 
nonresidential and residential, small and large, is in the hands of 


Architectural Record subscribers. 


rial pages than the third-place magazine ¢nine months 1956). 


MORE ADVERTISERS WITH MORE ADVERTISING PAGES... 
44% more pages than the second-place magazine; 68% more pages than the 


Every page of Architectural Record is edited 
and engineers—and every issue is timed and balanced with the aid of 
Dodge Reports to be of maximum value to architects and engineers in 


terms of the work on their boards. 


third-place magazine (nine months 1956). 


for architects 


Architectural Record brings together more specifiers and sellers of building 
products than any other magazine. It can bring you more business in the 
biggest architect-planned building market in history. 


ge RO, =e ae 
pei es 
feta ee ‘praia penta Me pe Bee oe 
2 at A eee Mea! Pe eo i a aera r pst Sa, is: le: cae ey Re 
ah EN all i. # Beli, + Seas: 7 eee a ce ae er Gh ees Te 
os | / ’ a Se ck, ht a ee a 
~ Ree en. ca Bie a th 
ee eb “his om eee x eae »-, 
ae Tea eg ij ec eS eee 
; . ae |_| . Cee hae, ae ee 5 | 
fe oe owe ais a gee 
y Pet; | 
i 
i? a. 
re? 
3 Ps ee eee ee 
aoa 
ee 4 
ear yt 
hes. Se 
i Doel te: 
ie pee hag: 
me a 
Pepe 
emer 
pees 
pale oe 
i 
2 
igs Sian t. 
a eae 
sient eas ¥ 
we ; 
' yi - | 
ee a a 
Aaa iy 
uso : 
pd f 
ie 
Neves 
Ba 
eae 
as re 
Pst, 
2 eee 
Bs oy 
ne i 
oe he iy 
7 re te 
Bor. 
ae eet 
ri: 
Ae 
ae ag 
os | 
eee 
eae 7 
bes > 
ne ahi £ 
ie 
isin, 
i. 
ie 
oe | 
ae | 
oe | 
fee * 
is oe: 
eae 
ilies 
oo ae 
ee ip _ | 
ee ac 
Vg 
Seas 
S 
mage 
a 
roa 
Pe ie 
aes 
ae | 
Waa 
rh oe " 
i i 
OS a , | 
oe : 
a | | 
a | 
ee | | 
Bo 5 | | 
an ee elbisteitndiien ; 
j : | 3 
Zs : Sg 
a | | ie = 
Be a 4 
S a 4 
a _ EDITOR . 
an P ace. & 4 7 
oa ee Bett a eee oe 
ees jeg eee ae i: 
ge : < hans: A 
Je : * , Mane | ) 
aaeae with + saan 
ea es 
Be a gS 
at ‘ gh ee 
ie ie aoa E 
“ee 5th ANNUAL oem 
ee ci s 
=3 puBLICiTY NEW 
| ohm 
i CHECKER for1957 1 
Bi ‘ 
' a : 6%" «x 9%" : 
cs 
ne ox 
See | 
et 
ee 
Be. 
Ge 
ee 
Mag 
me i 
eae 
5 a 
Pr 
ou , 
cas 
We a5, PO 
me dean isi bissteickaresmetne tiereton 
sett: COUNT sis sncngasenneiinnagniaitinittiomsen 
owt Address_ 
am Ea aaa FFT OE ae 
ea: 
Bee 
Pies: 
ee re a | 
ee ; re 
? _ 
a 
* see 
ies: 
Nees 
wet aot am : ‘ 
Sedan Oh aes Fh tye +3 - .: ) 
ET pth, — ae ae pap ek - aides ‘ 
Bere cael, ong ieee eee re 
PS. Fp oP. i on oi, eae Neat ae ae Be os c . 
Se oe ee ee ee, eee. co 
Ch cel a ae es ae ’ os 
a eit = oe ae sae a es % - es a ye 
7 te cane eae. 2 Sig eee a . eae 
= lO 


Advertising Age, November 19, 1956 


Research & Engineering, is avail- 
able on request from Relyea Pub- 
lishing Corp., 103 Park Ave., New 
York 17. 


e The 1956-57 edition of “Indi- 
ana’s Golden Zone Market—Fort 
Wayne,” published by Fort Wayne 
Newspapers Inc., is now off the 
presses. The 28-page booklet pre- 
sents valuable data on Fort Wayne 
and its 13-county trading area 
from the standpoint of business, 
industry and agriculture. Also in- 
cluded is a comprehensive pre- 
sentation of newspaper coverage 
of this 500,000-population market 
and merchandising cooperation of- 


fered to advertisers by the News- 
Sentinel and Journal Gazette. A 
copy of the booklet may be ob- 
tained by writing to Paul H. 
Knapp, national advertising man- 
ager, Fort Wayne Newspapers, 
Fort Wayne, Ind. 


e Selecciones del Railway Age has 
published an eight-page booklet 
on the Latin-American railway 
market. It evaluates the Latin- 
American market potential, shows 
editorial and circulation coverage, 
contains reader testimonials, me- 
chanical requirements, rates, pub- 
lishing and closing dates. Write 
J. W. Milliken, Selecciones det 


Railway Age, 30 Church St., New 
York 7. 


Ericsson Names Doremus 

The L. M. Ericsson Group, 
Stockholm, manufacturer of tele- 
phone equipment, has appointed 
Doremus & Co., New York, con- 
sultant on corporate public rela- 
tions. Ericsson has subsidiaries 
and affiliated companies in 27 
countries. Its U. S. subsidiary is 
North Electric Co., Galion, O. 


Taylor Joins AM Radio Sales 


Ray Taylor, advertising and 
publicity director of Scandinavian 


Airlines on the West Coast, has re- 
signed to join AM Radio Sales Co., 
in Los Angeles. He will handle all 
the company’s stations, with spe- 
cial emphasis on KSFO, San Fran- 
cisco, for which AM recently as- 
sumed representation. 


Fisher Adds Marmet Corp. 
Franklin Fisher Advertising 
Agency, Milwaukee, has been ap- 
pointed to handle advertising for 
the Marmet Corp., Wausau, man- 
ufacturer of aluminum windows 
and doors, glass block ventilators 
and Slydemaster bathroom cabi- 


‘nets. 


place ever for specifiers 
building products 


Ask us to pinpoint the ways Architectural ARCHITECTURAL 


Record can help you sell your product. 


| Architecture Building at Ilinois 


RECORD 


so 


“* Busiest”” —and 

architects and engineers 
pronounce it “‘best”’.in 90 
out of 99 readership 

studies SPONSORED BY | 
BUILDING PRODUCT 
MANUFACTURERS 
AND THEIR 
ADVERTISING 
AGENCIES. 
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APPLE PIE AND—Color pages every 
other week in Life wiii promote 
Armour & Co.’s prepackaged Miss 
Wisconsin cheeses. This, the first 
ad in the series, appeared in the 
Nov. 12 issue. N. W. Ayer & Son, 
Chicago, is the agency. 


Serves Sacosemeat 
On Photoengraving 
And Platemaking 


Because of, their importance in 
production costs and printing 
quality, photoengraving and plate- 
making articles get prime reader- 
ship by AR’s 21,900 advertising 
managers. Here are typical arti- 
cles which AR readers keep with- 
in handy reach: 

“Double Value for Production 
Dollars” 
“Do's and Don'ts for Better Elec- 
trotypes” 
“How to Use Mechanical Screens” 
“What Every Adman Should Know 
About Gravure” 
“A New Look at Magnesium” 
“Production Man Looks at News- 
paper Reproduciion” 

“You Can't Reproduce That!” 


Sells Management 
On Photoengraving 
And Platemaking 


bib, 3 ge hy Readershi 
—Top Response; AR offers all 
three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 
estimated $96,000,000 photoen- 
$55 000" market and the estimated 
3,000,000 electrotyping market 
are such names as: 
The Rapid Electrotype Co. 
Superior Engraving Company 
Chicago Engravers, Inc. 
Collins, Miller & Hutchings 
Jahn & Ollier Engraving Co. 
Thomas F. McGrath & Associates 


Pontiac Engraving & Electrotyse 
Co. 


intaglie Service Corporation 
Laurence, Inc. 

Reilly Electrotype Company 
Whether photoengraving and plate- 
—s represents your problems or 


producis—turn to AR for re- 
sults! 
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= _ USL CHEMICAL NEWS = - 
| ee ‘ ————— 
QUALITY waren 
Is Built on a a 


Half Century of 
Chemical Progress 


Except on minor variations in 
title, as the company’s business has 
undergone changes—USI is cele- 
brating its 50th year—there has 
been no important change in the 
character of the insert. “U.S.I. 
Chemical News,” as the insert is 
called, is the major medium for the 
company’s contact with various 
fields. 

Preparation of copy appearing in 
the insert, which is subheaded “A 
Series for Chemists and Executives 
of the Solvents and Chemical Con- 
suming Industries,” is handled by 
Philip Gisser, advertising manager, 
who heads up an editorial depart- 
ment charged with the job of get- 
ting out the material each month. 

Mr. Gisser’s department gets an 
assist from G. M. Basford Co., 
which has been on the account 
since 1943. For example, Fred 
Messner, account executive, is a 
chemical engineer, and so is the 
account manager, Paul B. Slawter 
Jr. 


Business Paper Success Story ... 


News-Filled Business Paper Insert 
Sells for U. S. Industrial Chemicals 


New York, Nov. 13—A dlue-on- | backbone of U. S. Industrial Chem- 
blue insert consisting mainly od ical’s business paper campaign 
editorial material has been the’ since 1932. 


ONE DOES IT 


since the last deer set foot in this 
industrial community of 78,000 citi- 
zens but—it illustrates our point that 
you just can’t miss when you use 
THE BAYONNE TIMES. It’s the 


Wad hae oe emg Nee 
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NEWSY—This center spread shows the format of U. S. Indus- 
trial Chemicals Co.’s ad insert. Not shown here are Page 1, 
which carries a story on USI’s first 50 years and one headed: 
“U.S.1, to Build New Titanium Sponge Plant,” and Page 4, which 
consists principally of an ad for USI’s Solox solvent. 


folders, regularly produces a sub- 


“One of the reasons for the high 
stantial number of inquiries. Each 


®# An unusual feature of the insert 
degree of attention and action pro- 


material is that while it is designed 


only daily newspaper in Bayonne 
... and is read in 7 out of 10 homes. 


**BAYONNE CANNOT BE SOLD FROM THE OUTSIDE"’ 


BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY 


REPRESENTED By 8 O G N ER & MARTIN 


to sell USI products and build 
good will, it is in many cases based 
on news releases from other 
companies. 

In fact, one USI executive said 
virtually every company in the 
chemical field sends its releases to 
“U.S.I Chemical News” for con- 
sideration. The use of such mate- 
rial, with the name of the com- 
pany involved, often results in in- 
quiries to the company which fur- 
nished the material. 

“One of the most striking com- 
pliments to our advertising is the 
fact that many other advertisers 
request that their advertising be 
placed next to ours,” said Lee A. 
Keane, vp and director of sales. 
“Another real compliment, even 
more significant, is the fact that a 
growing number of other adver- 
tisers have adopted somewhat the 


same style of copy. 


duced by the copy is that we try to 
have a well-balanced editorial job 
in every issue, with combination of 
material of general interest to the 
field and stuff about other com- 
panies, as well as our own. 

“We realize,” continued Mr. 
Keane, “that if we talk only about 
our own products, it could be a 
little dull.” 


® Proof of close readership, said 
Mr. Keane, is given by the high 
ratings achieved by the insert in a 
Starch survey of Chemical Engi- 
neering’s and Chemical Week’s 
“Readex.” Seen-and-read figures 
for the material run as high as 
56%, a figure that usually is tops 
on both magazines. 

Another index of readership is 
that a department headed “Tech- 
nical Developments,” consisting of 
brief descriptions of booklets and 


monthly insert pulls an average 
600 inquiries. 

These are, of course, aided by the 
use of the insert (expanded by two 
display pages to a four-page job) 
as a mailing piece, with which 
about 14,000 executives and chem- 
ical engineers are covered each 
month. 


® Inquiries are carefully followed 
up, the company’s sales organiza- 
tion of some 60 men receiving com- 
plete information about them rou- 
tinely. 

The October, 1956, issue of 
|“U.S.I. Chemical News” featured 
the company’s 50th anniversary, 
with a gold-and+blue stamp on 
Page 1 emphasizing the occasion. A 
bit of the copy tells a story worth 
repeating. It runs: 

“The Denatured Alcohol Act 


passed by Congress on June 7, 


A personal-service organization 
serving large and small accounts 


with the same equality 


[ PRINT IT LETTERPRESS | 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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A NEW saLes OPERATING TOOL 
for ALBANY and the 
CAPITAL DISTRICT MARKET 


@ Here is today’s newness for every segment of 
the Capital District Market. It is an operating mech- 
anism designed to give sales executives a closer 
working control over all parts of the market. 


Let’s break down its pages for new sales use- 
fulness: It is a sales visualization to aid in planning 
and selling work. It gives today’s newness to the 
economic factors and the sales breakdown of the 
market, broadly and then in detail. 


@ Sales mapping of communities is handled by 
showing them proportioned to population; shopping 
centers and streets and shopping developments are 
located by sales divisions. The market was covered 


street-by-street to determine the distribution of retail 
outlets in ten classifications. 


This operating control is designed for specific 
product use—for any type of goods or service—with 
space for executives to add their own notes and 
weave in their planning. 


@ Many sales executives, living and working in 
the Albany market, gave generously of their time and 
knowledge to help us make this operating control 
both practical and flexible. 


All sales and advertising executives are invited 
to see this new operating usefulness and examine its 
sales engineeredcontent. We simply ask time for one of 
our representatives to go through its pages with you. 


ALBANY TIMES-UNION 


Represented Nationally by HEARST ADVERTISING SERVICE INC. 


Offices in 15 Principal Cities 
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1906, was a historic piece of legis- | 


lation. By freeing industrial alcohol 
from the taxes applied to beverage 
spirits, it set the stage for an un- 
precedented expansion of the 
chemical industry. Four months af= 
ter passage of the act, on Oct. 17, 
1906, the U.S. Industrial Chemicals 
Co. was formed to serve industrial 
users of alcohol under the new 
law... 

“This month, at 50, U.S.I. is still 
expanding with youthful vigor— 
still looking ahead—to new pro- 


ducts, new methods, new services 
for a mushrooming chemical in- 
dustry.” 

The list of papers carrying 
the insert includes Chemical & En- 
gineering News, Chemical Engi- 
neering, Chemical Processing, 
Chemical Week, Drug Trade News, 
Drug & Cosmetic Industry, Indus- 
trial & Engineering Chemistry, Oil, 
Paint & Drug Reporter, and Pur- 
chasing. The Journal of Commerce 
also receives modified copy in cer- 
tain issues. 


Dan Miner, Dean of 
West Coast Agency 
Men, Dies at 74 


Los ANGELEs, Nov. 13—Dan B. 
Miner, 74, founder and board 
chairman of this city’s oldest ad- 
vertising agency and dean of West 


Coast admen, died Nov. 10 in Good | 


Samaritan Hospital. Death was at- 
tributed to a heart attack. 


The Dan B. Miner Co. began as | 


ier or advertising that SELLS merchandise? 


Now and then an advertising man- 
ager with the soul of a file clerk finds 
great comfort in devising some formula 
he can follow in selecting advertising 
media. Sometimes he gets so involved 
in little computations, percentages of 
coverage, charts and systems he almost 
forgets the vital fact that the purpose 
of advertising is to move merchandise. 


One such formula is the milline rate. 
The milline formula is a headache for 
smaller city newspapers because it is 
frequently misused. It is effective only 
when applied to compare like with like, 
ie. big newspapers with big news- 
papers, or smaller newspapers with 
other small newspapers. It is deceptive 
if used to compare the rate of metro- 
politan newspapers with smaller city 
newspapers. — 

The milline formula places all the 
stress on bigness. It ignores vital factors 
such as reader influence, penetration, 
market coverage, local effectiveness, 
etc. : 

Choosing newspapers on the basis of 
milline comparisons alone is the equiv- 
alent of saying all newspapers are 
alike, except as to circulation and rate. 
It disregards the fact that small news- 
papers are read more thoroughly and 
with closer attention than large news- 
papers. It leaves out of consideration 
that readership intensity increases as 
the number of pages decreases. 

Comparing the milline rates of 
smaller newspapers with metropclitan 
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NEWSPAPER 


MEMPHIS, 1368 MONROE + OFFICES: NEW YORK AND CHICAGO 


newspapers distorts the millline for- 
mula into a false construction and, 


consequently, is misleading and mean- 


Of course, it’s much less work for 
the advertising agency to get its in- 
come from expensive advertising in a 
few big publications, than to bother 
with a number of smaller newspapers. 
Commissions are paid in bigger chunks. 
But good agencies know this is a 
dangerous practice for the firms they 
represent. Advertising in smaller news- 


papers is profitable for their — & | 


Actually, it is inexpensive to adver- 
tise in smaller city newspapers. In all 
of the newspapers in this group, pub- 
lished in the cities shown on the map, 
you can place a full page ad for only 
24%2c per family reached. Full page 
space costing less than a postage stamp 
is advertising tagged with a tiny price. 
And the fact that your advertising 
delivers extra punch when it appears 
in local newspapers, makes this an 
even better buy. 

smaller cities do big sales 


Facts show that sales in this area 
converge in a number of key city 
trading centers. Metropolitan cities do 
not dominate as in the North and East. 
Instead, sales are divided among a 
group of smaller cities, each serving 
its own market and each with its own 
daily newspaper. 

Combined sales in these key city 
markets is greater than many major 
cities. For example, food sales in these 
markets total more than in New Or- 
leans, Memphis, Louisville, Nashville, 
Birmingham or any other big city in 
this area. It’s too much business to 
ignore. 


fo get your full share of sales 
advertise in key city newspapers 


WALLACE WITMER COMPANY 


RerprmeocoenwrarTrives 


Advertising Age, November 19, 1956 


a one-man advertising agency in 
1911, when Mr. Miner moved from 
a space selling job at the now de- 
funct Los Angeles Record. 

Advertising innovations credited 
to Mr. Miner during his long ca- 
reer include the 
free bus tours to 
Los Angeles sub- 
divisions, which 
were largely re- 
sponsible for the 
early real estate 
boom in this area, 
and the automo- 
bile road test 
which he devel- 
oped to sell auto- 
mobiles when 
Stearns-Knight 
and other pioneer manufacturers 
were active in Los Angeles. 

Firm in the belief that this city 
needed a “balanced prosperity” 
which included industry as well 
as tourist attractions, he was re- 
|sponsible for organizing the in- 
| dustrial committee of the Los An- 
| geles Chamber of Commerce short- 
\ly after World War I. 


| 
|@ In 1926, the agency acquired the 
Bureau of Water & Power account 
and undertook a campaign to boost 
the building of Boulder Dam, now 
called Hoover Dam. When this be- 
came a reality several years later, 
Mr. Miner was satisfied that it pro- 
vided the water and power neces- 
sary for his favorite cause, Los 
Angeles’ industrial development. 
Through the years, he worked 
equally hard on such wartime 
campaigns as the Liberty Loan 
and Red Cross drives of World 
War I and the “Zip Your Lip” cam- 
paign which brought security con- 
sciousness to many thousands of 
| war plant workers during World 


Don 8. Miner 


War II. 

His company was the first local 
agency to gain recognition by the 
American Assn. of Advertising 
Agencies. It still maintains mem- 
bership in this national body, as 
well as the Continental Advertis- 
ing Agency Network. 

Mr. Miner was born in upstate 
New York May 6, 1882. He was 
graduated from Rutgers Univer- 
sity in 1906. 

He was a member of the Shrine, 
University Club, Yosemite Moun- 
tain Club, Wilshire Country Club 
and the Zamorano Club, a group 
of bibliophiles. His collections of 
California literature marked him 
as one of the state’s leading his- 
torical authorities. 


HOWARD W. DICKINSON 

WitmincTon, De., Nov. 13— 
Howard W. Dickinson, 87, former 
vp and director of George Batten 
Co., died here Nov. 10. 

Born in Elgin, Ill., Mr. Dickin- 

son was graduated from Marietta 
College and received an AB degree 
in 1891 from Harvard University, 
where he majored in chemistry 
and physics. After teaching physics 
in Massachusetts for several years, 
he became New England manager 
for Good Housekeeping for five 
years. He then joined the adver- 
tising staff of Chas. Scribner & 
Sons. 
In 1911 he joined George Batten 
Co., predecessor of Batten, Barton, 
Durstine & Osborn. He was direc- 
tor and vp of the agency when he 
retired in 1927 to engage in writ- 
ing and business consultation. He 
was the author of two books on 
advertising: “Crying over Wares,” 
published in 1929, and “The Prim- 
er of Production” in 1927. 


flees FINE TYPESETTING 
SET PHOTOGRAPHICALLY 


The example shown above is a 


reproduction of typesetting set photographically 
—directly onto photographic paper. 
This method offers impressive economies be- 
cause the Fotosetter* machine operator may 
| expose type characters at the rate of 480 2 minute 


...8a4 second .. 


. by this method. 
When processed, this single remarkably sharp 


reproduction proof is smear resistant, smudge 
resistant and durable. 

Economical, because the Warwick Fotosetter 
method of typesetting is fast and requires the 
minimum of handling. 

Investigate today. Let us show you how you 
can cut your costs and still get fine typography. 


*intertype Fotosetter 


| WARWICK TYPOGRAPHERS, INC. 


920 Washington Ave. St. Louis 1, Mo. 


| OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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They transferred his toil to a transistor 


OT forgotten but certainly gone...the clerk’s scratchy 
pen, his fine Spencerian sums so painstakingly figured 
. .. replaced by electronic “brains,” for which product- 
design engineers’ brains get the credit. Machines that 
compute and print in minutes the month’s work of a 
whole battery of mathematicians. ..dash off intricate cost 
figures or instantly equate the stress and strength of mate- 
rials and parts in aircraft, missiles, machine tools, etc. 
This electronic segment of the’O.E.M. has grown from a 
$700-million business to a $6.8-billion goliath over the past 
ten years. During the next ten years, industry leaders are 
planning for an additional 100% increase. 


Today, more than ever, product-design engineers are 
doing big things for products and people. They’re creat- 
ing NEW MARKETS AND MAKING THEM GROW. 

News of these often astonishing achievements by in- 
dustry’s “idea men” has become'a daily occurrence. And 
in their search for new materials, components and ideas 
to complete even more challenging projects, over 33,700 
product-design engineers have made Product Engineer- 


' ing the “pace-setter” publication in its field. 


To reach these men who make markets grow, advertisers 
year after year put more pages, and invest more dollars, in 
Product Engineering than in any other design magazine. 


In the $34-billion O.E.M. 
product design engineers MAKE MARKETS GROW 


‘'MAKES SALES GROW 


The McGraw-Hill Magazine of design engineering 
Product Engineering, McGraw-Hill Bidg., New York 36, N. Y. 
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|Marx Joins Honig-Cooper 
Henry F. Marx has been ap- 
pointed a tv copywriter in the San 
Corp., New Francisco office of Honig-Cooper 
York, has been named brand man- Co. Mr. Marx was. formerly with 
ager of Isodine Pharmacal Corp.,' Batten, Barton, Durstine & Osborn 
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Stress Nutrition Value, Frosted Food Men 
Are Told: New Wisconsin Study Is Cited 


New York, Nov. 13—Frozen 
food companies are losing sales by 


contribution to your daily diet.” aa | ooene Appoints Rosen 
In the frozen food industry, Mr Charles T. Rosen, a salesman in | 
Rink said, “we see a business | the family products division of. 
whose leaders are constantly re-| International Latex 
foods,” and through charts, fig-| minding and warning that as 
ures and text answered the ques- | body loses when quality and prices | 
are down-graded. We see an in-| 


neglecting to tell the nutrition 
story, according to F. Glenn Rink, 
supervisor of the Seebrook Farms 
account at N. W. Ayer & Son. 

Speaking before the Eastern 
Frosted Foods Assn. last week, Mr. 
Rink advised the group it was high 
time it started promoting the re- 
sults of a nutrition study conduct- 
ed by the Wisconsin Alumni Re- 
search Foundation. The survey 
provides scientific proof that the 
housewife cannot ‘buy more nu- 
tritious foods than frozen foods. 

“You can be sure if so valuable 
an instrument for communicating 
with the consumer existed in oth- 
er industries—like soap, cigarets, 
or automobiles—it would be tub- 
thumped into every ear in the 
land,” Mr. Rink asserted. 


s “The nutrition story is news,” 
he said. “It can make your com- 
modities stand out from the shout- 
ing, price-cutting crowd. It can 
soundly build the industry at the 
same time it is building character 
for your company. It is an honest, 
disarming approach that will build 
steady customers for anyone with 
courage enough to use it.” 

The American housewife has 
given ample evidence that she 
wants to buy frozen foods because 
they match her desire for conven- 
ience and economy, Mr. Rink said. 
“Only two gaps keep her from 
buying more and more: nutritional 
value and quality-flavor assur- 
ance.” 

She asks over and over again 
such questions as, “What is the 
food value of frozen foods com- 
pared to fresh or canned?” With 
such questions in mind, as the 
hand reaches for the week’s pro- 
visions, it becomes important to 
dispel such doubts frequently and 
surely, Mr. Rink maintained. 


2 To show how the Wisconsin 
nutrition study can be promoted, 
Mr. Rink displayed a newspaper 
page ad published recently in up- 
state New York markets by Sea- 
brook Farms. It was headlined 
“% million dollar study proves 
high nutritional value of frozen 


Are Premiums 
A Headache? 


Do you get a slightly helpless 
feeling each time you plan a 
premium offer? 
Do you have qualms about se- 
lecting premiums . . . do you 
know the sources for pre- 
miums and how to actually 
buy the merchandise? — 
Do you know how to test 
premiums ... and what to do 
with left-overs? 
Important answers to pre- 
mium problems appear in the 
December issue of ADVER- 
TISING REQUIREMENTS 
(off press Nov. 19th). Turn 
to the story “Operation Of A 
Premium Department” for an 
exclusive AR inside tour of 
one of the country’s leading 
premium. departments. 
If you’re not an AR subscriber, 
start a year’s (12 issues) trial 
with the December issue. 
Nothing else like AR any- 
where. Covers everything an 
adman must do except buy 
time or space. Clip this ad, 
attach $3, your name and 
address, and mail today. Your 
money back if you're not 
fully satisfied. 
Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Iliinois St., Chicago 11 


tion, “Exactly how much good is 
there in frozen food?” 

The ad “tells the straight facts 

with no device,” Mr. Rink pointed 
out. The text states simply that the 
study, sponsored by the National 
Assn. of Frozen Food Packers, 
analyzed 51 different frozen fruits, 
vegetables and juices. The results 
proved that: 
e “Frozen foods contain higher 
amounts of vitamins and minerals 
than had previously been sup- 
posed.” 


e “Frozen foods before cooking 
contain more vitamins on the 
whole than canned foods.” 


e “Frozen foods contain sufficient 
vitamins to make a_ substantial 


dustry that is even today sorely 
hurt by the lack of uniform quali- 
ties. 


unquestionable marketing conclu- 
sion: You must do everything 
within your power to tell the con- 
sumer how your goods merit her 
confidence and her dollars.” 


Williams Named President 


of Avco Mfg. Corp. and general 
manager of its international divi- 
sion, has been named president of 
Philco International Corp. He suc- 


“These observations lead to one) 


Harvey Williams, formerly a vp 


ceeds Sydney Capell, who has 


taken an indefinite leave of - 
sence because of ill health. 


pharmaceutical division of Inter-| and Lennen & Mitchell, forerunner 


national Latex. Mr. Rosen will co- 
ordinate advertising and promo- 
tion for Isodine antiseptic and 
concentrated Isodine gargle, the 


first of a series of pharmaceutical | 


products based on PVP-iodine. 


Olian & Bronner Adds Alva 

Olian & Bronner, Chicago, has 
been appointed to handle adver- 
tising for Alva Laboratories, Chi- 
cago. Current plans are to embark 
on an “extensive” campaign for 
Tranquil tablets, an over-the- 
counter relaxing aid. Television, 
radio, newspapers and direct mail 
will be used. Other Alva products 
include Slumbron, Arthrex, Kol- 
vac and Iso-Optic. 


of Lennen & Newell, both in New 
York. 


Holmgren Adds Farm Co. 

E. T. Holmgren Inc., St. Paul, 
has been appointed to handle ad- 
vertising for the Minnesota Farm 
Bureau Service Co., manufacturer 
of fertilizers, feed and farm ehem- 
icals and distributor of other farm 
supplies. The appointment is ef- 
fective Dec. 1. 


Crawford Moves Offices 

Fred E. Crawford Jr., Los An- 
geles magazine and radio-tv rep- 
resentative, has moved to new of- 
fices at 612 S. Serrano Ave. 
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Two Join Farson, Huff 

Albert C. “Ace” Evans, former- 
ly director of sales and technical 
literature and account group su- 


pervisor of Ketchum, MacLeod & 
Grove, Pittsburgh, has joined Far- | 


son, Huff & Northlich, Cincinnati, 
as an account executive on build- 
ing product and industrial ac- 
counts. At the same time, George 
J. Tassian, a former art director of 
Smith, Hagel & Knudsen, New 
York, joined the agency’s art staff. 


Form PR and Pho y Co. 

Joseph J. Napolitan and Wallace 
E. Huntington have organized 
Huntington & Napolitan, a public 
relations and commercial photog- 
raphy company at 458 Bridge St., 
Springfield, Mass. Mr. Napolitan 
and Mr. Huntington formerly were 
with the Springfield Union. A fu- 
ture goal is a public opinion poll- 
ing service in western Massachu- 
setts. 


APPLESAUCE—C. H. Musselman Co., Biglerville, Pa., packer, is using 
a new outdoor campaign in eastern and midwestern markets 
featuring humorous cartoons for various food products. Arndt, 
Preston, Chapin, Lamb & Keen, Philadelphia, is the agency. It 
recently took over the account from Clements Co. 


Novy Leaves Westinghouse manager of Westinghouse Electric 
Joseph F. Novy has resigned as| Supply Co., Chicago, effective Dec. 
advertising and sales promotion| 1. He has not announced his plans. 


| College Scholarship 
Drive Will Promote 
Fruit of the Loom 


New York, Nov. 13—Fruit of the 
Loom socks, a division of Chester 
H. Roth Co., is bowing as a na- 
tional advertiser with a communi- 
| ty service program developed un- 
'der the guidance of leading edu- 
_cators. 

The program, backed by $400,- 
|000 in advertising this year, will 
| set up a foundation to award five 
| college scholarships yearly. While 
_the advertising schedule is 
still tentative, ads are definitely 
|planned for Life, Look and Par- 
ents’ Magazine in February. 

The theme will be “Scholarship 
| Sweepstakes,” and only 10% of 
each ad will be devoted to the ad- 
vertiser. Most of the ad will urge 
parents and children to enroll for 


| 
} 


Petrochemical Editor 


Gerald L. Farrar Or. Frank J. Gardner 
Engineering Edstor Exploration Editor 


the oil and 
Destrict Editor 


These subscribers must like 


Chis staff of experienced 
editorial talent — 40 full-time 
Oil and Gas Journal 

editors with more than 580 

/ years of petroleum-journalism 
experience — serves our 


34,075 paid subscribers in 


gas industry 


throughout the world. 


The Journal, because more 
than 83 per cent of them 


automatically renew their 


There’s no 


paid subscriptions each year. 


finer tribute 


to the job an editorial staff 


is doing than this. 


EXPERIENCED 
HANDS IN THE 
OIL INDUSTRY 


THE OIL and GAS JOURNAL 


a chance at a complete college ed- 
ucation in the colleges and fields 
chosen by the winners. Other 
prizes will include 100 encyclo- 
pedias and 1,000 atlases: 

The ads will not include the en- 
rolment blank. To create traffic at 


the retail level, the enrolment 
blanks will be available only in 
store departmerits selling Fruit of 
the Loom socks. 


® Charles Goldschmidt, partner in 
Daniel & Charles, which is han- 
dling the campaign, explains: 
“What we sought was some kind 
of program which would enable 
not merely Fruit of the Loom, but 
all of its retailers, to identify 
themselves with a major commu- 
nity service. 

“An educational program, we 
felt, offered a substantial contri- 
bution to national welfare, while 
at the same time reaching the 
American family in a very sensi- 
tive area,” he said. Statistics show, 
Mr. Goldschmidt explained, that 
the accumulation of consumer 
debt will make the financing of a 
college education impossible for 
the overwhelming majority of 
American parents. 

“By a program which helps 
meet this problem, we believe we 
will not merely increase traffic for 
our retailers, but heighten their 
service—and their prestige—in 
their home communities. 


= “Accordingly, the program is 
being so developed as to involve 
the school systems, parent-teacher 
groups and other iocal organiza- 
tions,” he said. 

The agéncy also revealed that 
the division is trying to interest 
other manufacturers in sponsoring 
scholarships. 


Leaves Post for Own Business 

Aaron D. Viller, general adver- 
tising manager of the Los Angeles 
Suburban Newspapers, will resign 
effective Nov. 30, to devote fuli 
time to the magazine representa- 
tive business he has been conduct- 
ing concurrently. The publisher 
group will name a successor to Mr. 
Viller, who will continue on a 
consulting basis for an indefinite 
period. Mr. Viller is representing 
all but three of Street & Smith's 
publications, and ail publications 
of Kalmbach Publishing Co. Be- 
fore opening his representative of- 
fice, he was in the national sales 
department of the Los Angeles 
Mirror, and with the Los Angeles 
Examiner. 


There's only one maga~ 
zine that covers and 
penetrates the $17- 
billion freight trans- 
portation market, It's 
the only publication 
you need to reach and 
activate the market. 


Get the facts! 
TRAE EIOC 
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... and for added impact 
use our spot or full color 


it only takes 
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Oil Men Deny Gas 
Retailers’ Charge of 


Fomenting Price War) 


BurraLo, Nov. 14—Leaders of 
statewide and local gasoline retail- 


er groups yesterday pledged a de-| | 
termined fight for legislation to}! 
outlaw large gasoline price signs.) 


The campaign was prompted by 
recent gasoline price cutting along 


Sheridan Dr., near Buffalo, where | | 
huge signs are advertising reduced | | 


prices. 

They also accused a few oil 
companies of forcing some subur- 
ban dealers to cut prices in the 
hope of increasing total gas sales 
and possibly forcing a widespread 
price war. 

Meanwhile, Howard J. Van 
Northwick, chairman of the petro- 
leum industry committee in west- 
ern New York, said these charges 
would be discussed at a committee 
meeting here. He declined com- 
ment on the accusations, but said 


with the value it offers. 


Aluminum Co. of America... 


is the nation’s major producer of aluminum, with capacity 
of 792,500 tons*—45.6%, of the US industry*total. But 
buyers are less concerned with the company’s size than 


Mere size is not always a true index of worth and 
contribution. One instance is a magazine with only 
1,300,000 circulation—but reaching 42% of all farms 
earning $10,000 or more, and 26%, of all commercial farms. 
The magazine is SuccessruL FARMING. 

SuccessFuL FaRminG farmers have big investments in 
machinery and plant, own more than one-third of the US 
tractors, almost half of the grain combines, haybalers, 
milking machines, and have farms large enough to enjoy 
the advantages of mechanization, average 285.8 acres. 

The SF farm subscribers are big producers and big 
earners. Their average cash income from farming alone was 
more than $10,000 in 1955, and has exceeded five figures for 
several years. They are today’s best class market in the US! 

SuccessFUL FARMING gets an unusual welcome from its 
readers, merits the highest confidence, based on fifty years 
of service to better living and better farm business. Every 
advertiser needs SF for its influence, and to balance national 
schedules. Ask the nearest SF office for full facts. 


*Source: United Business Service, July 23, 1956 


MEREDITH PuBLiIsHING Company, Des Moines... 
with officesin New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


HARRY MASON SMITH is retiring as 
vp of Crosley Broadcasting Corp. 
and head of WLW Radio, Cincin- 
nati, effective Dec. 1. Mr. Smith, 
with Crosley 17 years, will con- 
tinue as a special Crosley repre- 
sentative and consultant after his 
retirement. 


a statement would be issued later 
by the committee. 


® The spokesmen, Gordon Wismer, 
president of the New York State 
Council of Gasoline Dealers; John 
Katalinas, president of the Buffalo 
and Suburban Retailers Assn., and 
James Fahy, a past president of 
the local group, said they will ap- 
peal for statewide sign legislation 
when the legislature convenes in 
January. They also plan individual 
appeals to town boards in the Buf- 
falo district. 

Buffalo, Niagara Falls and Sloan 
now have laws which limit the 
size of signs giving prices. 

The three spekesmen also 
charged that a few oil companies 
are responsible for price cutting 
tactics by the Sheridan Dr. sta- 
tions. 

Mr. Wismer said companies 
“coerce” operators into slashing 
prices by threatening to cancel 
short term leases. He said many 
stations along Sheridan Dr. oper- 
ate on 24-hour leases, which can be 
canceled at will by oil companies. 


® “If those fellows don’t cut their 
prices and increase sales, the com- 
panies can take the stations away 
from them,” Mr. Wismer said. 
Mr. Katalinas charged the com- 
panies are attempting to start a 
widespread price war. “Then they 
would sell more gas and make 
plenty of profit, and the individual 
small station operator suffers,” 
he said. 

While Mr. Van Northwick would 
not comment on that charge, a past 
chairman of the petroleum group, 
Joseph R. Coon, labeled the charg- 
es “completely false.” He said the 
Sheridan Dr. operators are “set- 
ting their own prices and having 
free competition.” 

Huge signs along Sheridan Dr. 
advertise prices from 27.9¢ to 29.9¢ 
a gallon for regular gas, while in 
Buffalo prices range upward from 
30.7¢. 

While suburban signs are un- 
controled, Buffalo dealers may dis- 
play only price signs attached to 
their pumps. They cannot be less 
than 7x8” or more than 12x12”. 


Trip-Charge Continues Cards; 
Diner's Expects $100,000,000 
The Diner’s Club, New York, has 
not purchased Trip-Charge, Pitts- 
burgh, as reported in AA, Nov. 12, 
but has taken over the Trip- 
Charge card-holding membership 
which uses Trip-Charge hotels and 
restaurants. Trip-Charge continues 
to operate a separate service-sta- 
tion credit-card organization. Trip- 
Charge—not the Diner’s Club, as 
reported in AA’s story—is settling 
with its member restaurants on 
outstanding bills, S. J. Rudolph, 
Trip-Charge president, says. 

In the same story, due to a typo- 
graphical error, AA stated that the 
Diner’s Club expects to charge $1 
billion next year; the figure should 


have read $100,000,000. 
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force 
in Canada 


500,000 MORE THAN THE NEXT PUBLICATION 


2 OUT OF 3 OF ALL THE ENGLISH-SPEAKING URBAN FAMILIES 


ADVERTISERS SPENT $6,100,000 IN WEEKEND IN 1955 


1.450.000 net paid circulation 


IN THE UNITED STATES, O'MARA & ORMSBEE HAVE THE FACTS AND FIGURES 
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PROOF? Yes... Plenty of it! 


No other farm magazine in the South can match these reader responses: 


HOUSE PLAN SALES DRESS and NEEDLEWORK Most-quoted; most-reprinted | TOP WOMAN’S EDITOR 
Farm and Ranch fomilies pur- PATTERN SALES Farm and Ranch is the are _ a recent poll of all home 
ed 3,106 house plans in ° most-quoted, most-reprinted, emonstration agents in the 
1955 and 5,138 house plan Total sales in 1955: most-clipped, most-followed South, Farm and Ranch’s Iris 
hookicte—fer more than from magazine ever to hit Southern Davenport got 64.8% of the total 
ther Southern farm 184 652 mail boxes. No other Southern vote on the question, “in your 
any © , farm magazine gets as many opinion, who is the outstanding 
magazine. reprints of its articles in trade farm magazine woman's editor 

An unchallenged record papers and other magazines. in the South?” 
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NASHVILLE, TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 
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in addition te four 4-color wet 
proof presses and & precision color 
cameras, we add a liberal measure of 
. ¢td-fashioned craftsmanship... they 
: re the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that’s important to 
you ls worth sending to us. 
*Free Van Gogh print, suitable for framing. Send 
your nams on your company letterhead. 


JAHN & OLLIER 


ENGRAVING CO. 
Photoengraving and Offset plates 


617 West Washington Bivd., Chicago, MOnroe 6-7080 
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important part 
of your job 
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™ | William B. Montague, 
_|Former Director of 
? ‘ IARI, Dies at 58 


CLEVELAND, Nov. 13—William B. 
Montague, 58, former director of 
the Industrial Advertising Re- 
search Institute, died Nov. 9 in 
suburban Bedford Hospital. 

Mr. Montague resigned as IARI 
director in April, 1955 (AA, May 
2, 55). He said he resigned be- 
cause the offices were being 
moved from Cleveland to New 
York, where overhead expenses 
would soar and where, he said, 
there was likely to be “indirect 
diversion” of funds to help pay the 
expenses of National Industrial 
Advertisers Assn., with which the 


_|institute is affiliated. 


ELECTRO-MATIC 
ENGRAVING CO. 
Photoengraving * A Division of J&0 


10 West Kinzie Street, Chicago, OElaware 7-1277 


® This later was refuted by the 
IARI trustees, who claimed that 
Mr. Montague’s services as direc- 
tor were terminated before he re- 
signed. For the past year, Mr. 
Montague had been a sales repre- 


mp 


SALT LAKE - OGDEN - PROVO 


OFFICES AND STUDIOS IN SALT LAKE CITY, UTAH 


* Sales Management--40th langest * Standard Rate & Data Service--35th largest 


bi “Sure, I'm going to a fire! Salt Lake-Ogden-Provo is one of the 
; forty hottest markets in America!’’- 


GASOLINE SERVICE STATION SALES, 29th hottest; \umber, building 
fi a materials, hardware dealers sales, 35th hottest; drug store sales, 
i 36th hottest; population, 40th hottest*, Any way you figure it, 
m Salt Lake-Ogden-Provo is one of the forty hottest markets in America! 
“Be sure to send the advertising to fire up your sales force and burn up your inventory.” 


TRI-CITY 549,000 pop.* 137,800 TV homes (100% unduplicated) | 
28-COUNTY MARKET 846,000 pop.* 209,000 TV homes (58% unduplicated) 
2 ; , : ra 
KTVT KSL-TY | KUTV | 
Gi - CHANNEL CHANNEL CHANNEL F 

Kets Agency, inc. CBS-TV Spot Sates aah ery nals tne if 
N.B.C. c.8.s. A.B.C. ' a 


sentative for the Cleveland Auto 
Club. 

Before coming to Cleveland, Mr. 
Montague was active in Columbus 
and Pittsburgh. He was advertis- 
ing manager of Jeffrey Mfg. Co., 
Columbus. At one time he headed 
up the central region sales promo- 
tion staff of Westinghouse Electric 
Corp. 

Mr. Montague was a member of 
the Advertising Club here and the 
University Club in Pittsburgh. 


GEORGE A. NAETER 

Cape GIRARDEAU, Mo., Nov. 13— 
George A. Naeter, 87, co-publisher 
of the Southeast Missourian, died 
Nov. 10 in Missouri Baptist Hos- 
pital, St. Louis. Mr. Naeter had 
been ill since July and entered the 
hospital Nov. 5. 

He and his brother Fred were 
printers employed by St. Louis 
newspapers when they made a trip 
on an excursion steamer to Cape 
Girardeau in 1904. While there, 
they learned a newspaper known 
as the Cape Girardeau Republican 
was for sale. 

The enterprising pair scraped 
together $425—chiefly by borrow- 
ing small sums from other printers 
in St. Louis. They returned to the 
Cape and used $200 as a down pay- 
ment for purchase of the news- 
paper. The remaining $225 paid 
their living expenses unti] they 
could get started. 

Fifty years later, the newspaper 
—whose name had been changed 
to Southeast Missourian—was 
grossing about $1,000,000 a year. 


= Mr. Naeter, a bachelor, was a 
member of the advisory board of 
the Salvation Army for 34 years. 
Another brother, Harry Naeter, 
also a co-publisher of the newspa- 
per, died in 1918. 

Mr. Naeter had been in good 
health until recent months. On his 
80th birthday, he appeared at the 
office and set a galley of type just 
for the fun of it. 

For the first 10 years in their 
newspaper enterprise, neither 
George nor Fred Naeter was away 
from the business more than a day 
—nor did they have a day’s vaca- 
tion in their first 24 years as co- 
publishers. 


ROBERT W. LEA 

New York, Nov. 14—Robert W. 
Lea, 70, who retired in 1951 as 
president of the Johns-Manville 
Corp., and who since then has 
been a consultant on corporate or- 
ganization for Olin Mathieson 
Chemical Corp., died yesterday of 
a heart attack at his home here. 

Born in Woodville, Wis., Mr. Lea 
was graduated from the University 
of Wisconsin in 1907. His business 
career started the same year, when 
he joined the Otis Elevator Co., in 
Chicago. He left in 1911 to become 
a vp of the Moline Plow Co. Later 
he became president and general 
manager of Moline Implement 
Corp. and also headed his own 
company, Lea’s Fabrics Inc., New- 
ark, N. J. Subsequently, he head- 
ed a number of lumber and ship- 
ping companies. 

He joined Johns-Manville in 
1939 as vp in charge of finance. 
Retirement was compulsory when 
he reached the age of 65. After his 
retirement, he joined the Olin 
Mathieson organization as a mem- 
ber of the executive committee of 
the board of directors and as spe- 
cial consultant. 

He was also a director of Uni- 
versal Pictures Co., Decca 
Curtiss-Wright Corp., Olin Oil & 
Gas Corp. and Delaware, Lacka- 
wanna & Western Railroad Co. 


Edwards to Hardware Corp. 

Richard G. Edwards has been 
named to the new post of director 
of marketing of American Hard- 
ware Corp., New Britain, Conn., 
effective Jan. 1. He currently is 
director of merchandising of Sten- 
ley Works, New Britain. 
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Get the 


/ BIG \ 


in Boston 


ra, % 


One Contract 
Delivers the BIG BULE 


: SN 
LOL 
ie in Boston 


Buying coverage in the big Boston market 
The BOSTON HERALD-TRAVELER 


can be confusion or simplicity. 

It depends upon how you look at Boston. 

If you look at Boston in terms of people 
— times — money, you'll see you can get the 
big bulk of the market with the HERALD. 
TRAVELER — because its circulation bulks 
biggest where the spending power bulks 
biggest. 

That’s what the food stores do. And na- 
tional food advertisers follow suit. That's 
what Boston department stores do. And 
general national linage follows suit. What 
could be a difficult pattern becomes the logi- 
cal, productive pattern: the Boston Herald- 
Traveler first. 

Do a better job for the product . . . make 
your own job easier. And remember — 


YEO ris ) 
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« 
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Represented nationally by George A. McDevitt Co., inc., New York + Chicage + Philadelphia - Detroit - Pittsburgh 
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tailers how they felt about RMA’s|the advertising column. For the|up whereby if an account is not 
and some 2,000 in the Maritimes. objections, many told us they could small man, newspaper advertising| settled within a week, the sales be- 
Both of these companies operate/not survive without stamps. is out of the question. With the|come null and void for stamp 
out of Montreal. “We have just built a 42,000 sq. stamps, he brings the customers in| purposes. 

Silver Coupons Ltd., of Quebec! ft. warehouse in Montreal. We buy | at a small price.” And Quebec housewives are tak- 
City, is distributing stamps to 1,000| a tremendous amount of goods, and| There is no doubt that the stamp|ing stamps just as seriously. One 
retailers at the rate of about $1,-| some manufacturers depend on us plans in Quebec are not a fly-by-| positive indication comes from the 
000,000 a year. for 50% of their production.” |night operation, although they do) little town of Murdochville, where 

The companies are operating |mnot seem to have the same smooth | Gold Star has just shipped 11 Mix- 
virtually at the request of their|# Roger Roy of Dominion United | organization as the plans used in| masters to stamp buyers. Stamps 
clients. Said J. M. Bleau of Gold says: “All of our first customers | Ontario. from the purchases of at least 
Star: “We were worried by the are still with us. This is an indica-| Several Montreal grocers say $2,000 worth of goods are required 
Retail Merchants Assn. attack on| tion of how much they like it. |their greatest bugaboo—credit—is to obtain one Mixmaster, valued 
stamps. But when we asked ourre-| “We consider their cost falls in| disappearing. Rules have been set | at $54. 


Co., with 3,000 outlets in Quebec | 


MANLY—The West Indies Bay Co. 
has two new bay-scented products 
—a talcum powder and soap— 
which are being plugged in The 
New Yorker and Sports Mlustrated. 


Knox Reeves Advertising, Min-| 


| oe ae - : . ‘ 1 ieee : 
iaineiebes cae . ow Carries more pages of advertising 
Stamp Forces | 3 _ than any of the three other 
* b “aoa 2 cere IRINA Carer Soe ” itil . 
Attack in Quebec oo COMPARED TO 
ag FIRST 10 MONTHS, 1955 ier 
Under Fire in Ontario, oo ee as 
Stamps Reportedly Get j 7 ee OP 
Premier Duplessis’ Nod eg eee 
(For more news on trading =-=>-= heme sree a TEM Aa eae po — 
stamps in Canada, see Page 84.) 4 
@rTawa, Ont., Nov. 13—While 
the! premium stamp war flared in 100 - 
eastern Ontario, Canadian-owned \ 
stamp companies have quietly but LOSSES q 
effectively swamped the small- 
store retail field in the province of in no. of 2m - 
Quebec. advertising 
Ontarians last Friday were star- 7 
tled to learn that no less than 15,- pages - es ; ' ; ; ; 
000 retailers in the French prov- carned a 2a ; ve 
ince are using stamps in their (cumulatrve 7 J : J 
businesses. 
The stamp flood is emanating by months) sao 1953 1954 1955 Ist 10 mos.: 1955 | Ist 10 mos. : 1956 
from the independent stores only. 
None of the several big food chains 4 METALWORKING | METALWORKING | METALWORKING | METALWORKING STEEL 
has touched the stamps. MAGAZINE "B” | MAGAZINE "B” | MAGAZINE "B” | MAGAZINE "B” owe pe 
Stamps are being distributed 500 = 7,311 PAGES | 6,968 PAGES | 6,556 PAGES | 5,539 PAGES | 9,210 PAGES ; E 
through some of the tiniest outlets; 
they include, in addition to neigh- a 
borhood grocers, book stores, serv- 600 METALWORKING | METALWORKING | METALWORKING | METALWORKING | METALWORKING 
bas eee ey mM MAGAZINE “C” | MAGAZINE “C” | MAGAZINE "C” | MAGAZINE "C” | MAGAZINE"B” 
on premium stamps—more than , 6,875 PAGES 6,328 PAGES 6,134 PAGES 4,982 PAGES 5,077 PAGES 
2,000,000 Quebec shoppers are re- 
mushroomed ‘into a "4,000,000 STEEL | STEEL | STEEL STEEL _| MeTA.worning 
business, ~ $896,532 PAGES] 5,751 PAGES | 5,501 PAGES | 4,642 PAGES| “oo paces 
= There is every indication that 
the Quebec government is giving 
je pommel to the development METALWORKING | METALWORKING | METALWORKING | METALWORKING | METALWORKING 
of stamp plans among the small in- MAGAZINE "D” | MAGAZINE "D” MAGAZINE "D” | MAGAZINE “D” MAGAZINE “D” 
dependent retailers—but would 3,913 PAGES 3,521 PAGES 3,343 PAGES 2,797 PAGES 2,557 PAGES 
probably move against the big 
chains if they decided to hop on 
the stamp wagon. 
None of the big chains is offering 
stamps in Quebec, although Stein- The trend to STEEL continues to grow. Only metalworking management problems influence the 
bs eatin aoe Rms —o. STEEL, among the four leading metalworking pub- thinking of executives throughout industry. 
inci der in Ottawa. lications, is carrying more advertising this year 
The orca pared a than last. . Through the greatest growth period metalworking 
some observers believe, from Pre- has ever witnessed, STEEL has taken the lead in 
mie a eee Paap er This leadership in advertising carried is the natural devising new ways of keeping in close touch with 
bone of Quebec's retail setup. result of another kind of leadership . . . STEEL’s the key men in metalworking. Starting 16 years 
The feeling seems to be that if pioneering efforts in finding new and better ways to ago, the Penton Continuing Census of Metal- 
: ae pagers ee “sy serve readers and advertisers. working gave STEEL the first really accurate, 
, i reliable means of pinpointing metalworking’s im- 
But if the chains do lcewise, they STEEL has captured the faithful readership of portant buying influences. STEEL has invested 
will crush the independents by hik- metalworking executives everywhere with a con- over a million dollars to continue this pioneering 
ing the promotional stakes — tinuing series of fresh, new ways of presenting circulation job 
ran pry Pg pg sel pga editorial information. Modern, high-speed com- 
, munication techniques give STEEL readers more STEEL’s market knowledge benefits advertisers, 
® This unwritten policy spells big information in less time. Special coverage of too. Through the Penton Census, STEEL was first 


business for the stamp companies 
operating in the province. The big- 
gest of these, at present, is Gold 
Star Stamps Co., with 8,000 outlets 
and estimated annual stamp sale of 
$2,000,000. 

Next is United Dominion Sales 
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Du Pont Ads Push 
Users, Sellers of 
Its Dress Materials 


Witmincton, Dex., Nov. 13— 
E. I. du Pont de Nemours & Co. 
will run 12 color ads in This Week 
Magazine in the spring to promote 
dresses made of Du Pont nylon, 
acetate and Dacron. 

Twelve dress manufacturers will 
participate in the program, which 


is designed specifically to help 
the manufacturers sell to retail 
stores. One ad will appear for 
each manufacturer, and each ad 
will list eight of the retail stores 
stocking and promoting the dress 
featured in the ad. 

The ads will appear in March 
and April, after a five-month 
build-up to retailers. The promo- 
tion started in October with nine 
pages in Women’s Wear Daily and 
a mailing of fabric swatches and 
dress resources to leading stores in 


This Week markets. This is now 
being followed up in personal calls 
by Du Pont on retail leaders to ar- 
range for displays, give sales train- 
ing and urge buyers to stock in 
depth for the promotion. 


# For the manufacturers, Du Pont 


has prepared a 5’ showroom dis- | 


play, giant hang tags for show- 
room dresses and portfolios for) 
each salesman. 

On Jan. 2 and 8, page ads will! 
run in Women’s Wear, and during 


January and February, page ads 
will run in Playbill, aiming at 
buyers in New York for market 
week. Mailings to the stores will 
include color postcards picturing 
each advertised dress, a “fashion 
forecast,” preprints of each ad, 
plus a success-story mailer the end 
of March to report on the promo- 
tion’s accomplishments. 
Participating manufacturers in- 
clude Annetta Dresses, Brielle 
Creations, Donnelly Garment Co., 
Gracette Dress Co., Henley Junior 
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METALWORKING MAGAZINE “B” 


tt 


pages gained 


SOURCE: INDUSTRIAL MARKETING: ’ 
All figures include classified. 
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240 
Pages lost 
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among metalworking publications to offer new, 
modern ways of measuring market potentials, 
ways to find specific kinds of markets within the 


gigantic structure of the world’s 
trial market. 


STEEL was also first in furnishing information on 
advertising effectiveness. Now, after five years of 
continuing research, advertisers have a backlog 
of 58 Starch-studied issues of STEEL to help 
them make their advertising work harder. 


Careful appraisal of STEEL’s challenging publish- 
ing techniques formed the opinions you now see 
being so strongly demonstrated by advertisers to 
metalworking. They have thoroughly investigated 


biggest indus- 


STEEL a| PENTON| publication, 


a me met a 


Leadership 
Builds 
Readership 


a 
7 


the field of publications available. They have com- 
pared advertising values. And they are placing 
more advertising in STEEL than in any other 
metalworking magazine. 


Penton Building + Cleveland 13, Ohio 


soe aeeees 


Frocks, Jerry Gilden Specialties, 
Jonathan Logan, Max Weisen & 
Sons, Murray White Co., Sue Brett, 


Tailored Junior Dress Co. and 
Westover Fashions, all of New 
York. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Orient Airlines Names Drotning 

Phillip T. Drotning has been ap- 
pointed vp in charge of public re- 
lations of Northwest Orient Air- 
lines, St. Paul. Mr. Drotning has 
been executive secretary to Wis- 
consin’s Gov. Walter J. Kohler, and 
also served his predecessor, Gov. 
Oscar Rennebohm. He is also a 
former newspaper man and mag- 
azine writer. 


Hosmer Buys Two Weeklies 

F. Howard Hosmer, publisher of 
Community Newspapers, Red 
Creek, N.Y,, has bought publica- 
tion rights of two weekly newspa- 
pers owned by the Cayuga Chief 
Publishing Co., Weedsport, N.Y. 


Reach the trade 
that serves the 


Through this 
industry’s 
EXCLUSIVE and ONLY 
TRADE PAPER 


THE BOATING 
INDUSTRY 


Reaches Ali the trade... 
and ONLY the trade! 
Over 15,000 selected circulation to 
Marine Dealers, Distributors, Jobbers, 
Builders, Yard and Marine Operators, 
Naval Architects, Manufacturers and 

their salesmen. 


(All the boating industry) Bs 
Published 8 Times a Year | 
Jon. 15-March 15° April 15-May 15 
June 15+ Aug. 15° Oct. 15 Nov. 15 


New York-Chicago Boat Show Issue 
JAN. 15, 1957 


FINAL ADVERTISING FORMS 
JANUARY SHOW ISSUE 
CLOSE DECEMBER 15th 


THE BOATING INDUSTRY 


TEESE Ge Thade Pape. SES 


$05 Pleasant Sireet, 
HI’ 


St. Joseph, Michigan 
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The NEWS of the Rockies 


First nine months this year we pub- 
lished 5,107 PAGES of classified ad- 


Department Store Sales . 


Advertising Age, November 19, 1956 


3% Loss Registered Week of Nov. 10 


WASHINGTON, Nov. 15—Contin- 
ued bad weather throughout the 
country has pulled down depart- 
ment store sales scores, running 


Francisco, 3%. 

Detailed breakdowns of the sales 
in these districts will not be com- 
pleted until early next week. Sales 


=i 


Department Store 
Sales Barometer 


Change from 1955 


vertising—an average of 19 pages a on —_ for the second con- paged | olla weeks break —3% 9j| Week Ended 
secu ew ° 4 Nov. 10, ’56 
The Federal Reserve Board re- ; 
ports that for the week ending an come 
Nov. 10, sales ran 3% behind those | Federal Reserve Oct. Nov. 
for the similar week of 1955. For ae 9 —_, a City ~. 3 4 Jan. 1 to 3% 
a | VINEE ED SEATED oon cceee + — ’ 
os “og Gagan beg go igen Boston District... me we Nov. 10, 56 | J + 
they were 3% ahead of a year ago. —— a — § 6 
Downtown B Boston . RG —8 —6 
8 Only two of the 12 FRB districts Sturn Bost wat ; _ ; ae ; Newark . —-s -9 
recorded gains: Atlanta, 4%, and Lynn ........ eh ane New York on =a i 
Chicago, 1%. Kansas City reported Lowell —8 +4] gorecue lly tee 
no change for the week ending an” ~ +1 22) philadelphia District... nn ff 
Nov. 10. The remaining districts’} Springtield 9| Metropolitan Areas > 
sales fell behind, as follows: Bos- PLOVIGENCE ooececcoccceseescooeen oe soon a 
ton, 5%; New York, 7%; Philadel-| New York District 5 ~3 
phia, 8%; Cleveland, 7%; Rich-| “etropolitan Areas : —9 
mond, 4%; St. Louis, 2%; Minne-| ‘New Yoou.NE-  C<~CS +3 
apolis, 4%; Dallas, 2%, and San New Jersey oo... cccccsccsse. -8 =8) Qe os oe 
Cleveland District ............... = 8 8 —7 
Metropolitan Areas 
Lexington —7 —6 
Akron ........... —2 —5 
Cincinnati —10 —ll 
et under — ies 
Columbus +9 +3 
Springfield —S —I7 
Toledo .... —1i —9 
Erie +4 —6 
Pittsburgh ...... —— £6 —§ 
Wheeling-Steubenville | — 2 —4 
Richmond District ................. r+ 5 —4 
Metropolitan Areas 
Washington ........ -~ +1 —10 
Downtown Washington .~r—9 —16 
Baltimore ............. . +79 +3 
Richmond. ................. ce ee —3 
Atlanta District 000000000... +6 —4 
Metropolitan Areas 
Birmingham +7 —6 
TackSONViNle 0.0... ee +10 —9 
Atlanta .. r+ 9 —5 
Augusta . r— 8 —21 
New Orleans - ae | +1 
Knoxville . —9 
Nashville .. +16 +4 
City 
Tampa +1 ° 
Chicage District . ':..¢@ —5 
Metropolitan Asess 
Chicago .... whe . +6 — 8 
Indianapolis -_—T7 —1 
Detroit .......... . =f = § 
Milwaukee ....... +4 —2 
St. Leuis District .................. os —!1 


ee | Areas 


Little Rock . 
Louisville 
St. Louis .. 
Memphis 
Minneapolis District 
Metropolitan Areas 
Minneapolis.-St. Paul ...... 411 e 
Minneapolis and 
Suburbs ......... ee ° 
ee City ° ° 
St. Paul . +6 —9 
Cities 
Duluth-Superior .................. +17 —3 
Kansas City District ........ + 2 ” 


Metropolitan Areas 
Denver 


San Francisce District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento 


San Francisco-Oakland .... 
San Francisco City . 
Oakland City 


+++ ]+ 


VUN ee Ke ONVUSOaAaeHww 


ae aeog! 56,71 6,000 
955—$231 266, 000° 


+ +++4+4++ H+/4+14+ 


_—— 
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+444 


*—Data not available 


Toronto Bank Boosts Two 

The Toronto-Dominion Bank, 
Toronto, has appointed Norman A. 
White superintendant of business 
development (domestic) and John 
A. Murphy supervisor of public 
relations and advertising. Mr. 
White was formerly supervisor of 
public relations, and Mr. Murphy 
previously was supervisor of ad- 
l vertising. 


Cucson Daily Citize 


2 Independent Produced in the Same Plant 
Represented 


Newspapers 
Nationally by Cresmer & Woedwerd, Inc. *Estimate Tucson Gos, Electric Light & Power Company. 
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1956 —- THE BIGGEST YEAR IN THE HISTORY OF SEVENTEEN MAGAZINE 


growing bigger and more important 


An amazing shift is taking place in America’s population age-groups. The vast market of 8,000,000 
Young Women Under 20 is growing greater all the time. By 1965, it will increase by 
more than 50%, while the 26-40 age-group will decrease 8% .* 


Alert advertisers are reaching this fast-growing Under-20 market NOW — before fixed buying 
habits set in. And they’re doing it in SEVENTEEN Magazine because, in just three issues, 
75% of ALL teen-age girls in America read SEVENTEEN...it’s the magazine they live by! 


Do as other advertisers are doing ...join SEVENTEEN advertisers who know 
it’s easier to START a habit than to STOP one! 


when advertisers discover that 
the market of Young Women Under 20 is 


each year! 


*U.S. Census, 1950-1955 


4-color linage: 428,060 lines—up 15.4% over 1955; highest ever... 
Total linage: 953,192 lines—up 5.8% over 1955; highest in 9 years... - 
Dollar Volume Highest Ever... 


PARTIAL LIST OF NEW “BLUE CHIP” ADVERTISERS, 1956 
(Exclusive of Apparel and Retail Classifications) 


Admiral Corp. 

The Best Foods, Inc. 
The Borden Company 
Burlington industries 
Campana Sales Co. 
Celanese Corporation 
Chanel 

Charles of the Ritz 
Colgate-Palmolive Co. 
Collins & Aikman 
Conde Nast Pub., Inc. 
DeBeers, Ltd. 

Decca Records, Inc. 
Detecto Scales, inc. 
Dusharme Products 
Esterbrook Pen Co. 
Fostoria Glass Co. 


Goodyear 

Hazel Bishop 
Helena Rubinstein 
Helen Neushaefer 
Imperial Glass Corp. 


PRODUCT 
Radios 

Rit 

Biscuit Mix 


Piece Goods 


Cosmetics 


Piece Goods 


Perfume 
Cosmetics 
Luster Net 
Fabrics 


Vogue Patterns 


Diamonds 
Records 
Scales 
Cosmetics 
Pens 
Glassware 
Neolite 
Lipstick 
Perfume 
Cosmetics 
Glassware 


AGENCY 


Henri, Hurst & McDonald 
Earle Ludgin 

Young & Rubicam 
Donahue & Coe 

Grant Advertising 
Ellington & Company 
Norman, Craig & Kummel 
Rockmore Company 
Lennen & Newell 

Kudner Agency 

Sterling Adv. Agcy. 


Lewin, Williams & Saylor 
Graves and Assoc. 
Aitkin-Kynett Co. 

Fuller & Smith & Ross 
Compton Advertising 
Raymond Spector Co. 
Hockaday Assoc. 

Joseph Reiss Assoc. 
Gutman Adv. Co. 


Cosmetics 
Appliances 
Fabric Finish 
Hind's Cream 
Dorothy Gray 
Kitchenware 
Perfume 
Cosmetics 
Shirts 


Lady Esther 
Landers, Frary & Clark 
T. B. Lee Co. 
Lehn & Fink 


Lifetime Cutlery Co. 
Lucien Lelong 

Lydia O'Leary 

Manhattan Shirt Co. 
Buckeye Aluminum Co. Kitchenware 
Mele Mfg. Company Jewel Boxes 
The Mennen Company Hand Lotion 


AGENCY 


Dancer-Fitzgerald-Sample 
Goold & Tierney 
Charles W. Hoyt 


McCann-Erickson 
Clinton E. Frank 
Buchanan & Company 
Williams Adv. Agcy. 
Daniel & Charles 
Hershey-Paxton Co. 
Artley Adv. Agcy. 
Grey Adv. Agcy. 


te ae 


McCall Corporation 
National Biscuit Co. Premium Crackers 
Onondaga Pottery Co. Chinaware 


Pacific Mills * Silver Cloth 
Parfums Evyan Perfume 

Quaker Oats Company Aunt Jemima 
Saladmaster Corp. Kitchenware 

E. R. Squibb Suntan Cream 
Sunkist Growers, Inc. Oranges, Lemons 
Textured Yarn Co. ——‘ Fabric 

The Toni Co. Pamper 

United Fruit Co. Bananas 


U. S. Plywood Corp. 
Val Saint Lambert 
Warner Lambert Co. 


PRODUCT 
Patterns 


Luggage 
Crystalware 
DuBarry 


Pin Quick 
White Star Luggage Luggage 
White Sewing Machine Sewing Machines 
Yardley of London Cosmetics 


SEVENTEEN has 516 other current national, 


AGENCY 
Doyle-Dane-Bernbach 
McCann-Erickson 
H. B. Humphrey, Alley 
& Richards 
J. Waiter Thompson 
Hilton & Riggio 
J. Walter Thompson 
Ted Workman Advertising 
Cunningham & Walsh 
Foote, Cone & Belding 
Hockaday Assoc. j 
Ciinton £. Frank : 
Batten, Barton, Durstine 


Sullivan, Stauffer, 

Colwell & Bayles 
Kenyon & Eckhardt 
Leonard F. Feliman 
Fuller & Smith & Ross 
N. W. Ayer 


fashion and retail advertisers, plus 254 “Shop Wise” 
and School advertisers. 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue,N.Y.22  PLaza 9-6100 


© 1956 TRIANGLE PUBLICATIONS, INC. 
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EVERYTHING IS UP 
IN RIVERSIDE, CALIF. 
FAMILIES UP 141.% 


|NARDA Raises Member Dues | 

Starting Jan. 1, dues will be} 
changed for National Appliance &| 
Radio-TV Dealers Assn. member-| 
ship. At that time the rate will be| 
$25, regardless of volume, for 
members joining through local as-| 
sociations, and other dues range 
| from $36 for those with a volume 
of $50,000 or less to $150 for those 
doing business of more than $500,- 
000. 


|Creative Marketing Adds One 
Creative Marketing Associates, 
Berkeley, Cal., has been appointed | 
to handle advertising and publici-| 
| ty for J. N. MacMartin Co., man-| 
ufacturer of Athene cosmetics.| 
ppeitial plans call for a newspaper | 
|campaign in West Coast markets. 


|Mackes & Taylor Adds One 


Advertising Age, November 19, 1956 


|New Unit Extends 
‘Farm Service to 
| All Gardner Clients 


| Sr. Louis, Nov. 13—Using a 
specialized personnel reservoir de- 
veloped in years of experience 
|with farm accounts, Gardner Ad- 
|vertising Co. has set up a farm 
marketing advisory board within 
lits staff to serve all clients which 
have farm marketing or advertis- 
jing problems. 
| The board is an outgrowth of 
\the agency’s four-year-old farm 
|client group, a 12-man team of 
\}\admen who specialized on the 
*% |agency’s farm accounts—including 
=| Purina Mills Co., Ralston Purina 
lee Pet Milk Co. and the farm 


a 
x 


operations of Monsanto Chemical 
Co 


“HELP YOURSELF—This styron dis-| Headed by John H. Leach, agen- 
penser soon will appear on retail cy vp, the farm client group’s job 


S cuostnan | 
ALL-AMERICA 


c 
piversidl: Mackes & Taylor Advertising, 


Allentown, Pa., has been appointed 
to handle advertising and publi-| 


drug counters for Chas. Pfizer &| has been to get to know farming, 


'city for PEL silicone water-repel-| Co.’s Candettes lozenges. Kirby, farmers, farm language and farm 
lent, a new product of General Cogeshall & Steinau Co., Milwau-| Problems (AA, March 21, °55) to 
Silicones Corp., New York. | kee, developed the dispenser. 


“Chose who know uso would nod in agreement 


and, perhaps, paso it on to a friend" 


To: Pat Pompilio, Sales Promotion Manager 
You're right! 


We should sell HOTEL MANAGEMENT, RESTAURANT MANAGEMENT 
and RESTAURANT EQUIPMENT DEALER together in our fall advertising program. 


However, aside from playing up the fact that our markets are hot from 
a building and modernization standpoint, there is one thing which is fundamental 


to our business which I certainly would like to see in our copy. 
The following, in a crude way, will convey the idea: 


“We consider it to be our primary obligation to hotel, restaurant and dealer 
readers to ferret out sound ideas and products that will help them improve 
service, cut costs and increase profits. In the process of performing this duty to 
our readers, we have advised many manufacturers that their products are 
either unsuited or require adjustment or improvement to be usable by our readers, 
“Likewise, both readers and advertisers have come to look upon 
Ahrens Publications as ‘headquarters for reliable information and service.’ 
With us — service is a well known fact, not a promise. It is the cornerstone of 
our entire publishing philosophy. It has resulted in our publications being 
first choice — or almost first choice of readers in every known survey that 


has been made in our fields.” 


I have long felt that we should have this type of thing asa platform 
and publish it in every issue. It is a summation of our publishing policy and it can 
be used by both circulation salesmen and by our advertising men, and I believe that 


people who know us would nod in agreement and, perhaps, pass it on to a friend. 


Charlie Loeffel, 
Vice President & Business Manager 


AHRENS PUBLISHING CO., INC. 
71 Vanderbilt Ave., New York, N. ¥. © 201 No. Wells St., Chicago, IIL 


633 S. Westmoreland Ave., Los Angeles 5, Cal. » Crocker Bldg., Suite 1024, San Francisco, Cal. 


75 East Sth Street, Atlanta 5, Georgia 


| provide more competent advertis- 
ing service for these clients. 

le As a result of this experience, 
the agency says, it now has 
enough specialized personnel to set 
up an advisory board within the 
agency’s staff that will provide 
|this specialized service to all the 
| agency’s clients. 

| Ten creative and account men, 
including specialists in farm copy, 
farm radio-tv and farm account 
supervision, comprise the board. 
Jackson L. Sedwick, a veteran of 
18 years on Gardner farm ac- 
counts, heads the group. Other 
members are Eugene S. Hahnel, 
Frank MacKnight, Donald Weiss, 
Stanley Esson, Paul Visser, 
Marshall Smith, Chuck Forbes, 
Craighton Knau and Kenneth 
Hieronymus. 

The advisory board now be- 
comes the focal point of the agen- 
cy’s farm marketing and advertis- 
ing, according to Charles E. Clag- 
|gett, agency president. Extensive 
/market reporting on all agricul- 
| tural regions of the country, here- 
tofore handled by the farm client 
group, will now be done mostly 
by the advisory board. The board 
also will develop most of the agen- 
cy’s farm data and serve as a 
source of farm service for all cli- 
ents. 

The farm client group conse- 
quently will become more of a 
specialized servicing cperation for 
the agency’s major farm clients, 
with most of its research and per- 
sonnel assistance coming from the 
board. 


s Commenting on the specialized 
personnel Gardner has developed 
in the past few years, Mr. Leach, 
who has headed much of the 
agency’s work in farm advertising, 
says: 

“Qualified personnel to handle 
farm marketing must not only con- 
sist of good advertising men; they 
|also must know their way around 
the feedlots, chicken houses, corn- 

fields and other areas on a farm 
| that are foreign soil to most adver- 
| tising people. Through the years 
we have recruited such people 
‘from all parts of the nation—peo- 
‘ple who know the problems, the 
| attitudes and the language of the 
| farm audience we need to reach.” 


‘Electronic Industries’ Moves 

| Electronic Industries & Tele- 
|Tech has moved its New York 
\sales office to 100 E. 42nd St., 
| where it is consolidated with the 
New York office of the Chilton Co., 
its publisher. 


| Norman-Navan Adds Food Co. 
| Norman-Navan Advertising, 
Grand Rapids, Mich., has been 
appointed to handle advertising for 
| Battle Creek Food Co—a cereal 
company founded by Dr. John 
Harvey Kellogg. 
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NET PAID CIRCULATION OCT.|'56 


201,311 
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JERRY DOVL= OF 


PHILADELPHIA DAILY 


NEwS 


DON’T LOOK UP. IT ONLY ENCOURAGES HIM! 


Our good competitors may pretend we don’t exist. But the 
bright new PHILADELPHIA DAILY NEWS is getting notice aplenty 
from other quarters. Substantial notice. In the short exciting 
months since new management rehabilitated the old DAILY NEWs, 
and invited all and sundry to “see the bright difference,” Phila- 
delphians have responded in eye-popping style. 


While the circulation of our competitors either skids or barely 
holds (in the face of increasing population) the bright, new, 


PHILADELPHIA DAILY NEWS sharply gains. More than a 30% gain 
since December 1955. And gaining every month. 


The DAILY NEWS gain in retail advertising linage is even 
more spectacular. The Evening Bulletin and Morning Inquirer 
both lost in retail in September and October combined. The 
DAILY NEWS gained more than «4 total of 60,000 lines in retail in 
those two months. Ask your nearest Reynolds Fitzgerald office 
about Philadelphia’s new newspaper story. 


PHILADELPHIA DAILY 


NEWS 


REPRESENTED BY: REYNOLDS FITZGERALD - New York, Chicago, Syracuse, Atlanta, Los Angeles, San Francisco, Seattle, Philadelphia 
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Reincke Adds Tuthill Pump 


Reincke, Meyer & Finn, Chicago,pumps for hydraulic, lubrication, 
has been appointed to handle ad-coolant and liquid transfer serv- 
vertising for Tuthill Pump Co.,ices. Fred H. Ebersold Inc., Chi- 
Chicago, effective: Jan. 1. Tuthillcago, is the current agency. 


manufactures internal gear rotary 


FOR 36 YEARS THE LEADING NATIONAL WEEKLY AMONG U.S. EXPORT EXECUTIVES 


Coming 
Conventions 


' 

*Indicates first listing in this column. 

Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 

*Nov. 25-27. Midwest National Newspa- 
per Promotion Assn., annual clinic, Drake 
Hotel, Chicago. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

Jan. 18-20, 1957. Advertising Assn. of 
the West, midwinter conference, Miramar 
Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women’s Advertising Clubs, 
Baltimore. 

*Feb. 6, 1957. Associated Business Pub- 
lications, annual Midwest conference, 
Congress Hotel, Chicago. 

*March 7, 1957. Associated Business 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

March 20-22, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. 

April 10-12, 1957. Point-of-Purchase 
Advertising Institute, 11th annual sym- 
posium and exhibit, Palmer House, Chi- 
cago 


April 25-27, 1957. Advertising Fed- 
eration of America, Fifth District, Fort 
Wayne, Ind. 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District. Hotel 
Mayfair, Sioux City, Ia. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

*May 26-29, 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 4-9, 1957. National Business Pub- 
lications, spring meeting, Sun Valley, Ida. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Ind:'strial Ad- 
vertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 

. 58rd annual convention, Hotel 


TROUBLE, TROUBLE—P. J. Tootsie, the candy king, raises hob with a 


timid account executive and explains that he wants the candy bar 

“bigger” in the presentation. This is a scene from the humor-and- 

sell tv cartoon plugging Sweets Co.’s Tootsie Roll. P. J. is the crea- 
tion of Terrytoons, a division of CBS Television Film Sales. 


Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinae 
Island, Mich. 

June 24-28, 1957. Advertising Assn. of 
the West, 54th annual convention, Ha- 
walian Village, Honolulu. 


KEX Names Merrill Rawson 
Merrill Rawson has been ap- 
pointed an account executive of 
KEX, Portland, a Westinghouse 
Broadcasting Co. station. Before 
joining the KEX sales department, 
Mr. Rawson was with KGW and 
KLOR-TV in Portland and later 
was a partner in a Portland station 
representative organization. 


Medearis Joins Maescher 
Mauriel Medearis has resigned 
as an account executive of Frank 


Block Associates, St. Louis, effec- 
tive Nov. 15, to join Al Maescher 
Advertising, Clayton, Mo. Block 
has resigned several local accounts 
which Mr. Medearis handles so 
“they are free to go with him to 
the Maescher agency.” 


Harvester Foreign Sales Up 
International Harvester Co., 
Chicago, reports that its foreign 
sales hit a new high in the year 
ended Oct. 31. Harvester, which 
operates 18 subsidiary companies 
abroad (AA, Oct. 29), had foreign 
sales of $340,000,000, compared to 
$314,000,000 in the previous fiscal 
year. The French company was the 
bellwether, with sales of $80,000,- 
000—up $15,000,000 over last year. 


10 MONTHS’ REPORT: 


ADVERTISING 


REVENUE 


NAL 


IN CIRCULATION IN NEWSSTAND SALES 
IN ADVERTISING REVENUE 
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TRIPLE BARRELED TREATMENT—General Foods’ Jell-O division is using 
three different cartoon-type poster designs simultaneously in each 
market in a coast-to-coast fall and winter campaign on behalf of its 
Jell-O tapioca pudding. The company’s salesmen are supplying gro- 
cery outlets with thousands of replicas of these posters in the form 


of miniature poster shelf talkers. 


Young & Rubicam is the agency. 


Point of Sale Is 
Getting Smaller, 
Says BBDO Exec 


New York, Nov. 13—The point 
of purchase has shrunk from three 
feet to three inches, Ralph Head, 
director of marketing and mer- 
chandising, Batten, Barton, Dur- 
stine & Osborn, said last week. 

Mr. Head, speaking to the mer- 
chandising and sales promotion 
discussion group of the New York 
chapter, American Marketing 
Assn., explained that when the 
three-feet statement was made 
several years ago, consumers were 
separated from goods by three-foot 
counters in most retail outlets. 

“Actually, the point of purchase 
today has shrunk to three inches 
or less in thousands of self-service 
outlets throughout the country,” 
he said. “There is no longer a 
three-foot counter to keep them 
from the product. They can handle 
it, examine it, read the label and 
select or reject at will.” 

If the product is right, from a 
quality, price and use standpoint, 


and the three A’s of selling—prod- 
uct accessibility, acceptability and 
activation—are working, he said, 
“we stand to get the most back 
from our advertising dollar.” 


® “Activation of any sort will re- 
sult in an increase to some degree 
on almost any product,” he said. 
He included good package design 
and shelf position as examples. 
“When the Maine sardine people 
get a retailer to stock sardines face 
out, rather than flat on the shelf, 
they usually get a 10%-12% in- 
crease doing nothing more,” he 
said. “When we add a shelf talker 
to Maine sardines after they are 
stocked face out, we usually get 
another 15%-20% increase.” 


Rick Marrus Adds 2 Accounts 

Rick Marrus Associates, New 
York, has been appointed to han- 
dle advertising and sales promo- 
tion programs for Admittance- 
Namco Corp., Farmingdale, L. I., 
manufacturer of electronic equip- 
ment, and Stoblite Co., New York, 
manufacturer of ultra-violet and 
phosphorescence equipment and 
materials. 


CBS Film Taps Howell, Adler 
John F. Howell has been ap- 
pointed account executive for na- 
tional sales of CBS Television Film 
Sales, New York. He has been with 
the syndicator for some time. This 
is a new post for CBS Film Sales. 
CBS-TV Film also has named Ed- 
ward I. Adler, formerly with Com- 
munity Club Awards, an account 
executive assigned to Colorado, 
Nebraska and Wyoming. 


‘Wall St.’ Shifts Marks 

Henry W. Marks Jr., formerly 
Cincinnati advertising representa- 
tive of the Wall Street Journal, has 


been transferred to the Journal’s 
advertising sales staff in Chicago. 
He succeeds Willard Hall, who has 
been named assistant advertising 
manager of the midwest edition, 
with headquarters in Detroit. 


Tea Assn. Elects Parker 

Edward C. Parker, president of 
Tetley Tea Co., has been elected 
president of the Tea Assn. of the 
U.S.A. He was formerly vp and 
treasurer of the association. Other 
officers elected include: R. Edward 
Liptrott, Salada Tea Co., vp, and 
P. C. Irwin Jr., Irwin-Harrisons- 
Whitney, treasurer. 


AGA Buys ‘Playhouse 90’ 

American Gas Assn., New York, 
will sponsor a half-hour of “Play- 
house 90” (CBS-TV) on alter- 
nate weeks starting Jan. 10. Len- 
nen & Newell is the agency. This 
leaves one alternate half-hour still 
open on the 90-minute weekly 
drama. 


Flex-Let to Ehrlich, Neuwirth 

Flex-Let Corp., Providence, R.I., 
manufacturer of wristwatch bands, 
has appointed Ehrlich, Neuwirth 
& Sobo, New York, to handle its 
advertising. Ben Sackheim Inc. is 
the previous agency. 
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AMERICA’S FINEST PHOTOENGRAVING PLANT 


FOR LETTERPRESS AND GRAVURE 


R-CENTURY OF 


PERIENCE 


supports our specialization in gravure for national advertising. 
Many of America’s most distinguished color advertisements, includ- 
ing some of the first multi-page color advertisements, have passed 
through our plant during the past twenty-five years. Lessons learned 
from color photoengraving for letterpress, such as the matching of 
plates to publication stocks, inks, and running conditions, apply 
equally to gravure. We know these problems so well that, when we 
set up our Gravure Division, we decided to specialize in making and 
proving positives for national advertising reproduction. We now 


offer to advertisers, agencies, and publishers the highest quality of 
color reproduction in gravure based upon specialized experience 


and facilities. 


COLLINS, ~ 
MILLER & 


When you think of gravure for national advertising, think of C M & H 


HUTCHINGS, INC. 


333 West Lake Street at Wacker D 


moe 


eo 


ounding further ahead... 


Journal advertising revenue is at an all-time high-over $21,000,000 for 
the first 10 months of 1956." This is 30% higher than the second women’s 
magazine ...nearly 50% higher than the third. 
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> > >THE WORLD’S LARGEST WOMEN’S MAGAZINE october circvietion: 5,291,000 (Pub. Est.) 
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Parsons, Friedmann Names The agency has been appointed 
Daly: Adds Two Accounts |to handle advertising for two new 

Parsons, Friedmann & Central accounts. They are American In- 
Advertising Agency, Boston, has dustries, Dorchester, Mass., paper 
appointed Robert Daly, formerly converter, and E. E. Norbert Co., 
assistant advertising manager of Boston, mail order pharmaceuti- 
Tracerlab Inc., to its creative staff. | cals. 


ONLY FORT WAYNE NEWSPAPERS 
COVER THE FORT WAYNE MARKET 


| wene’s ¢ PROOF RETAIL 
oe METRO. TRADING 
CITY ZONE AREA ZONE 
43,212 Homes 54,818 Homes 136,821 Homes 
Merning.. 59.1% Merning ..56.8 % Merning. . 46.8 % 
Evening...92.3% | Evening...91.6% Evening... 56.6% 
Sunday ...866.9% | Sunday ...85.6% Sunday ...71,.2% 
All figures cumulative. ABC 12-31-55 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News-Sentinel * THE JOURNAL GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicego—Detroit—Sen Francisco 
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Use ‘Explosion’ Ads to Produce 


(Continued from Page 2) 
Peter Pan show and Alcoa’s one- 
day saturation drive which reached 
some 25,000,000 viewers, as well 
as Chrysler’s multi-page Life ad to 
show its 1957 line. 


® One of the most important ef- 
fects of “explosion advertising,” he 
argued, is its effect on company 
salesmen, distributors and retail- 
ers. Salesmen traditionally are 
cool to company advertising, in 
part, he theorized, “because to 
come right out and say it’s good 
would be a reflection on their own 
barehanded efforts in moving 


goods.” 
Explosion advertising doesn’t 
lleave salesmen  speechless—‘‘no 


good salesman is ever speechless” 
—but “it gets them to stand up 
and cheer...they get excited... 


‘Marketquake’: NBC-TV's McFadyen 


they talk about it—just like people 
... They sell more, period,” he 
said. 

Mr. McFadyen thinks television, 
naturally, is the prime vehicle for 
this kind of advertising, because, 
he said: , 

e It is synonymous with sales- 
manship. 

e It works on the captive audi- 
ence principle. 

e It has a humanized, personal- 
ized delivery. 

e It is highly exploitable. 

e It is more and more flexible. 


® As examples of television’s flex- 
ibility, he cited North American 
Philips, which put half its total 
advertising budget into three big 
tv shows, sponsoring NBC’s “Proj- 


WOODiawo-TV 0 (BI) Linlloy/ 


Here's the business end of a high-powered motoring market you may be 


missing . . 


oil and automotive products. Western Michigan motorists are YOURS .. . 
when you buy WOOD-TV, Grand Rapids’ only television station . . . the 
country’s 18th television market. Ask us to tell you more! 


WOOD =TV e222: 


NBC BASIC; ABC SUPPLEMENTARY @¢ 


GRANODOWOOD BROADCASTING COMPANY * 


AND TV. INDIANAPOLIS; WFOF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ 
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. currently wheeling along at the rate of $514-million for gas, 


MUSKEGON 
®@ GRAND R 


ASSOCIATES: WFBM-AM 
REPRESENTED BY KATZ AGENCY 


Lda . 


ExTrRAS—Squirt Co., Sherman Oaks, 
Cal., has made these Christmas 
display pieces available to 300 
Squirt bottlers around the country. 
The full-color carton riders can be 
used in a variety of ways. 


ect 20,” hour-long broadcasts. This 
was “Norelco’s way of competing 
with the bigger boys and gaining 
peak attention with carefully 
planned, big-time tactics... they 
tell us it’s worked beautifully for 
them,” he said. 

Another example was Breast o’ 
Chicken tuna, also bucking bigger 
brands, which will put its major 
effort and money into “all-out, 
event-type advertising via periodic 
major programming on the na- 
tional network in 1957.” 

The same thing can be done lo- 
cally, said Mr. McFadyen, citing 
the fact that in New Orleans there 
are newspapers with r.o.p color, 
ten radio stations and tv, in color. 

“As for the necessary budget for 
the spectacular approach, I sug- 
gest you shift your thinking away 
from traditional small space regu- 
larity and conserve some of that 
|money for the big smash— 
properly exploited before and 
after. 


“For monetary reasons you may 
| want to get together on a joint ba- 
|sis with a compatible advertiser 
|and make a tandem splash. More 
and more of this has come on the 
|scene. If the budget just won't 
| cover your local explosion plans, if 
an extra appropriation is neces- 
sary, fight to get it.” 

Advertisers need to set off a 
“marketquake,” he summed up, 
contending that “advertising ti- 
midity will get you nowhere in the 
competition for sales and public 
attention these days.” 


Nine Food Producers Deny 
Charges of Unfair Promotion 

Nine major food producers have 
denied FTC charges they used ra- 
dio and tv in-store merchandising 
deals to give illegal promotion 
benefits to favored food and drug 
chains. FTC’s complaints issued 
last July hinged on the fact that 
networks gave free spots to chains 
in exchange for in-store space 
which chains provided for network 
advertisers. 

In individual replies the nine 
companies admitted they were 
awate in store space would be 
provided, but they denied they 
purchased time in order to make it 
possible for chains to get free 
spots. Advertisers involved are 
Groveton Paper Co., Pepsi-Cola 
Co., Coca-Cola Co., Sunkist Grow- 
ers, General Foods Corp., Sun- 
shine Biscuit Inc., Piel Bros., Hud- 
son Pulp & Paper Corp. and P. 
Lorillard Co. 


Lewin, Williams Names Two 
Shirley Tucker, an account 
executive at Lewin, Williams & 
Saylor, New York, has been pro- 
moted to director of fashion ac- 
counts. Mary Jane Ricker, former- 
ly merchandise editor of Glamour, 
has joined the agency’s fashion 
department as a senior member. 


‘Cotton Journal’ Names Aikin 

The Cotton Trade Journal, 
Memphis, has appointed William 
S. Aikin, Chicago, its midwestern 
representative. 
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SELL MORE 


heavier advertising effort is necessary in the 3 concentrated In addition, the finest Rotoegravure and Colorgravure repre- — 
city and suburban areas of New York, Chicago and Philadelphia duction in the FIRST Sections of the FIRST Newspapers of the 
| — which account for 18% of all U. S. Retail Sales— because in FIRST 3 Cities of the United States assures you maximum pack- 
these areas the family coverage of General Magazines, Syndi- age and product EYEdentification. 


cated Sunday Supplements, Radio and TV thins out. In these To make your advertising sell more where more is sold .. . it’s 
far-above-average markets there is no substitute for FIRST 3 FIRST 3 FIRST! 
MARKETS’ solid 62% COVERAGE of all families. Circulation in excess of 6,000,000. 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Zlowe Co. Applied Marketing Skill to Self; 
Then Revised Operation in Its Own ‘Market’ 


New York, Nov. 13—This is the| the discussion of two basic prob- 
story of how the Zlowe Co., a/lems. 
relatively small agency, instituted © In the face of the 

growing com- 
sles development service for S| plexity of marketing today, how 

; . jcan a small advertising agency 
pron age in the promotion | gain a competitive advantage by 
of is own business. means of sales development and 


The agency this year will have| merchandisin idance service 
billings of $2,000,000. A year ago|for clients?» 


its billings were about $1,500,000. 
Since the new sales development|® How can the solicitation tech- 
service was started in September, | "iques of the agency be improved 


four new clients have been added. |to the point where they compare 
with the promotion methods the 


agency advises clients to follow? 


In the discussions that followed 
it was brought out that Zlowe Co. 


s Last spring, Irwin Zlowe, who 
launched the agency 20 years ago, 
held a series of staff meetings for 


The whole story 


A 


in a nutshell... 


Writes Tom Santacroce, Vice-President and General Sales 
Manager, Ruppert Knickerbocker Beer: 

“There are many reasons why I have Advertising Age mailed 
to my home. The chief reason is because I want to be certain 
not to miss any of the promotional and sales ideas that are 
invariably in every issue. At home I can fine-tooth comb the 
issues from page one to the last page and know that I haven't 


missed anything of importance to me. It is impossible to do 
this with a copy that is mailed to the office; unless you nail 


it down, someone else borrows it for keeps. 
“This is the whole story in a nutshell.” 


What about you? Are you a lender or borrower of office 
copies of AA? Are you certain you are not missing some 
of the sales ideas Mr. Santacroce refers to? Why take a 
chance? Mail the coupon below—and have AA waiting for 
you at your home every Monday evening. You'll be glad 


FREE HANDBOOK 


ADVERTISING AGE, Dept. 820, 200 East Iilinols Street, 
Chicago 11, Il. 


Please enter my 1-year (52 issues) subscription to Advertising 


consultation among key people 


Milton Sutton, creative director; 
Mann, media director, and Peter 


had a high degree of creative 
strength to offer clients. Its cam- 
paigns had received quite a little 
recognition in the advertising 
press. It was a member of the 
American Assn. of Advertising 
Agencies. It had won important 
prizes in competitions sponsored 
by Associated Business Publica- 
tions, and it was regularly repre- 
sented at the Art Directors Club 
shows. 
Its satisfactory servicing of ac- 
counts was attested by the fact 
that many clients had been with 
the agency 10, 15 and 20 years. 
Personnel turnover was low. 


2 But current conditions, Mr. 
Zlowe believed, called for adding 
a new dimension to the agency’s 


With the concurrence of the 
staff, Mr. Zlowe, in August, in- 
vited Peter Ripps, formerly asso- 
ciate director of merchandising at 
Foote, Cone & Belding, to join the 
Zlowe Co. as director of merchan- 
dising. 
Mr. Ripps had a reputation for 
being able to improve sales and 
profits in a variety of fields. He 
aad been a merchandising execu- 
tive with Abraham & Straus, 
Brooklyn department store. Dur- 
ing the war he learned a lot about 
manufacturers’ pricing problems 
as an official of the Office of Price 
Administration. This knowledge he 
later put to good use as an in- 
dependent marketing specialist 
and later with FC&B. 

As his first assignment at Zlowe, 
Mr. Ripps was asked to make a 
detailed study of the agency, its 
“product,” its “market” and its 
“sales” operation. 

After surveying the field, he 
concluded that there was definite 
need for an advertising agency in 
the limited budget field—that is 
for clients with budgets ranging 
from $50,000 to $350,000 a year. 
He recommended that the agency 
be geared to render the close, per- 
sonalized service that this type of 
advertiser wants. 


s “This means,” Mr. Ripps said, 
“that the agency should act as an 
extension of the client’s own ad- 
vertising department—always on 
tap for big decisions and small de- 
tails, from preparation of a net- 
work television commercial to fol- 
lowing through on a salesman’s 
advance card. 

“It should have the creative 
spark to come up with fresh, con- 
versation-making ideas, a fresh 


STAFF MEETING—Studying a client’s marketing problems calls for 


group shown here (I. to r.): Leonard Spring, account executive; 


Advertising Age, November 19, 1956 


likely to find in any but the big 
agencies.” 

Mr. Ripps’ survey confirmed that 
|merchandising advice from an 
|agency is far more important to 
|the small advertiser than to the 
| large one. The explanation is that 
|the smaller organization does not 
have the personnel, the capital or 
the consumer promotion budget to 
| handle the job alone. 


® On the basis of Mr. Ripps’ sur- 
vey and recommendations, Zlowe 
| developed a new selling story of 
its own. Essentially this boils 
|down, of course, to providing a 
client with creative advertising, 
| directed at specific marketing ob- 
|jectives which will lead to added 
sales and profits for him. 

It was found relatively easy to 
demonstrate the quality of the 
agency’s art and copy with a 
number of successful campaigns 
in a variety of fields—from air 
‘conditioning to yogurt—plus testi- 
|monials from clients and clippings 
ance that the advertiser might from advertising publications. 
need, but which he would be un-! But it was much more difficult 


in the Zlowe Co. Representative 


Irwin Zlowe, president; Pauline 
Ripps, director of merchandising. 


UNMISTAKABLE 
PRODUCT IDENTIFICATION 


... is often the keynote to a successful 


advertisement. 


Through cautious analysis of art followed 
by a few expert engraving tricks, 
delicate details of packaging or product 


can be realistically reproduced. 


Our job: Selling at the point of impression 


HUTCHINGS & MELVILLE Inc. 


_. = 


4043 North Ravenswood Avenue 
Chicago 13, Illinois Eastgate 7-9220 


Klimsch Color Camera for 
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approach to the client’s problems 


Age at the regular $3 rate and send me FREE « copy of POINT 
and, more important, new con- 


OF SALE REPORT BY LEADING ADVERTISERS. 
cepts in areas unfamiliar to the 


My Name hes client. These can take any form, 
~ from an idea for an unusual con- 
sumer contest to a publicity angle 
calculated to get the advertiser 


precise separations 
4-Color Proofing Presses 


Eicompany “ress | 
talked about throughout the trade. 
tty Zone__ State || “Finally,” Mr. Ripps said, “the 
C $3 enclosed C Bill me CO Bill Company ‘4 agency should be equipped to pro- 
- - vide the type of sound merchan- 


dising and sales development guid- 
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to demonstrate the quality of the 
agency’s merchandising methods. 
To do this, the rough outline of 
a marketing attack was worked 
out to show a prospective client 
what he could expect in the way 
of guidance. A “Basic Marketing 
Analysis” was developed and stud- 
ied in connection with a prospec- 
tive client’s specific problems. 

In particular, the so-called 4-P’s 
—product, pricing, packaging, pro- 
fit—were examined to determine 
the opportunities in each market- 
ing area. In the matter of pricing, 
for example, few prospective cli- 
ents thought of this factor as any- 
thing but an automatic formula. 


# But in the Zlowe marketing 
plan pricing is a dynamic element, 
more related to marketing and 
promotional considerations than to 
manufacturing problems. 

It believes consumer pricing 
should be studied in relation to 
consumer buying habits; that trade 
pricing should be studied in rela- 
tion to standard practices and 
marketing needs; and that there 
are sometimes psychological areas 
where pricing can be based on up- 
grading products. 

Similarly, packaging is evaluated 
in the light of consumer and trade 
needs; in its relationship to the 
product and the market, competi- 
tive conditions and trends; and in 
relation to integration of the pack- 
age with the client’s total market- 
ing objectives. 

Concerning profits—invariably 
a touchy subject—Zlowe recom- 
mends product, line and over-all 
marketing profit planning, plus 
procedures and controls for main- 
taining merchandise profits. 


® This new sales development 
service plan has brought four new 
accounts into the agency in the 
last couple of months. They are: 
I. Smallman & Sons, Paterson, N.J., 
manufacturer of Craftsman bill- 
folds; House of Louis Feder, New 
York manufacturer of hairpieces 
and wigs; Jacques Kreisler Mfg. 
Corp., North Bergen, N. J., maker 
of watch bands and lighters; and 
Mutual Shoe Sales Co., Maynard, 
Mass., manufacturer of women’s 
shoes. 

“Our enlightening experience of 
the past few months points a mor- 
al for agencies of all sizes,” says 
Irwin Zlowe. “In today’s market 
climate, advertising—even creative 
advertising—is not enough to pro- 
duce sharply improved sales and 
profit figures. 

“An agency must get close to 
the client’s entire marketing struc- 
ture. It cannot wait for a client 
to request this kind of guidance. 
By the time a client has developed 
even general doubts about his 
situation, it’s usually too late, so 
far as the agency is concerned. 

“For the smaller agencies, a 
merchandising service of real sta- 
ture demands capital investment,” 
Mr. Zlowe concedes. 


= “Over the course of a year this 
may run into a very substantial 
sum, but we believe it is necessary 
to insure the growth of present 
and prospective clients. 

“Most important,” he says, “if 
the agency does make this kind of 
investment, it should employ its 
new-found talent, plus its exist- 
ing creative force, to seek out a 
market for itself and set up a care- 
fully planned program to sell that 
particular market. It will work. 
We know.” 

Incidentally, Mr. Zlowe’s first 
contact with advertising, after 
graduating from New York Uni- 
versity in 1930, was as a cub ad- 
vertising salesman for Fairchild 
Publications. After a stint as ad- 
vertising manager of a short-lived 
magazine, he formed his own 
agency in 1936. 

His first two accounts are still 
with him, namely, Typhoon Air 
Conditioning Co., Brooklyn, and 
Molla Metal Furniture, Westbury, 


N. Y. During the war he served 
in the army. His wife, Florence, 
assisted by the staff he had as- 
sembled, kept the agency going 
until Mr. Zlowe was mustered out 
of service. 

The agency has grown steadily 
ever since. It has avoided special- 
ization in any one area of business, 
believing, as Mr. Zlowe expresses 
it, that “a diversified account list 
is health insurance.” 


Landers Buys Standard 
Products and Young Co. 

Landers, Frary & Clark, New 
Britain, Conn., maker of electrical 
appliances, has bought the assets 
of the Standard Products Corp. 
and its affiliate, the Everett R. 
Young Co., both of Whitman, Mass. 
Standard Products manufactures 
electric housewares; Young han- 
dles real estate and production 
matters. 


b 
Heli-Coil Names Kane 
Robert H. Kane has been ap- 
pointed advertising manager of 


Heli-Coil Corp. Danbury, Conn. Dennis Stone Joins Grant 

Dennis Stone, formerly public 
relations 
D’Arcy Advertising Co., New York, 


He had been acting advertising 
manager since last June. Before 
joining the company in 1955 he 
had been director of public rela- 
tions for Connecticut Railway & 
Lighting Co., and before that ad- 
vertising manager of General Elec- 
tric Supply Co., Bridgeport. 


WIW-TV Appoints Two 


Ronald G. Smith and Willard | | 
Dougherty have been appointed to | 


the local sales staff of WJW-TV, 
Cleveland. Mr. Dougherty former- 
ly was with WSRS, Cleveland 
Heights, WDOK, Cleveland, and 


WJW, affiliated radio station. Mr. | 


Smith previously was with WERE, 
Cleveland. 


Botany Mills Adds Jewelry 

Botany Mills, Paterson, NQ., 
has signed an agreement to ac- 
quire Joseph H. Meyer Bros. and 
associated companies of France, 
manufacturers of Richelieu pearls. 
Annual sales are estimated at $5,- 
000,000. 
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| has joined the Chicago office of 
Grant Advertising as regional pr 
account executive serving the Flo- 
rists’ Telegraph Delivery Assn. 


account executive of 


pt 


IN CANADA. ; 

more than *4rds 
F of all maior | 
goods and services. 
solid in Toronto 


ee Be RNS 


readers of the 


TORONTO 


DAILY STAR 
80 KING ST. WEST 
*SOURCE: Groneou Research Survey, 1955. 


be Sure to SELL SYRACUSE” 


AUBURN: 21.300 fam. 


ilies, with annual buying 


power of $100 million, live 
in Auburn and Cayuga Counties. 


COVERAGE: 


59 per cent of them subscribe to one 
of the Syracuse Newspapers. 


WHEN YOU THINK OF THE SYRACUSE MARKET .. . thiagmmaml 
sizeable, bustling cities that lie within the 15-counf 
the Syracuse Newspapers. Here is a big marke! .. . one 
markets of America with a total population of 399,000 families . 
power of $1.9 billion. 


There's a single, effective, economical way fo sell all this market. The 
Newspapers deliver 100% saturation coverage of metropolitan Syracuse — effec 


x's 
7 Rea aes, . 
es FS 


circulation in the 14 addifional counties. No other combination of media in the ' 


market can do a comparable job al a comparable cos! ! 


FULL COLOR AVAILABLE—DAILY AND SUNDAY 
Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


S 


“Audie Salling Research inc., 


1 Sslesifinagemens—une 1955 
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‘Sunday Post Standard. 
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.CLIP THE CLIPPER” 


nal layouts that con be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 804M Peoria, Ilinois 


CAAN Elects Two Members 

Continental Advertising Agency 
Network, a network of 15 agencies 
with offices in 24 cities in the U.S. 
and Canada, has elected Lando 
Advertising Agency, Pittsburgh, 
and Gray & Kilgore, Detroit, to 
membership. 


1327 S. Wabash 
CHICAGO. ILL 


Filmack Studios 


do the job best ! 


You get eye-stopping action... 
identification! 


Write for information on ANY kind 
of TV, theatre or industrial films! 


34) W. 44th 
NEW YORK, WY. 


This Week in Washington... 
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Business Men Abroad Fly Ist Class 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Nov. 15—When 
Americans travel abroad on busi- 
ness, they travel first class. That’s 
one of the facts uncovered by 
Commerce Department’s office of 
business economics in a study of 
overseas travel now being put to- 
gether. 

Business travel accounted for 
6% of all overseas traffic, with 
three out of four traveling first 
class and the majority showing a 
strong preference for travel by air. 
An additional 4% were combining 
business and pleasure. They, too, 
traveled first class and indicated a 
slight preference for planes over 
ships. 

All three other categories of 
travelers reported in the study also 
said they preferred air transporta- 


tion, but they usually booked tour- 
ist accommodations, regardless of 
the travel medium used. This in- 
cluded the 60% who traveled sole- 
ly for pleasure, the 27% foreign- 
born who were going abroad to 
visit relatives and the 4% who 
traveled to study, or for such rea-| 
sons as health. 

Special note: The study also 
shows that one-third of those who 
traveled for pleasure went abroad 
on “all expense conducted tours.” 


. » 
Postal Management Shift? When 
President Eisenhower gets around 
to reshuffling his cabinet for his'| 
second term, Postmaster General 
Arthur Summerfield will certainly 
be on the list of those whose re- 
placement will be considered. 
While Mr. Summerfield may 
have good personal reasons for 


Louisville’s 
BEST KNOWN FIGURE 


The WHAS-TV Channel 11 figure is Kellogg’s “Superman” 
here, and the promotion slide adds Sunday, 6:00 pm. At other 
times, he removes the cape and shows up as a dramatic 
director to promote Heinz’ “Studio 57”. 

The WHAS-TV Channel 11 figure is known at a glance, and 


morning, noon and night, he goes into Kentucky and southern 


Indiana homes to remind viewers of the outstanding programs 
on WHAS-TV. He’s a constant symbol of excellence. 
He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 


of programming of character. In Louisville) WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


Wait: 


wanting to get away from his very 
difficult job, best guesses here are 
that he will be willing to stay for 
at least one more “go ’round” in 
the postal rate wars. 

Nevertheless, there is consider- 
able speculation about the future. 
Deputy Postmaster General Maur- 
ice Stans is regarded as of cabinet- 
level quality. But politicai prece- 
dent would point to GOP National 
Chairman Leonard Hall. (Mr. 
Summerfield got the job after 
playing a key role in engineering 
the Republican Presidential cam- 
paign of 1952.) 

© + » 

TV Report Due; Another May 
Now that the election is out 
of the way, the House anti-monop- 
oly subcommittee is expected to 
buckle down to the preparation of 
a report on its recent investigation 
of tv networks. 

The staff has been busily work- 
ing up tabulations showing special 
features written into network af- 
filiation contracts with individual 
tv stations. These are to be pub- 
lished in detail for the first time, 
with complete texts of some of the 
contracts between networks and 


big-name talent. (Identifications 
of individual stars will be omit- 
ted.) 


While the anti-monopoly com- 
mittee is almost sure to publish its 
report by the end of the year, Sen. 
Warren Magnuson’s Senate com- 
merce committee is at loggerheads 
over a report on its extensive tv 
hearings. Some members think the 
committee should hold off until 
FCC’s network study group pub- 
lishes its recommendations, prob- 
ably in mid-1957. 

e . * 

We’re Growing Younger: Cen- 
sus Bureau experts have taken an- 
other look at the U. S. and have 
come up with some _ significant 
population trends. One of them is 
that an important old truism is no 
longer true: Contrary to past 
trends, the U. S. as a whole is 
getting younger rather than older. 

Though we now have nearly 
14.5 persons 65 or older in the pop- 
ulation, median age for Americans 
in 1956 is 29.9 years. This is seven 
years higher than in 1900, but it is 
below the 30.2-year age peak re- 
corded in 1950, and it is part of a 
downward trend which will con- 
tinue for a while as a result of 
recent increases in the birth rate. 

Incidentally, the bureau found 
there are now 100 women in the 
U. S. for every 98.4 men, and 18,- 
200,000 non-whites to 149,800,000 
whites. Schools had to absorb 3,- 
500,000 six-year-olds this year, 
compared with 2,600,000 who 
reached high school age (14 years) 
and 2,300,000 reaching college age 
(18 years). To get more informa- 
tion, send 10¢ to the Bureau of the 
Census, Washington 25, D. C., and 
ask for Series P-25, No. 146. 


Broadcasters Elect Schacht 

Jack Schacht, vp and general 
manager of KBET-TV, Sacramen- 
to, has been elected president of 
the California State Radio & Tele- 
vision Broadcasters Assn. Other 
new officers are George Whitney, 
vp and general manager, KFMB 
and KFMB-TV, San Diego, Ist vp; 
Loyd C. Sigman, vp, Golden West 
Broadcasters, vp for radio; Joe 
Drilling, vp and general manager, 
KJEO-TV, Fresno, vp for televi- 
sion, and J. G. Paltridge, general 
manager, KROW, Oakland, secre- 
tary-treasurer. 


Richard-Lewis Adds Two 

Cellofilm Industries, Woodridge, 
N.J., producer of nitrocellulose 
base solutions, has appointed 
Richard-Lewis, New York, to han- 
dle its advertising. Cellofilm is 
planning an extensive industrial 
advertising program. Richard- 
Lewis also has been named to han- 
dle advertising for Embossograph 
Process Co., New York, maker of 
raised printing machinery. 
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Admiral Appoints Senesac Columbia Names Goldstein 

Admiral Corp., Chicago, has ap-| Columbia Records, New York, 
pointed Joseph E. Senesac Jr. sales has appointed Herbert J. Goldstein 
promotion manager of electronics advertising and sales promotion 
products. Mr. Senesac formerly| manager of the electronics divi- 
was advertising manager of A. J. sion. He was formerly with Stuart 
Gerrard & Co., Melrose Park, IIl.|F. Louchheim Co. 
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still so undistinguished when so} 
many professional art directors are 
concerned with the design of} 
them.” 

He continued: “Moreover, if you 
study the advertising pages in a 
trade magazine, you will come to 
the conclusion that purchasing 
agents and plant managers must be 
| very strange creatures, completely 
cobson, advisory director, depart-| unlike the consumers appealed to 
ment of design, Container Corp. of | in other journals. 

America, charged yesterday. “He evidently is impressed only 

In a talk before the Chicago by stud-horse layouts. He will be- 
chapter, National Industrial Ad-| lieve nothing but exaggerated and 
vertisers Assn., Mr. Jacobson said | unsubstantiated claims. He can re- 
that from his examination of trade| member dozens of awkward and 
publications, he found that most of | uneuphonious trade names. He can 


Jacobson Hits Ads 
in Business Papers 


as Reader ‘Insults’ 


Caicaco, Nov. 13—Unoriginal 
ads and illegible typography in 
trade publications insult the in- 
telligence of readers, Egbert Ja-| 


them were no more impressive to-| distinguish between hundreds of 

day than they were before World| black and red pages. And he es- 

War I. | pecially prefers illegible typogra- 
“With few exceptions, editorial; phy.” 

| matter is poor in layout and typog- 

raphy, and the advertisements | 

lack originality, legibility and as-| 


= Mr. Jacobson said he was con- 
tinually offended by the low es- 


|sociational values,” he said. “Per- 


| teem in which this falsely stereo- 


| HANDY—This wall bottle opener is 

| being offered by Coca-Cola Co. to 

| its bottlers for sale direct by deal- 

|ers to consumers or as a coupon 

offer. Raymond Loewy designed 
the crown catcher. 


typed reader is held. “It seemed | 


haps there are good reasons for the 
to me his intelligence is insultingly | 


| editorial amateurishness, but I do} nals that provide important tech- 


nical news obviously written for a 


er? 


|mnot understand why the ads are| underestimated, especially in jour- 
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of the WORL 


ad MAHA ee e A Gourmet’s source of supply...a rich 
market in which to sell your products! 
No matter where you slice it...in the “21 Club” in New York, in 


“Galatoire’s” in New Orleans or “The Blue Fox” in San Francisco— 
you can bet that wonderful steak came from Omaha. Nothing else 


matches the quality and flavor 
Nebraska and Iowa. 


of beef corn-fed on the rich farm lands of 


Yessir, once you taste Omaha steaks, you'll understand why we’ve 
earned the title—“the Steak Capital of the World”! 


the experts pick Omahg Beef for the Best Eating... 
and Omaha's WOW-TV for the Best Selling! 


You'll find WOW-TV the advertiser's “Prime Choice” in the 
rich Omaha Market with 12 of the top 15 shows in the latest Pulse 


and 11 of the top 15 in 


ARB. For the broadcast week as a whole, 


Pulse gives the leadership again to WOW-TV in 183 quarter hours, 
against 91 for the second station. ARB, too, puts WOW-TV way 
out in front—290 quarter hours to 164! 


W-TVe. 


FRANK P. FOGARTY, Vice President and General Manager 
FRED EBENER, Commercial Manager 


IN OMAHA it's 
IN SYRACUSE it's 
IN PHOENIX it’s 


IN KANSAS CITY it's 


WOW and WOW-TV 
WHEN and WHEN-TV 
KPHO and KPHO-TV 
KCMO and KCMO-TV 


represented by BLAIR-TV, Inc. 

represented by The KATZ Agency 
represented by The KATZ Agency 
represented iby The KATZ Agency 


> 


| 
| literate audience,” he said. 


| “The purchasing agent or plant 
|manager is actually the same fel- 
‘low who reads Life and Time,” 
Mr. Jacobson said, adding that this 
reader “is not the harassed, under- 
| paid clerk in a dark corner of the 
‘plant who never thinks of any- 
|thing but nuts and bolts for the 
|machine shop. In short, he is a 
|}man not unlike the head of an 
agency copy department, and he 
/may some day become the boss of 
| his outfit. 

| “If this is true, then layout and 
‘especially copy directed at him had 
better be designed to flatter rather 
|than to offend,” he said. “Where 
| that is occasionally done, the page 
| stands out as a welcome surprise, 
|clear and strong amidst the visual 
|clangor of red and black ‘extra 
| profits’ in 72-point Franklin Bold 
| Extra Condensed. 

| “What is more, the name and 
character of the advertiser has a 
|chance of being seen and remem- 
|bered. Better layouts in the ad- 
| vertising pages would not only 
|make trade advertisements easier 
|to read and more convincing, but 
‘would improve the over-all ap- 
pearance of magazines in which 
the editorial text is lacking in 
typographic design.” 


® If an advertiser cannot afford 
to be represented to his customers 
properly, it is better not to be 
represented at all, Mr. Jacobson 
said. “If a product is worth adver- 
tising in the first place, it is worth 
presenting to the trade with all the 
care and skill available and there 
is plenty of both to go around,” 
he said. 

“I should rather have six pages 
a year exceptionaily well done in 
any magazine than 12 pages poorly 
handled,” Mr. Jacobson added. 
“Not only would no one miss the 
six left out, but the six well de- 
signed pages would have twice the 
impact.” 


Simpson, M & M Merge Sales, 
Establish Nine Oftices 

Simpson Logging Co., Seattle, 
and M & M Wood Working Co., 
Portland, have merged their ply- 
wood and door sales organizations. 
New headquarters have been es- 
tablished in Portland in the for- 
mer offices of M & M which Simp- 
son bought last summer for about 
$50,000,000. In addition, nine re- 
gional sales offices have been es- 
tablished. 

Harold Johns, formerly head of 
Simpson’s plywood and door sales 
at Shelton, Wash., has been moved 
to Portland to direct sales of ply- 
wood and doors for the combined 
organizations. Herbert Moore, ad- 
ministrative assistant in the in- 
sulating board department at 
Shelton, has been appointed mar- 
ket research supervisor of Simp- 
son. Merchandising Factors, San 
Francisco, which has handled the 
Simpson account for a number of 
years, continues as the agency. 
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Videodex Network TV Ratings Videodex eo a oe 
| Agent, will issue the new publica- 
Week of Oct. 1-7, 1956 Top Ten Spot TV Shows* tion. 
Copyright by Videodex Inc. pas Oct. 1-7, 1956 
Ronk eben (%) Copyright by Videodex Inc. USE “y 
1 $64,000 Question (Revion, 163 Cities, CBS) 32.3 No. of cities in which program Homes % of MISSOURI NEWSPAPERS 
2 | Love Lucy (General Foods, Procter & Gamble, 154 Cities, CBS) ............ 31.2 | Rank Program appears and distributor (000)+ Homest THE EASY WAY 
3 Jackie Gleason (Old Gold, Bulova, 150 Cities, CBS) .........ccccccccssessseseereeee 29.3; 1 Dr. Hudson’s Secret Journal (110 Cities, MCA-TV) ....ccccccccccesses 4017 16.1 Whether you use one or ali of 
4 Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) ..............0..... 28.9' 2 Science Fiction Theater (114 Cities, Ziv TV) c.ccccccccccccccceccecceeoee 4,188 15.2|] Missouri’s 398 newspapers it’s 
5 President Eisenhower (174 Cities, all networks) 28.4, 3 The Man Called X (109 Cities, Ziv TV) 4045 15.0 easier, faster, cheaper with Mis- 
6 George Gobel (Armour, Pet Milk, 153 Cities, NBC) 26.9| 4 1 Led Three Lives (101 Cities, Ziv TV) ...cccccccccccccccsseseceseecesesereeee 3,498 148 souri Service. 
7 Studio One (Westinghouse, 88 Cities, CBS) 25.9| 5 Highway Patrol (159 Cities, Ziv TV) 4744 (145) ONE ORDER—ONE BiLi— 
8 $64,000 Challenge (Revion, P. Lorillard, 111 Cities, CBS) 2.0.00... 25.3| 6 Badge 714 (101 Cities, NBC Film) ..........ccccccccccsccssssccecesecesceeeees 3,228 13.8) ONE CHECK 
9 Red Skelton (S. C. Johnson, Pet Milk, 77 Cities, CBS) ..........-.-cccoessseeeessvees 25.2| 7 Rosemary Clooney (65 Cities, MCA-TV) .......... 2A14 «= 13,4 | |. Send todey fer vou Wee | directory ee 
10 Climax (Chrysler Corp., 157 Cities, CBS) 25.1! 8 1 Spy (42 Cities, Guild Films) ...cnccsmennentnnentensnnsnsnns 14 23ilinna:. 
9 Crunch & Des (116 Cities, NBC-TV) . secsusisnnnnene 9159 13.11] MISSOURI PRESS SERVICE, INC. 
Rent . (000) 10 Celebrity Playhouse (72 Cities, Screen Gems) . rinphaceosejuthinabanaiees 1,916 12.8 | WALTER WILLIAMS HALL 
—_— *Programs appearing in a minimum of 20 markets. Columbia Missouri 
1 $64,000 Question (Revion, 163 Cities, CBS) ........ccccscssscssssnveessnneessneessnsvees 11,076 Ped os 4 sell te tal 
2 | Love Lucy (General Foods, Procter & Gomble, 154 Cities, CBS) ........ 10,589 | ‘Nem hemes tuned to the program. 
3 President Eisenhower (174 Cities, all metworks) ..............:cccccsseeeeeeeceeeeeeee 9,871 | tAverage ratio of the number of homes viewing the program to the number of ty 
4 _ Ed Sullivan Show (Lincoln-Mercury Dealers, 160 Cities, CBS) .................. 9,818 homes in area carrying the show, compositely weighted. 
5 Jackie Gleason (Old Gold, Bulova, 150 Cities, CBS) ...........:.cccccccccceceeeees 9,504 
6 George Gobel (Armour, Pet Milk, 153 Cities, NBC) ..........-ccccccscccsseesesesesees 8,734 ‘Interline Reporter’ to Bow bus lines, will make its appearance 
7 Climax (Chrysler Corp., 157 Cities, CBS) ...... 8442; The Interline Reporter, a new, in January, with a controlled cir- 
8 $64,000 Challenge (Revion, P. Lorillard, 111 Cities, CBS) ......0.0.000.... 7,922, monthly magazine geared toward culation of 5,000. The b&w page 
9 You Bet Your Life (DeSoto-Plymouth, 158 Cities, NBC) ...........:.ccccsecceeees 7835 passenger reservations and ticket- | rate will be $200, with four-color 
10 Phil Silvers (R. J. Reynolds, Amana, 160 Cities, CBS) 2.0.0.2... 7,782 | ing personne! of air, ship, rail and’ at $425. Travel Industry Inc., New 
R.O.P. Meet Offers EE h a 
Honors for Ads Run er e S 
October Through May 


Cuicaco, Nov. 14—A contest to. 
select outstanding run-of-paper 
color reproductions of national ads 
will be a feature of the second. 
newspaper r.o.p. color conference | 


at the Sheraton Hotel, Chicago, | 
Sept. 23-25, 1957. 
The contest will be jointly, 


sponsored by the American Assn. | 
of Newspaper Representatives, the 
Art Directors Club of Chicago 
and the Advertising Agency Pro-| 
duction Men’s Club of Chicago, 
with Editor & Publisher providing 
the awards. 

Awards will be made for the 
best printed reproduction of na- 
tional or general rate r.o.p. news- 
paper color ads placed by an ad- 
vertising agency and appearing 
between Oct. 1, 1956, and May 31, 
1957. | 
Awards will be given in each of | 
four general categories—food sub- 
jects, three colors and black; food | 
subjects, one color and black; gen-| 
eral subjects, three colors and) 
black, and general subjects, one 
color and black. In each of these, 
groups three awards will be given 
—one to newspapers with circula- | 
tions under 100,000, one to news-. 
papers with circulation between 
100,000 and 500,000 and one to. 
newspapers with circulations of | 
more than 500,000. } 

Judges of the contest will be an- 
nounced by the  conference’s | 
awards committee, composed of} 
representatives of the sponsoring 
groups, plus Editor & Publisher. 


Ralston Purina Names Hays 
Ralston Division Ad Head 
W. P. Hays, formerly assistant 
director of Chow advertising * 
Ralston Purina Co., St. Louis, has 
been advanced to advertising man-| 
ager of the com- 
pany’s Ralston) 
division, effective 
Dec. 1. 
Mr. Hays, who 
joined Ralston 
Purina in 1925) 
after three years 
on the faculty of 
the University of 
Missouri college 
of agriculture,’ 
W. P. Hays was named busi-| 
ness manager of 
the advertising department in 
1932, and was appointed to the 
Chow advertising post in 1951. 


O'Neil Joins Kudner as A.E. 
Francis O’Neil, formerly with 
Brooke, Smith, French & Dorrance, 
has joined the Detroit office of 
Kudner Agency as an account ex- 


ecutive. 


(Sells more newspapers than there are homes in Hamilton. ) 


The reason is obvious — 


Hamilton 


—The Spectator has saturation coverage of Hamilton. 


—The Spectator has the third largest retail lineage in Canada. 


—tThe Spectator reaches the buoyant and booming 


industrial payroll of Hamilton more than any other medium. 


—The Spectator’s readers . . . urban and rural... . 


believe, and act on the advertising they read in the Spectator. 


The Hamilton Spectator 


One of the Eight Southam Newspapers in Canada 


TORONTO MONTREAL GREAT BRITAIN UNITED STATES 
The Southam Newspo F. A. Smyth Cresmer & Woodward Inc. (Can. Div.) 
388 Yonge St. 1070 Bieury St. 34-40 Ludgate Hill, New York, Detroit, 
K.L. , Manoger J.C. McCague, Manager -_—- London, E.C.4, Chicago, San Francisco, 
Eng Los Angeles, Atlanta 
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NBC Sells Olympic Games 

NBC Radio’s coverage of the ’56 
Olympic games from Australia will 
be sponsored by North American | 
Philips Co., New York, on behalf | 
of its Norelco shavers. C. J. La-| 
Roche & Co., New York, is han-' 
dling. 


Only Pellagra Victim ... 


ot Pe, sae aE 
age Pe : 


. THE RALEIGH TIMES: 


Evening 


se ae 


No. 1 Salesmakers in Raleigh, N. C. 
and The “Golden Belt of the South” 


When your sales message appears in these newspapers it reaches 
a potential audience of well over 500,000 buyers in the EASTERN 
THIRD of North Carolina. It’s a market that’s on the upward swing 
—in retail, wholesale, agricultural and industrial activity. Sales 
and advertising management of expanding business and industry 
should take a close look at growing Raleigh and Eastern North 
Carolina ... and key their sales effort in the “Golden Belt's” ONLY 
Morning-Evening-Sunday papers. 


Morning & Evening—143,433 
te Evening & Sunday—153,804 
(ABC Pub. Statement 3/31/56) 


Represented by 


The Branham Company 


Adman Howells Gets Out of Business; 
Now He's Author of TV Plays About It 


But He Wishes Admen, 
Viewers Wouldn’t See 
Colleagues in His Scripts 


New York, Nov. 14—Last year, | 


|a 43-year-old Scotsman quit as 
advertising manager of the Lever 
division of Lever Bros. Since then 
his name has been turning up in 
the credits listings of television 
plays. The line usually says, “writ- 
ten by J. Harvey Howells.” 

The most recent Howells offer- 
ing was a “Robert Montgomery 
Presents” show that was titled 
“Goodbye, Gray Flannel,” a 60- 
minute examination of an adman 
who couldn’t retire(AA, Oct. 29). 
On Dec. 17, Mr. Montgomery will 
effer “The Liar,” another Howells 
creation. 

“ “The Liar’ is about a woman,” 
the author told AA today. “So it 
can’t be autobiographical. I don’t 
think there’s anyone in the entire 
thing who’s in the [ad] business.” 

“I recall,” he continued some- 
what ruefully, “what happened 
when my play ‘Lucifer’ appeared 


me if Lucifer wasn’t really Charlie 
Luckman, onetime president of 
Lever Bros. I’ve never even met 
'Mr. Luckman. 

“Other people would sidle up to 
me and say, ‘Really, that horrible 
woman in “Lucifer” can’t be your 
wife; I know Jean doesn’t drink 
‘like that.’ ” 
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“I’m not mad at anybody; I merely want to hold the mirror up to business life.” 


Mr. Howells, who speaks softly, 
with a sometimes blurry Glasgow 
burr, went on: “I’m not mad at! 


S| 
i 


Photos by Schonbrunn-Ives, New York. 


in—oh, but I’m ashamed—The Pi- 
rates of the Pyrenees.’ " 
In London, he practically 


anybody. I merely want to hold the ' starved. “I was probably the only 
mirror up to life to reflect the| person in that whole great city to 
‘problems that face us—the prob-/| have pellagra. I succeeded in sell- 
lems in my circle, which happens/ing a few vignettes to the news- 


to involve people in_ business. 
| There are certain problems inher- 
ent to business that have to be | 
faced. Some people do a better job | 
‘than others of reconciling the 
moral code with business ex- 


| igencies.” 
Mr. Howells, who has wanted to, 
work with words since he was 12, | 
has written another tv play, “The 
Briefcase,” and three more are 
now being blocked out. He’s about 
}one-fourth of the way through a 
business novel. 

He’s turned down “three good 
jobs in advertising since Lever, 
plus several first-feelers, because 
I want to write.” 

Would he never return to the ad 
business? “There is only one word 
sillier than ‘never’ and that’s ‘al- 
ways.’ Besides, I’m Scots, and I do 
not want to close the door.” 


papers. Vignettes are somewhat 
more esoteric than what you read 
in ‘Topics of the Times.’ These 
brought five shillings each; five 
bob was the pay.” 

After a year of this chancy kind 
of existence, it was back to Glas- 
gow—a destination he barely 
made. He lived the last few days 
on a cake his mother had sent. 


s A “very aborted” novel called 
“High Adventure” which he had 
written—“and it must have been 
dreadful”—was put away for sev- 
eral years. 

“Then, back in Glasgow, I teok 
it out, read it and tore it up, page 
by page,” he said. 

At this point, Mr. Howells went 
into the tailoring business. He and 
a friend launched a shop called 
The Sportings. 


on tv. For weeks I had guys asking | 


“I had my first advertising suc- 

® Born in Glasgow in May, 1912, 
Mr. Howells came to the U.S. in| 
August, 1938, because he was! 
“loose-footed.” At 26, he already 
had behind him the starts of sev-| 
eral careers. His father was a man) 
who contended that “if you’re go- 
jing to do anything in this world, 
you have to know banking.” So 
|young Howells spent a four-year | 
‘apprenticeship at a bank. 

He left the world of finance for 
a fling—at 21—at London and. 
| writing. 

He was already a writer who'd) 
written. At 12, in Glasgow’s Hill- MUrray Hill 5-3141 
head High School, he “wrote, pro- SPECIALISTS IN RADIO & TV 
'duced, directed and played the lead | gegceccceeecceoccescescos 


Soececccccccesesconees 
NEW YORK 
REPRESENTATION 
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AGENCY 


Agency Representatives, Inc. 
285 Madison Avenue 
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| play which introduced a new pro- Schaffner Boosts Marshall been made chief account execu- 
duct to company execs. The play Robert E. Marshall, who joined tive of Claude Shaffner Advertis- 
was called “Dr. Parson's 5¢ the agency in January, 1956, has ing Agency, New Haven, Conn. 


Miracle.” 


The Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manv- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 


® Mr. Howells, who now spends all 
his time writing tv plays, a novel! 
and poetry, “likes to write well as 
muich as to have written.” As for 
the tv plays, he wishes people in| 
the advertising business “would! 
quit trying to figure out who I'm! 
writing about; I’m not mad at any-| 
body.” 

Less irritating, but rather re-| 


} 
} 


a /markable, is Mr. Howells’ expe-| Write for full facts: a. 
rience with tv credit lines. “They a 
“Credit lines give people the idea for the first time that you are | give people the idea that for the 
working.” ‘first time you are working.” mf, 
if cess there,” he recalled. “We ad-| 
vertised school ties in the center 


, fold of vaudeville programs. When 
we got orders, we had the ties 
made up. We figured we could sell 
our clients other things once we got 
them on the ties. It was much more sy 
profitable to sell a suit at seven "hes 
guineas than a tie for a couple of 
shillings.” 

After more than three years of 
selling men’s clothes, Mr. Howells 
traveled to America. He went to 
Cincinnati, where he had a friend, 
y Jim Drewry, general agent for Mu- 
| tual Benefit Life. Mr. Howells tried 
' for a job on the Times-Star, but 
wound up as an insurance sales- 
man. He says now he wasn’t much 
good. “I had doorknobitis to a 
frightening degree.” 


‘ s But he did have a chance to 
write, and he turned out a play 
called “Good Property” for show- 
ing at a Mutual Benefit sales con- 
vention. It made a hit. 

He joined the Canadian Army 
when war broke out in 1939. But 
he never got out of Toronto. His 
fate was to fall off a motorcycle 


= 


In a single day, KNX reaches 

more homes in 

Metropolitan Los Angeles ? 
- than the four leading ; 

independent stations combined. 


That’s saturation! 


And KNX saturation sinks in. ot 
Your sales message is backed 
by programming i 
that demands attention: en 
drama, discussion, comedy, es 
sports, variety and news... ° 

not a lulling repetition 


“One word sillier than ‘never’ is 
‘always.’ ” 


and get a medical discharge. “I was 
4-F, so I couldn’t go to England 
and get in the army, and I was 
about as useful as a one-armed 


maker of paper flowers.” 
Finally, he wound up renting a of top tunes. ks 

house in Cincinnati with Don Gill : ; = 
(now with Street & Finney), Bill When you talk “saturation” a 

Snow and Bob Shetterly—-all then t saturation. : 
! employed by Procter & Gamble. ge 
Messrs. Snow and Shetterly are Buy KNX RADIO, 

now advertising managers at P&G. the most listened to station 


Mr. Howells went to work for that 


company in 1941 as*a marketing in Los Angeles. 
trainee. : 
“I got the job, I believe, on the Represented by 


strength of a short story called ‘To 
the Living,’ which The Saturday 
Evening Post declined to publish. 
The people at P&G liked it enough 
to take a chance on me.” 


CBS Radio Spot Sales. 


ee - 


' ® In 1946, Mr. Howells moved on 
to New York as a Standard Brands 
ad manager. Three years later he ys 
went to Ted Bates & Co. as an ac- - =: 
count exec. Next stop(1950-52) 
was as advertising manager of the 
Jelke division of Lever, then ad 
manager of the Lever division, un- 
til last year. 

“T resigned over a difference in 
policy,” he recalled. “They discon- 
tinued the advertising department 
as such and put everything under 
a merchandising department.” 

While with Lever, he wrote a 


b. " Pee 5 ; noe i : . : i 
, > , - TY Rader tae 
' "¢ 
‘ e. 
» 
¢ oes phd ee ia 
t > ee 7 , a ae —-, - rrr --rvrwoOw_——OwWV—V—Y—m—eeeeeeeee * 
Sas? See | 
a . i . 
4 ie ‘iy *, bate - bie 
a. me a 4 4 »— = 
aor ; sa - eS } 

‘ —— # 4 .% . 
' ,& le ; , ee 4 
' ae % E 4 oe 
3 i : oe me 
! er ee: ‘ ee ae \\\ : 
‘ Pr pi py. oa te \ \\ 

? ae < es + oan Ae a . ¥: egg te Be Fo ee ras a k P yt 
j : a. eee ging th es ea: s é ’ wee & : as 
be. hs <5 aed ae = ’ cae) ane. 
| 
| 
a 
| : % a 2 “a 
2 Se . ri 
4 4 eee : 
> ioe: . ‘ 
ee Pa 
. Ry : ’ 4 te 5 rid : 
“ _ as oP fa e 
2 . om , oe ee ¥ 
a , ee 
-\ . er | 
cn . - - “ “a * = ees . hk 
~ e's =, 
> ° nah 
. A ty j 
wet be.\ , er ae 
| ae ‘ 4 ey x 
5 a ee ; —— . 
B : a : % rhe ote a 
OR " ‘ ie poe 5 f rm say A yf 
- x a . ) , . . ee 
+E : = oe ‘ uy ’ 4 > = oe -% 4 ; 
i Fae ‘ F - als a 
- = a , a: eo ee 
3 ae H +. . e Be \‘o 
——— ‘ ae 
oe ae = ee a+ Ae) 
= Ne ee : e (ae I ete 
so Pe fi : 1é ae : 
¢ Se ae a fj. —- e re 
yi ——— a” 1r —— £2.39 
; ie &y oe a ae te ib yw 7 meg 4 : : 
ie Bee. ata ¥ ra Ge: fea 7 
ame ea ; i n- e 
ae 4 a ie eS ‘ 
. 2 4 ic ae oes act Lee ts 
a + on ii. | 22 
@ co a 
‘ % ey be + ne 4 
ee Fe 
q ma og" Wee cs 
q .)° 5| cee j 
Ys ae. Ce Oo ao 
oo oe ae ae 
j e an ipa 2 an 
: ia | ed 
: i : flee = Fee a 
of 4 Weil [eae 
Koes AF at po ae ae ae 
'® i : = & ; 
if Tae ; 
; } | 1 ok @ ¥ cS ‘ 
i 2 ‘ian ie = Pi ‘ 
| eu, ee re 
" a 5 
| z ee 
| tn > Ea : ee 
Pe a 
4 « 
| te - 
bead 
ae 
_ et co : ; ‘ ‘ F : =. ee ee pee a Ee 
pee 2 “ > ; inna » ‘ae a ectis ee bes Ci mai “ae fare! i oa i 7 ay ch al ose = a : ‘ ere, 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Brower Hatch H. A. Carter 
Fogwell 


ADMEN ROBIN HOODS—-BBDO and William Carter Co. 
executives got some points across at Carter’s semi- 
annual sales meeting in Virginia Beach. Carter men 
are Horace A. Carter, president and treasurer; Wil- 
liam L. Carter, vp and ad manager, and Bruce P. 


READY, ACTION—Ann Schmik, Janet Petersen and copper ad plates decorate the 12th And at right, Burnett executives inaugurate one of the twin plans conference 
floor reception room of Leo Burnett Co.’s new offices in the Prudential Bldg., Chi- rooms on the 14th floor. Shown are (starting from left) Herman Bizell, Norman 
cago. The small door on the wall to Ann’s right opens to receive pneumatic tube LeVally, Leo Burnett, Calvin Merrick, William Tyler, R. N. Heath, Draper Daniels, 
messages which are fed this way to all five Burnett-occupied floors. Center: Andrew Ed Gallagher, Warren Michaels, Bob Lins, Jerry Cowl, James Allen and DeWitt 


Armstrong, vp, carries on after the move despite the packing-box-supported desk. O’Kieffe. 


Perkins 


ANNUAL BLOOD DONORS—With admen masterminding the building drive, the Red Cross are Don Perkins, Look’s vp and ad director; Warren Fales, account executive of Nor- 
drew blood—239 pints of it—out of tenants of the Look Bldg., New York. Here, Gard- man, Craig & Kummel, and John Fox, president of Minute Maid Corp. Waiting are 
ner Cowles, president and editor of Look, lets ’er drip. The thermometered gentlemen Margaret E. Gallagher, Institute of Life Insurance, and Otto Kleppner, Kleppner head. 


Finn 


OPENER—Advertising managers of Cincinnati’s three daily news- 

papers pose with H. G. (Ted) Little, president, Campbell-Ewald Co., 

Detroit, at a cocktail party marking the formal opening of the 

agency’s Cincinnati office—the last of ten opened in cities where 

Chevrolet district sales offices are located. The ad managers are Karl 

Finn, Times-Star; Stanley Ferger, Enquirer, and William Savage, 
Post. James Defebaugh is manager of the new office. 


meee Wie Caw Shiites AUTOMATION—A handy feature of Leo Burnett Co.’s new offices in 

Chicago’s Prudential Bldg. consists of pneumatic message tubes 

Fogwell, assistant ad manager. Batten, Barton, Dur- which connect all floors. Ginger Burtis is shown using the equip- 

stine & Osborn representatives are Charles H. ment. At the right, Sharon Tansey deposits films in the dumb 

Brower, exec vp; Frank Hatch, vp; Richard Howe, _ waiter used to deliver filmed material from the 13th floor film 

vp and manager of the Boston office, and Mark library to the projection booth on the 14th floor which serves 
Tishler, account supervisor. plans conference rooms. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


“The book”’ is a trusted friend that reaches all members of the 
family —individually or collectively. 2,550,000 readers of an aver- 
age issue said they tried something or used an idea suggested 
in BH&G—4,450,000 total actions. 1,800,000 said they bought 
something shown in an article or ad—2,550,000 total purchases. 
15,500,000 people read an average issue of BH&G. One third of 
the 123,800,000 people in the U.S. 10 years of age or older read 
one or more of every twelve issues. That’s 44,150,000 Better 
Homes and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. 


4,250,000 COPIES EACH MONTH 


during the year... 


1/ of America 


3 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Washington Apple 
Drive Uses Dailies, 
Point of Sale and PR 


WENATCHEE, WasuH., Nov. 13— 
Fall promotion for Washington 
State apples will be built around 
the theme, “Tv time is apple time,” 
a combination advertising and 
merchandising program that has 
become a fixture under the Wash- 
ington State Apple Commission, 
the industry’s promotion agency. 

The promotion uses newspaper 
advertising, retail merchandising, 
and general and food page pub- 
licity. Newspaper advertising will 


(GS mime 


Marie does It 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ng, addressing, fill-in on 
pe eg letters, 
planograp ing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
wis service and fast delivery 

ALL WAbash 2-8655. 

a 


Lelte fu 
431. S. Dearborn eee | 


run in 46 markets and will be of 
two types. One is to run on food 
pages; the other on television log 
pages to suggest a Washington ap- 
ple snack to readers looking over 
the evening’s list of entertainment. | 

Retailer display kits will in- 
clude banners that suggest apples 


programs, plus a four-foot apple 
bin strip and die-cut Red Delicious | 
display: pieces. | 


® Apple advertising is financed) 
by a tax of 3¢ a box, paid by the) 
growers. Because of winter dam- 
age a year ago, this year’s crop is 
the smallest in 40 years. As a re- 
| sult, the scope of the fall program | 
has been curtailed, but heavier, 
emphasis is expected in the com- 
ing winter and spring after many 
producing areas which compete 
with Washington have shipped the 
bulk of their apples to market. 

Cole & Weber, Seattle, handles 
the account. 


Western Adds Promotion Office 

Western Air Lines has estab- 
lished a new sales promotion of- 
fice for a program of expanded 
merchandising of air travel and 
has named Mason Mallory mana- 
ger in its Los Angeles headquar- 
ters. Mr. Mallory, who has been 


| STRANI TING LITEM MOIR GOON MIN DOIODO MNO RRDUROREIIOE 


ing, low-cost housing, public 


lisher: Doubleday & Co., Inc., 


OOOO IONNEHIODIE 


NOTICE TO OUR FRIENDS 
ON MADISON AVENUE 
AND ENVIRONS 


(SUCH AS SAN FRANCISCO) 


A book you probably have heard about is the Gerard Lambert 
story, All Out of S'ep. It's a mental hotfoot from an ad man 
who did not walk with the crowd. An early reader of the 
manuscript said that Lambert would be hung in effigy in every 
ad manager's, sales rnanager’s, and art director's office in the 
country. Maybe so. We think you'll cast him in bronze. 


All Out of Sep is about business, advertising, Listerine, yacht- 


architecture, archaeology, and a number of rather famous ~ 
people. (Lambert is not a name dropper, and neither are we). : 
It's about all sorts of things that will interest you. You'll want ‘ 
to get copies today — for yourself and for your favored associ- 
ates. $4.50 at most booksellers, or write directly to the pub- 


COHEN APA IONO MORN SEEN MINI 


He RR RERE ORR 


opinion polls, Gillette razors, 


Dept. AA, Garden City, N. Y. 


Advertising Age, November 19, 1956 


Nielsen Radio 
Two Weeks Ending Oct. 6, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 


for a snack in the course of tV evyeninG, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


Homes” | 


Rank Program (000) | 
(571) 

1 RI mm OTNI, BEIT) esac cescescrsaoqrennscancesesiinndascenenntcceissentantassuenniaces j 1,333 | 
2 Two for the Money (P. Lorillard, CBS) ............ccccccseeceesessesceeeseseceees ones P 1,143 
3 Truth or Conseqbences (Participating, NBC) 1,095 | 
a People Are Funny (Participating, NBC) ............cccccccsececcesserseeeeeeneee eres . 1,048) 
5 News from NBC (Brown & Williamson, ee Ue ee 952 | 
| 6 Cee Dilrretd GD Wigeet, CG) nnn nsensnsccccccccssinccsscinscicesrsonscnsseesasecseves 905 | 
7 News from NBC (Brown & Williamson, Wed., 8:55 p.m.) 2......0....0.0000006 905 | 

| 8 I UII atdarisvasimenne ccocecscnoonsipcnemndascntanuielbblensebsneetentesesstinesty 905 | 
a rey Me CEI, CID aiecrse nc cncdnvscccnevencssccsenenancsstatsosvesnenessevnssonsnties 905. 
10 Henry J. Taylor (General Motors, NBC) ...........c.cc:ceecesssseeseseesesenereeseeseees . 857 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (667) 
1 Lowell Thomas (Delco Batteries, CBS) .............ccccccccssessecseesseeserecescesceneeeeeee 1,286 | 
2 News of the World (Miles Labs., NBC) .............ccccccccccsscessceseeseeceeseecevene 1,238 | 
3 Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS) ..........ccccccceceeseees 1,190 
| 

| 

WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,143) | 
1 World Sorice—19S6 (Gillette, MOC) ........:000..ccccccccceccescccscecccssescecssescessesessee 2,952 | 
2 Helen Trent (Standard Brands, second half, Mon. & Tues., CBS) ............ 1,857 | 
3 Helen Trent (Carter, first half, Tues. & Wed., CBS) ........ccccccccceeeccceecccreeee 1,667 | 
4 Aunt Jenny (Lever, second half, Tues. & Thurs., CBS) ......-cccccccccee 1,667 
5 Our Gal Sunday (Standard Brands, second half, Mon.-Tues.-Thurs.-Fri., 
ER SRR 2 AREAS Sg a Ae Se Rs ee OS OE 1619 

6 Aunt Jenny (Lever, Mon-Wed.-Fri., CBS) ......cccce-cccocsssssessssreesenerssseeeeceneeesene 1,571 | 
7 Young Dr. Malone (Carter, first half, Tues., CBS) 1,524 | 
8 Young Dr. Malone (Standard Brands, second half, Wed., CBS) ................ 1524) 
9 Helen Trent (Toni, first half, Tues. & Thurs., CBS) 1524) 
10 Nora Drake (Toni, first half, 1, Mon.-Tues.-Thurs., CBS) ...........c.cc00cces0e+ 1,524 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (429) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) 1,286 
2 Greatest Story Ever Told (Goodyear Tire & Rubber Co., ABC) ..........000 762 
3 Robert Trovt—News (Chevrolet, 10, CBS) re ee 714 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (762) 


1 World Series—1956 (Gillette, NBC) 
2 Galen Drake (General Foods, CBS) 
3 Gunsmoke (Liggett & Myers, CBS) 


total U. S. radio homes. 


tening one minute or more ere included. 


* Number of homes reached is based on 47,615,000, the estimated September, 1956, 


+ Homes reached during all or any part of the program, except for homes listening 
only one to five minutes. For a program of less than 10-minute duration, homes lis- 


with the company 15 years, has 
been district sales manager in Hol- 
lywood, specializing in promotion- 
al activities related to the motion 
picture, radio and tv industries. 


will handle direct mail campaigns, 
ticket office and travel agency dis- 
plays, tie-in projects and special 
promotions. Bert D. Lynn is di- 
rector of advertising and sales pro- 
motion for Western Air Lines. 


| Leed's Travelwear to Williams 
Leed’s Travelwear Corp., New 
| York, has appointed Williams Ad- 
|vertising Agency, New York, to 
|handle an expanded campaign for 
|Leed’s zippered luggage and Fair- 
|way golf bags, effective Nov. 30. 
| Hoffman-Manning currently is 
|handling the account. 


'management consultant, is offer- 


As sales promotion manager he} 
'Club, New York, starting Jan. 31. 


Otters Management Workshop 
Dunlap & Associates, Stamford 


ing a series of 10 two-hour work- 
shop sessions on manager develop- 
ment, at the Columbia University 


Further information may be ob- 
tained from Dr. Bernard J. Covner, 
workshop director, Dunlap & As- 
sociates, 429 Atlantic St., Stamford, 
Conn. 


Lodders & Associates Bows 
Richard D. Lodders, formerly 
general manager and an account 
executive of Arnold & Co., has 
opened a new agency, R. D. Lod- 
ders & Associates, with offices at 
311-12 Paramount Bldg., Denver. 
Bill Lee, Denver commercial art- 


ist, is associated with the agency. 


Skyway Names Cole & Weber 

Skyway Luggage Co., Seattle, 
manufacturer of men’s and wom- 
en’s travel goods and accessories, 
marketing in the U. S. and 33 for- 
eign countries, has appointed Cole 
& Weber, Seattle, to handle its ad- 
vertising. Formerly the account 
was handled by Carson Roberts 
Inc., Los Angeles. Other agencies 
which have handled the account 
in recent years include Botsford, 
Constantine & Gardner, Seattle; 
Don Allen & Associates, Portland; 
Spencer W. Curtis Co., Seattle, and 
J. Walter Thompson Co., Seattle. 


Olson Joins Honeywell 

Edwin B. Olson has been ap- 
pointed manager of market plan- 
ning of Minneapolis-Honeywell 
Regulator Co., Minneapolis. Mr. 
Olson was formerly with Westing- 
house Electric Corp., Chicago. 


Compton Appoints Clark 

Cory D. Clark Jr. has joined 
the Los Angeles office of Compton 
Advertising as senior account su- 
pervisor. He was formerly with 


| the cereals division of Carnation 


Co. 


Are You Fighting 
for Position on the 
Retailer’s Shelf? 


Do your products get pushed 
around . . . shoved back ... 
down and out? 
Are you skull-scratching for a 
way to move more goods at 
the retail level? 
Then read “The Fight For Po- 
sition On The Retailer’s Shelf” 
—an exclusive article in the 
December (off press Nov. 
19th) issue of ADVERTISING 
REQUIREMENTS. 
A noted package designer tells 
how intelligent labeling helps 
move more goods. 
This, plus a sparkling line-up 
of other exclusive articles on 
advertising production, pro- 
motion and merchandising, 
makes the December issue al- 
most indispensable to any ad- 
man. 
If you’re not a_ subscriber, 
start a year’s trial with the 
December issue. Clip this ad, 
attach $3, your name and ad- 
dress, and mail today. 
Your money back if not de- 
lighted with AR, a sister pub- 
lication of Advertising Age 
and Industrial Marketing. 
Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


] 


O’Mara & 


THE OMAHA WORLD-HERALD SELLS HASTINGS, NEBRASKA 


Hastings is 160 miles from Omaha . . . yet World-Herald 
coverage is a healthy 44% daily and 86% Sunday! 


Hastings is just one of 650 Nebraska and Western Iowa 
communities where the home-delivered World-Herald can 
make your sales and advertising more effective. 


Learn more about this dynami 


c growth market of 1.6 
million people with 2.3 billion dollars to spend. Contact 


bee or the National Advertising Depart- 


ment of The World-Herald. 


252,598 DAILY 


Omaha 
World-Herald 


263,674 SUNDAY 


ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
NEW YORK ® CHICAGO © DETROIT * LOS ANGELES 
SAN FRANCISCO 
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Hearst's British Magazines Prosper 
Despite Clamps on Inflation: Deems 


Two New Publications— 
‘She,’ ‘House Beautiful’— 
Are Added to Group 


New York, Nov. 14—Back from 
a three-week stay in England, 
Richard E. Deems, exec vp of 
Hearst Magazines, reports that 
3ritish advertising is booming, des- 
rite anti-inflation measures which 
re probably the most onerous in 
the world. 

The British government’s main 
nstrument in restraining consum- 
er expenditures is the purchase 
tax, a levy which increases the 
prices of many goods by as much 
Ss one-third. There are also tight 
-estrictions on instalment buying. 

Mr. Deems told AA that while 
these policies have stopped many 
manufacturers from trying to ex- 
pand their markets, the advertis- 
ng industry has been enjoying a 
healthy expansion—as the success- 
ful launching of commercial tele- 
vision last year (AA, Nov. 5) tes- 
tifies. 

The print media have had rough- 
er going this year. But Mr. Deems 


said he found the Hearst properties | 


there in good shape. 


® National Magazine Co. Ltd., 
Hearst subsidiary in Great Britain, 
recently launched two new maga- 
zines for women—She and House 
Beautiful. Both have scored, and 
Mr. Deems revealed that addition- 
al publishing ventures are now be- 
ing planned. 

William Randolph Hearst bought 
the National Magazine Co. in 1911, 
when it was publishing the old 
Nash’s Magazine. Mr. Hearst’s first 
publishing idea for Britain was the 
London Budget, a sixpenny news- 
paper patterned after American 
newspapers. Started in 1911, it 
lasted only two years. 

Nash’s Magazine went under in 
World War I, but this period also 
saw the birth of Pall Mall and 
Vanity Fair. Pall Mall has since 
passed from the publishing scene. 
Vanity Fair, however, which 
ceased publishing in World War 
II, was revived by National Maga- 
zine in 1950, and Mr. Deems re- 
ports that it has become Britain’s 
“largest-selling fashion book,” 
carrying 1,000 ad pages annually, 
with a circulation of 225,000. Van- 
ity Fair also has an Australian 
edition. 


® National Magazine's stellar per- 
former, Good Housekeeping, made 
its debut in 1922, followed by Har- 
per’s Bazaar in 1929. Mr. Hearst, 
who was an antique fancier of no 
mean proportions, added Connois- 
seur to his British stable in 1927. 
Periodical paper was rationed in 
Britain after World War II, but 
with the end of these controls in 
December, 1949, National Maga- 
zine pushed ahead. Vanity Fair 
was re-introduced in 1950; She 
and House Beautiful followed in 
1955. She (a title Hearst does not 
use in America) is a young wo- 
men’s fashion book that has at- 
tained a circulation of 250,000. It 
carried 325 advertising pages in 
its first year and will carry 430 
pages this year, according to Mr. 


Good Housekeeping is well es- 
tablished as a family magazine in 
Britain. It currently carries nearly 
1,500 ad pages annually. With a 
page rate of $1,000, based on a 
200,000 circulation, this gives GH 
an annual advertising income of 
approximately $1,500,000. 


s In Britain, as in the U.S., Hearst 
maintains the Good Housekeeping 
Institute, with its seal of approval 
for qualified products. In addition 
to periodical publishing, National 


| 
| 


Magazine is also in the book pub- 
lishing business. It recently had a 
print run of 50,000 for a new King 


|James version of the Bible. 
Mr. Deems says the British op- | 
eration is a “profitable one,” but | 


that at present dividends are not 
being remitted to the U. S. They 
are being retained in Britain for 
further expansion, he explained. 
Hearst’s British magazines are 
not copies of the American prod- 
uct: they are completely edited in 
Britain and use original material 
produced there, he pointed out. 
The managing director of National 
Magazine Co. is B. Y. McPeake, 
who has held this post since 1940. 
His father, J. Y. McPeake, held 
the same post from 1913 to 1924. 
Second in command is Kay Thom- 
as, director and general business 
manager. Miss Thomas has spent a 


‘pany. 
| 


® As a final legacy from Mr. 
Hearst, the British company has 


has 40 bedrooms, and since Mr. | 
Hearst believed strongly in a bath- | 
room for every bedchamber, it) 
jalso has 40 bathrooms. 


| Mr. Hearst was also an exponent 
of swimming pools, and Mr. Deems 


swimming pool in the British 
Isles.” 


K&E Appoints Four 
Kenyon & Eckhardt has appoint- | 
ed Alice Liddell media supervisor 


account executive in its Boston ot 
fice. Miss Liddell formerly was vp} 
and media director of Ingalls-Min- 
iter Co.; Mr. Smith previously was | 
an account executive with Harold | 
Cabot & Co. K&E also has named | 
John Moment, formerly with} 
Campbell-Ewald Co., an art di- 


| quarter of a century with the com-| 


a huge castle in Wales—St. Do-| 
nat’s. This castle, unused today, Paramount 3rd Quarter Drops 


says St. Donat’s has “the largest | 


and Richard C. Smith an assistant! 7% 


83 


rector in its Chicago office. Ed- dated net earnings for the third 
|!mond Gray, a tv producer in the quarter of 1956 at $1,742,000, equal 
‘agency’s New York office, has to 87¢ per share. This compares 
|moved to the Chicago office in the | with earnings of $2,515.000 or $1.15 
|Same capacity. |per share reported in 1955. For the 
‘nine months of 1956, consolidated 
inet earnings are estimated at $6;- 

Paramount Pictures Corp., New | 743,000, compared to 1955 figures 
York, reports estimated consoli- | of $7,680,000. 


coverage area has 


376,700 


consumer spending units 


with 
$1,339,059,000. 
total retaii sales 
(S.M. Buying Power) 


Represented By 
AVERY-KNODEL 


a ae 


The San Diego CONVAIR- 
sketched 
inary testing of the Atlas inter- 


ASTRONAUTICS PLANT, 
lopment, 


SAN DIEGO :: BIGGER 


NOW—A MAJOR ENGINEERING 
AND SCIENTIFIC RESEARCH CENTER 
FOR THE NATION 


COPLEY newspapers 


15 “Hometown” Newspapers covering 
San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


The $40,000,000 Convair-Astronautics Plant, now being 
built by Convair Division of General Dynamics Corpora- 
tion, is one of many new projects contributing to San 
Diego’s meteoric rise in the realm of engineering and 
research. 

These projects— with their thousands of highly skilled, 
highly paid engineers, technicians and production per- 
sonnel —bring new scope and prosperity to the San Diego 
economy. 

Sell this guality market — the most rapidly expanding 
on the Pacific Coast—through the saturation coverage 
offered by the San Diego Union and Evening Tribune. 
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MUGGS PLUGS—J. Fred Muggs is 
promoting a line of shoes named 
in his honor in this display poster 
for dealers. Also, a three dimen- 
sional likeness of Mr. Muggs is 
attached to each shoe. William J. 
Small Agency, Boston, is the agen- 
cy for Sherman Bros. Shoe Mfg. 
Corp. : 


Ottawa Retailers 
Climb on Trading 
Stamp Bandwagon 


Orrawa, Nov. 13—It’s getting so 
you can’t buy any food in this 
town without walking into a mess 
of trading stamps. 

Clover Farm, a chain of 40 in- 
dependent grocers operating on a 
plan similar to that of IGA, 
has taken the plunge, and although | 
they didn’t have supplies of stamps | 
on hand, they asked shoppers to 
save their food bills. The offer was 
retroactive to Oct. 18. 

The stamps that Clover Farm 
Stores distribute come from King 
Korn Stamp Co., Chicago. 

All Ottawa chains now have 
stamp plans except A&P, and they 
have only two stores in the city. 

Jack Snow, as announced re- 
cently, is accepting any type of 
trading stamp in his jewelry store 
(AA, Nov. 5). 


a Now Texaco dealers are on the 
bandwagon, handing out Gold 
Bond Co. stamps in their 27 out- 
lets in Ottawa and the district. 
Texaco used three-quarter-page 
ads to announce its plan. As with 
the food chains, they will give out 
premiums, like electric irons, shav- 
ers, percolators, food mixers and 
such in return for the stamps. In 
this case, too, one stamp will be 
given for every 10¢ purchase. 


e An interesting wrinkle in the 
Texaco deal is the question of the 
retailer’s cost of the stamp opera- 
tion. Opponents claim that stamp 
plans in food chains will result in 
increases of up to 2% in food 
prices. 

Trade sources wonder how the 
highly competitive gas and oil 
business will handle the problem. 
The cost of gas, oil and other reg- 
ular service station products can- 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
MFA. Publishing Department, 
200 Seuth 7th, Columbia, Me. 
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not ke increased, most observers |Owens-Illinois Glass Co., Toledo.|Norman Waters Adds Two 


feel. Mr. Smith was formerly a vp of 

In fact, Ottawa dealers have 
been hedging on the brink of a 
price war for nearly two years, 
with several stations offering gas 
at 1¢ to 2¢ below the regular price. 


Two Join Owens-Illinois 

Al G. Smith has been named 
press relations manager and Ken- 
neth A. Hamel has been appointed 
senior product publicity specialist 
of the glass container division of| to $1,638 from $1,456. 


do-Lucas County port authority. 


‘Live Stock’ Raises Rates 


Chicago, is raising its advertising 


| 


Beechhurst Press Inc. and Thom- 


handle their advertising. There are 
no previous agencies of record. 


National Live Stock Producer, Patten Adds Car Co. 


The Patten Co., Birmingham, 


rates effective with the February | Mich., has been appointed to han- 
issue. The per line rate goes up/dle advertising for Automotive 
from $2 to $2.25, a page increases | Conversion Corp., Birmingham, 


manufacturer of the Ford and 


Mercury Amblewagon, ambulance 
}and emergency service car conver- 


|Carl Byoir & Associates, while Mr. as Yoseloff Inc., New York book |sions sold through Ford and Mer- 
Hamel returns to O-I after six publishers, have appointed Nor- |cury dealers. 
months as pr director of the Tole-|man D. Waters & Associates to| 


‘Robertson Adds Fastener 

Robertson, Buckley & Gotsch, 
Chicago, has been appointed to 
handle advertising for Fastener 
Corp., Chicago manufacturer of 
Duo-Fast staplers, tackers and 
staples, and its C. B. Nelson divi- 
sion, manufacturer of printing ma- 
chinery, effective Jan 1. 


First in readability, fastest growing 
in total paid circulation .. . 


Here’s why 27,000 oil men 
have shown their preference 
with paid subscriptions to 


PETROLEUM WEEK 


HE phenomenal paid circulation 
Tes of ror ney Week is a 
pages of agen 08 “preference” - 

is magazine presents news 
the entire industry. 

Paid subscriptions to Petroleum Week 
now exceed 27,000. This spectacular 
and still continuing growth is conclu- 
sive proof that busy oil men recognize 
the need for a magazine which pre- 
» sents the news of the entire industry — 
succinctly, quickly, thoroughly. 
It also that oil men will pay 
money for a magazine which tells them 
what’s going on, not only in their own 
specialized held, but in other segments 
of the industry as well. Special editing 


techniques make Petroleum Week easy 
to understand by all oilmen, regardless 
of special interests. Circulation break- 
down by indus 
Petroleum Week’s acceptance, like its 
editorial coverage, is industry-wide. 

Renewal rates, reader preference 
studies provide more documentation 
of Petroleum Week's acceptance. 

Although sufficient time has not elapsed 


to calculate renewal rates according to 
ABC standards, results from mailings 


divisions proves that 


— 


In a recent sampling of reader reaction 
to Petroleum «| these two ques- 
tions were asked of 300 subscribers: 


What petroleum publication is your 
favorite now? . . . and what was your 
favorite five years ago? No magazine 
or publisher was in any way identified. 
Petroleum Week ranked “favorite” 
among. 40% of the 128 readers who 
responded — substantially more than 
any other publication. 


These tangible expressions 


on expiring subscriptions indicate that _preferen int the 

Pandouns Week has a higher renewal _— the sreeferred” bun ter ents = 
rate than any other new publicatio. _tiser who wants to reach the important 
started by McGraw-Hill. the dynamic oil 


Louis P. Myers, Francis Oil 
& Gas, Inc., Tulsa, says 
that Petroleum Week is 
doing an “outstanding - 
in providing concise but 
complete coverage of news 


important to our industry.” 


Allen Baxter, Products 
Pipeline Div., Atlantic 
Pipeline Co., Philadelphia: 
“PW has filled a heat not 
encompassed by the many 
technical publications 
available.” 


Jack Bates, Jr., President, 
Reading & Offshore 
Drilling Co., Tulsa: “In m 
business, there isn’t mu 
time for reading. PW en- 
ables me to get a complete 
resume each week of indus- 


try activity.” 


Bill Blanton, President, 
Blanton Drilling Co., Hous- 
ton. “Out of some 25 pub- 
lications which come to 
my office, PW is one of 
three which I read thor- 
oughly.” 


OIL’S MOST READABLE MAGAZINE * PETROLEUM WEEK 
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Pridgeon Joins Crandall 


Al H. Pridgeon, formerly adver-| 


tising and sales promotion man- 
ager of Stewart Co., distributor of 
Ford tractors and farm imple- 
ments, has joined the staff of 
Crandall Advertising, Dallas and 
a Worth, as an account execu- 
ve. 


‘Newark News’ Buys Buildings 
The Evening News Publishing 
Co., Newark, has bought two 


| News building, in order to provide 
room for future expansion. 
‘Better Fruit’ Names Reps 
Russell B. Smith, Chicago, John 
K. O’Donnell, New York, and Wm. 
A. Ayres Co., San Francisco, have 
been appointed advertising repre- 
sentatives of Better Fruit, a 50- 
year old publication serving the 
fruit, nut and berry growers of the 
Pacific Northwest. The magazine 
is changing its rate structure from 


buildings adjoining its Newark 


flat rate to frequency discounts. 


'MacRae’s’ Moves Office 


Hamilton Changes Name 

Hamilton Metal Products Co.,| 
Hamilton, O., manufacturer of 
Skotch Kooler, Skotch grill and 
other picnic supplies, has changed 
its corporate name to Hamilton- 
SKOTCH Corp. The company 
plans an enlargement of its line 
of products. 


MacRae’s Blue Book has moved 
its Philadelphia office to 18 W. 
Chelten Ave. 


|Normandie Boosts Kellman 


Leroy Kellman, for the past 15 
years a salesman for Normandie 


Press, New York, tag, label and | 


printed identification specialist, 
has been promoted to sales man- 
ager. 


Sackel Appoints Dunn 

Evelyn Dunn has been appointed | 
to head the copy department of 
Sackel Co., Boston. Miss Dunn was | 
formerly with Daniel F. Sullivan) 
Co., Boston. 


PETROLEU) 


—— 


The 


RAIN... 


It’s 


.. Wet 'n Wonderful 


end Goots Boor by Wet» Wendertul Teo! 


INSIDE & OUTSIDE—It had to rain 
some time in St, Joseph, Mo., M. 
K. Goetz Brewing Co. figured, and 
placed this page on a set-and-hold 
basis in the News-Press and Ga- 
zette. Sure enough, a 2%” rain 
ended a long drouth and the ad 


Houston Oil Field Material Company, 

nc. offers Directional Drilling, Fishing 
and Cutting, Electrical Well Services 
and complete stock of oil field supplies. 
Leon Singleton, Advertising Manager, 
HOMCO, uses Petroleum Week to 
inform the busy petroleum industry of 
its many diversified services. 


Eastman Chemical Products, Inc., a 
subsidiary of Eastman Kodak Com- 
ny, has a stake in the petroleum field. 
nis C. Guthrie and Robert R. 
Moore, division ad managers, use PW 
to contact three different types of buy- 
ers for Eastman gasoline additives, poly- 
ethylene waxes, and Tenite plastic pipe. 


advertisers tell why they use it 


Hercules Tool Company, Tulsa, man- 
ufactures many products for the oil 
industry. S. P. Tschappat, president, 
uses Petroleum Week to increase the 
company’s coverage of all buyers and 
potential customers, to inform them 
that Hercules products are available 
at their nearest supply store. 


How variable-speed format provides better visibility 


for your advertising in Petroleum Week 


Ss editing and ion tech- 
— for ead ceed so speed reading 
make it easy for the PW reader to go 
through the entire magazine. Reader 
trafic studies attest to this cover-to- 
cover readership, which in itself reflects 
the interest of oil men in the industry- 
wide news. 


92°%/, of PW readers (a new high) 

fy eee 
more 

laos Werk Guu Sonooy her feb 


You needn’t be an expert on “editorial 
evaluation” to make your own compar- 
ison on the question of “readability.” 
Simply take an issue of Petroleum 
Week and read through it. You'll im- 
mediately notice two things: from, 
cover to cover, you get the “gist” of 


all articles by simply reading the heavy 


reader traffic studies 


of the body type. 

ae eS oe oo 
i and straight 
in type 


5%, of PW readers read only the 
headings and bold type. 


PW readers naturally do a more thor- 
ough job of reading news about their 
own specialty, but on the average 


type sentences and paragraphs; and you 


are able to understand articles on even . 


the most technical subjects. 
This industry-wide and industry-deep 


’ readability of Petroleum Week puts 


every advertisement in every issue in 
inne stream of reader traffic. 


eg weal oe. ee 


Average reading time per issue: 

1 hour 20 minutes 

Each successive reader traffic study 
ints up that Petroleum Week's 

unique editorial service and variable 

speed format mean through-the-book 

readership and high advertising visi- 


was released. 


°eo°o 


; | HELPING 
.. HAND 


/ 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


Direct-mail users: tired 

of the old-fashioned 
“do-it-yourself” technique? 
Better investigate Lemarge 
mechanized mailing service! 
Our handy-dandy modern 
machines add up to speed, 
accuracy and economy. 


Fs 
i. %* 
THE COMPLETE 
MAILING SERVICE \ 


Market Research \ 


Mailing Lists 
Multigraphing 
Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


Addressing 
Terminal Sorting 


Scheduling & Steck 
Control 


Sales need a boost? 
We'll gladly 


| 


| 
| 
| 
| 
| 
| 


lend a helping hand. / 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
HArrison 7-1030 
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86 
P&G Is Top Television Spender in 3rd ba mg | Leading Agencies in Spot TV 
. Py ’ ’ ti h blishi Source: Rorabaugh estimates for TvB 
Quarter: Medium Dips ‘Seasonally ee ee eee mp pm a 
(Continued from Page 3) budget was less than half that for! Digest Associates, a newcomer to| 156 : 56 56 P 
for the third quarter of 1955. the preceding quarter. On the other| the top 200 spot tv list. The cur- | Ted Bates & Co. 1 1 1 
Procter & Gamble retained a|hand, the budget was up slightly) rent list includes 49 names not car- | y-conn Atiinen 3 2 2 
firm grip on first place, but its spot|for the second placer, Brown &/ried on the preceding list. tun (Seen: Ga, 5 4 3 
: Young & Rubicam 6 3 4 
. Benton & Bowles 5 5 5 
Op pot vertisers Batten, Barton, Durstine & OsbOrM ccm 7 . 6 
Dancer-Fitzgerald-Sample 4 7 7 
. J. Walter Thompson Co. 12 9 8 
Third Quarter, 1956 Lennen & Newell* a 15 9 
William Esty Co. 9 10 10 
Source: N. C. Rorabaugh estimates for Television Bureau of Advertising CAggeas ta the Gout 90 far the fret Gino tesmuee of inercese ts epet pending by 
Figures in parentheses indicate company’s rank in second quarter, 1956. Armstrong Rubber Co. Compton Advertising, which was eighth in the Ist and 2nd 
quarters, was not among the first 10 in the 3rd quarter 
Estimated — . Estimated — Estimated 
Rank Advertiser Expenditure Rank Advertiser gg ye Rank Advertiser Expenditure 
1. Procter & Gomble (1) .... $2,873,700| 86. San Francisco Brewing (171) 201 Estimated Estimated 
2. Brown & Williamson (3) .. 2,826,700| 87. Jos. E. Schlitz Brewing 9 ops qpaganmeae” 99 300) Renk Advertiser Expenditure | Rank Advertiser Expenditure 
3. General Foods Corp. (2) .. 2,440,200 Ca (BBE) crscrccreseosnrsocecevee 196,400 ~~ eng od aa 98.900| 178. S. S. K Co. (180) .... 89,500 | 192. Campbell Soup Co. (55) .. 81,200 
4. Philip Morris & Co. (6) .... 2,070,000) 88. M. K. Goetz Brewing Co. = 192,400) rel Co. (140).  97,200| 179. Pan-Am Southern Corp. .... 87,500| 193. Charles Pfizer & Co. ....... 80,600 
5. Sterling Drug (4) ...e.n- 2,040,500| 89. Sclede Tea Co. (75) ........ pieennne pe wat aan 96 200 | 180. Slenderella Int'l. (105)... 87,400| 194. C. Schmidt & Sons ........ 78,700 
6. Colgate-Palmolive Co. (5) 1,839,900} 90. Chrysler Corp. (47) ........ 189,300 it Steet trades (60 .. 96.000 | 181. Good Humor Corp. ........  86,800/ 195. Pearl Brewing Corp. ........ 78,300 
7. Lever Bros. (9) cx-s-cecsssssee 1,502,300| 91. G. Heileman Brewing 149. Renal Oreg Co. & we 94,800 | 182: Cities Service Co. sence 86,700 | 196. Wilson & CO. ..c.ccccesseseseee 77,700 
8. Carter Products (19) ........ 1,391,700 CO. (138) .-.-neseosssssnsssseeeseee 182,100 on “ seo or 94,600 | 183 BO@COR CO. erernnnneren . 86,000 | 197. West End Brewing Co. (182) 77,500 
9. Continental Boking Co. (16) 1,387,500| 92. American Bakeries Co. (127) 181,500 Bristol-Myers Co. (118) ...: 184. Stroh Brewing Co. (199) 85,100 | 198. U.S. Tobacco Co. (148)... 77,100 
10. National Biscuit Co. (7)... 1,141,900) 93. Duncan Coffee Co. (110) 178,400) 171. Greyhound Corp. (78)... 93,500! 195 nationwide Insurance Co. 84,800 199. Eavey Groceries ............ 74,800 
11. Liggett & Myers (10) ........ 1,129,800 | 94. Pharmaceuticals Inc. (93) a 172. Keebler Biscuit Co. (194) =: 93,200! 194 Eastman Kodak Co. .......  84,500| 200. Anderson Clayton & Co... 74,700 
12, sfes Subevetseien G0) =~. 1.00RA8S a sale cee on caten 173. International Cellucotton (57) 93,200) 187 international Shoe Co. .... 84,200 *includes all regional telephone companies. 
13. Bulova Watch Co. (15)... 973,000 os. (87) .... /100) 174. G. H. P. Cigar Co. .......... 92,000 | 188. Minute Maid Corp. (24) .. 83,900 | **includes Toni and Paper Mate; Toni wos 
14. Robert Hall Clothes (18)... 943,200| 97- Sealy Mattress Co. & 73,900| 22 Sunshine Biscuit Co. (99). 91-300 | 189. Standard Oil Co. (Ohio) (184) 82,200 | 35th on last report. 
15. Kellogg Co. (14) weve 917,100 dealers (103) co... 173,900 | 176. Breyer ice Cream Co. .... 91,300 | 190, Frito Co. (195) ccc Bs 82,100 tincludes Albers Milling Co. 
16. Warner-Lambert (23) ........ —— 96. eam. 173,400| 177" Pittsburgh Brewing Co... 90,200 191. American Brewery... . 81,4600 tincludes Kraft Foods Co. 
. + . .* 1 786. Bakeries ervcccccoocccscs 
a penne ee apes er shes ecibiss 99. Wm. B. Reily & Co. (154) 170,600 
bottlers (11) cevsesneeseeecee 783,900 | 100. agate Gallagher maine 
19. Corn Products Refining (28) 775,000 De LEED) ccccccccccsesssscccosscces 
20. P. Lorillard & Co. (41) .... 762,000 . Borden Co. (34) mage penne 
= te ’ a 6 whey aa ~ ne 103. Uebmann Breweries (94) 160,600 
> er ag 640,400 | 104. Phillips Petroleum Co. (125) 159,700 
oS page Tee) Gaaaee | 108: Staslalr Maficing Co. ..... 157,900 
25. Sales Builders Inc. (31) ....  531,300| 106. Kroger Co. (112) .......... 157,700 
26. Peps Cola Co. & bottlers (33) 488,800 ww. American Tobacco Co. (153) 157,700 
27. Harold F. Ritchie inc. (32) 485,800 | '08- eee = gemma ACE ae 
28. Saleine 8 Se 38) ABs cia” Nas 
30. International Latex Corp. 467,900 | '10. Seven-Up Co. & bottlers (120) 155,600 
0 eat & CON 467,100 | 111. Foremost Dairies (165) .... 155,400 
Me Charles Antell inc. (21). 467,000 112. American Safety Razor Corp. 154,400 
oo as 113. American Chicle Co. (73) 152,600 
, 114, International Salt Co. (128) 148,400 
“i a a enna pore 115. Jackson Brewing Co. (146) 147,700 
35. (12) 435,000 116. Drewrys Ltd. (117) .......... 147,200 
Revlon (12) eanennnensnrn 54) sa5000 | 117, Richfield Oi prema = 
36. Better Living Enterprises 118. Wildroot Co. (113)... 140,700 
37. Theo. Homm Brewing 417,900| 11% Regal Pale Brewing Co. (192) 139,900 
Ce (OB) ceoseremenrsoroernpenoorer 406.200 | 120: Cream of Wheat Corp. (130) 139,700 
38. Ford Motor Co. (22) ....... 3098300 | 121+ Tidewater Associated Oil Co, 136,700 
39. Anheuser-Busch (49) .. 900 | 122. Quaker Oats Co. (142)... 136,600 
40, Wesson Oil & Snow Drift (53) 399,300 123. Best Foods (111) coos 136,000 
41. Northern Paper Mills (43) 371,900) 194 jo2o6 Ruppert Brewery (161) 134,800 
42. Standard Brands (25) ...... 370,000 | 195, George Wiedemann 
43. American Home Foods (69) 362,000 Brewing (129) sssccsson- 134,400 
44, Simmons Co. & dealers (81) 360,300) 124 pine plate Foods (137)... 133,600 
45. Florida Citrus Comm. (29) 388,000 | 122+ Asoc. Hospital Service (143) 131,500 
46. Gillatig CO."* -veeeweneeesoen 200 | 128. General Cigar Co. (159) 131,000 
AT. Lae Lid. (45) csvecscccseececeseee 352,600] 199. Standard Brewing Co. (177) 129,300 
48. General Motors Corp. (13) 351,300) 139 Gunther Brewing Co. ..... 126,600 
49. Reader's Digest Assoc. ... 350,600) 13) Lewis Food Co. (109) ...... 126,500 
50. Chesebrough-Ponds (48). 350,500/ 139 Household Finance 
51. Clorox Chemical Co. ........ 348,700 ee 126,000 
Piel Bros, (60) veneer 342/100) 135, Duquesne Brewing Co. (170) 124,900 


Beechnut Packing Co. (70) 332,800 / 135 Columbia 

a 330,000 
GAP) avenerne 4 System (147) .....cccccccocoses ~ 123,400 
57. Wm. Wrigley Jr. Co. (119) 323.700) 137. taton Distributors (66) ... 122,400 
58. Carling Brewing Co. (44) 323,300! 138. Jim Clinton Clothing 


52. 
* Radio Corp. of America (39) 341,700) 134 1. calory Food Co. (200) 124,100 
55. 


: 
: 


59. Dormin Inc. (155) ........ aun 319,400 ES ee 121,600 

60. H. J. Heinz Co. (61) ecceceee 316,900 139. American Stores Co. pe 121,400 

61. Pharma-Craft Corp. ....... 311,800 | 140. Rev. Oral Roberts (152) .. 121,500 

62. Carnation Co.t (72) ve. 298,100 | 141. Walgreen Co. (172) ........ 120,700 

63. Thomas J. Lipton BRE. cccere 298,100 142. Continental Oil Co. (150) 120,700 

64. Pacific Coast Borax Co. (76) 297,300) 143. Armour & Co. (83) ........ 120,500 

65. Associated Products ...... “ 294,500 144. F&M Schaefer Brewing 

66. Benrus Watch Co. (51)... 292,800 ee . 198,800 Adding to the completeness of this coverage, WTVJ's camera 
2 perigee De 9 (36) = ayn 145, Whitehall Pharmacal Co. 118,300 crews during the past year alone, traveled to 11 States and 26 
49. Generel Electric Co. (42) 274,400 sear Co. eel ate foreign countries to gather “local” news stories affecting the 
70. Adell Chemical Co. (174) 269,600} 148 ationtic cine ce te 112300 south Florida community. 

A. pa thea Remy (82) pe 149. Peter Hand Brewery Co. —*11,700 Another plus service of Florida's first and most experienced 
73. Rath Packing Co. (104). 247,200 ahaa TED minee ion television station . . . another reason why the majority of south 
74. Me J.B. Co. (100) soececscnvve 244,400! 159 General aka Floridians watch WTVJ and continue to buy the products and 


services of its advertisers. 


75. Dr. Pepper Co. & Sy Gaia 107,000 
bottlers (106) evccceves: eeereres eee 241,900 153. w. F. McLaughlin & Co. » (136) 106,800 
76. Falstaff Brewing Corp. (63) 236,100) 154 Sardeay inc. (77) ..... 106,400 
77. Toa Council sonenensenene 234,600! 155. Frontier Foods Corp. ....... 106,400 
78. Ralston-Purina Co. (126).. 232,600! 156 Berdahi Oil Co. .......... . 104,300 
79. Armstrong Rubber Co... 231,000/ 157. Ronzoni Macaroni Co. .... 104,200 
80. Oscar Mayer & Co. (193) 230,300 158. R. E. Spriggs Co. ........... 104,100 
81. Hawley & Hoops (#8)... 225,900 159. Pilsener Brewing Co. ........ 103,000 
82. Stondard Oil Co. (Cal.) . 213,700 | 160. Interstate Bakeries Corp. —-100,100 
83. Great A & P Tea Co. (92) 208,400 | 161. Holsum Baking & 
84. Socony-Mobil Oi! Co. ($2) 207,300 bakeries (175) .....cccccesse 99,900 
85. J. A. Folger & Co. (67). 206,400! 162. Pillsbury Mills occ 99,900 
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Spot TV Expenditures by Product Classification 


eee eee ee 


BUILDING MATERIAL, EQUIP., 
FIXTURES, PAINTS 
Fixtures, Plumbing 


CLOTHING, FURNISHINGS, 
ACCESSORIES 


Third Quarter, 1956 
Footwear .......... 174,000 | 
IG vas nae bcies 62,000 
Miscellaneous ...... 7,000 
CONFECTIONS & SOFT 
BE Gow 0 oS cb5'u0 4,620,000 
Confections ........ 1,281,000 
Soft Drinks ......... 3,339,000 
CONSUMER SERVICES 2,494,000 
Dry Cleaning & Laun- 

SR 9,000 
Financial .......... 420,000 
Insurance .......... 431,000 
Medical & Dental ... 50,000 
Moving, Hauling, 

Storage .......... 60,000 
Public Utilities ..... 1,142,000 
Religious, Political, 

a a ee 213,000 
Schools & Colleges 8,000 
Miscellaneous Services 161,000 

COSMETICS & 
TOILETRIES ....... 8,950,000 
Cosmetics .......... 1,928,000 
Deodorants ......... 1,230,000 
Depilatories e@eovecses 609,000 
Hair Tonics & 

Shampoos ........ 1,705,000 
Hand and Face 

Creams, Lotions 83,000 


DENTAL PRODUCTS . 


Cold Remedies 
Headache Remedies . 


FLORIDA’S FIRST 
TELEVISION STATION 


Represented Nationally by Peters, Griffin, Weodward, Inc. 


FLORIDA’ AWARD 


RINDA “Gold Tro 
Aword 


87 


Condiments, Sauces, HOUSEHOLD, GENERAL 511,000 
Appetizers ....... . 972,000, Brooms, Brushes, 
Dairy Products ..... 1,784,000 Mops, ete, ........ 8,000 
Weenerte occ c cscs. 242,000 China, Glassware, 
Dry Foods (Flour, Crockery, Containers 4,006 
Mixes, Rice, etc.) . 719,000, Disinfectants, 
Frozen Foods ....... 1,016,000 Decdorizers ...... 82,000 
Fruits & Vegetables, Juices Fuels (Heating, etc.) 25,000 
(except frozen) ... 937,000, Insecticides, Rodenti- 
Macaroni, Noodles, GE hc civcccccces 190,000 
OR, COGE.s cine cece 340,000 Kitchen Utensils .... 7,000 
Margarine, Shortenings 946,000; Miscellaneous ...... 195,000 
Meat, Poultry & Fish 
(except frozen) ... 1,535,000) NOTIONS ...........- 162,000 
Soups (except frozen) 54,000 
Miscellaneous Foods 1,333,000) PET PRODUCTS ..... 849,000 
Food Stores ........ 1,257,000 
PUBLICATIONS ..... 484,000 
GARDEN SUPPLIES & 
EQUIPMENT ....... 38,000 SPORTING GOODS, 
BICYCLES, TOYS .. 79,000 
GASOLINE & Bicycles & Supplies . 13,000 
LUBRICANTS ...... 3,908,000; General Sporting 
Gasoline & Oil ...... 3,739,000 BE Ghia esasacs 9,000 
Oil Additives ....... 119,000; Toys & Games ...... 46,000 | 
Miscellaneous ...... 50,000 ag Ae 11,000 
HOTELS, RESORTS STATIONERY, OFFICE 
RESTAURANTS .... 73,000, EQUIPMENT ...... 23,000 
HOUSEHOLD CLEANERS, yt MSICAL 
CLEANSERS, POLISHES ‘ 
¥ - INSTRUMENTS .... 348,000 
We cideen es vee 592,000 Antennas 85,000 
Cleaners, Cleansers 254,000' podio & Television _ if 
Floor & Furniture 
Po Ww ee Sa a 6 5'6 107,000 
lishes, Waxes 196,000 Records 148,000 
Glass Cleaners ...... 7,000 Witessiieteces Me aie 8,000 
Home Dry Cleaners . a... 
Shoe Polish ......... 11,000 
’ TOBACCO PRODUCTS 
Miscellaneous Cleaners 57,000/ 5 SUPPLIES ....... 7,823,000 
aces Cigarettes .......... 7,483,000 
ee tea Cigars, Pipe, Tobacco 340,000 
HOUSEHOLD & — 542,009 
FURNISHINGS ..... 898,000 oS aia to aeemeaas 225,000 
Beds, Ma eereeeeneeeeeeenee ’ 
stresses, AS 6.6 a Gin vhs 007 0'0.6 143,000 
nn FF BR ici viicne sacs. 164,000 
Fornishings ...... 143,000 Miscellaneous ...... 10,006 
WATCHES, JEWELRY, 
nea CA .....-..- 1,637,000 
Bleaches, Starches .. 583,000, ©®meras, Accessories, 
Packaged Geese Supplies .......... 107,000 
Detergents ....... 2,384,000 Clocks & Watches ... 1,268,000 
5 ae 317,000 DOWET Sec pccceccce 39,000 
Pens & Pencils ..... 223,000 
HOUSEHOLD PAPER 
PRODUCTS ........ 1,016,000 MISCELLANEOUS ... 881,000 
Cleansing Tissues ... 391,000; Trading Stamps ..... 302,000 
Food Wraps ........ 182,000, Miscellaneous Products 245,000 
Napkins ............ 134,000| Miscellaneous Stores 334,000 
Toilet Tissue ....... 46,000 
Miscellaneous ...... 263,000' TOTAL ............ $83,863,000 


All Around Experience 


Au around experience is a prime requisite in the 
production of fine printing plates. Our management 
has had 45 years’ experience in all phases of the Graphic 
Arts Industry. We know we can give you satisfaction. 


= 


600 WEST VAN BUREN STREET 
CHICAGO 7, ILL, STate 2-5367 


| . : 
[ | = 
| ee | : 
| AGRICULTURE ......$ 278,000. Home Permanents 
Feeds, Meals ........ 218,000 & Coloring ....... 1,122,000 ast 
F Miscellaneous ...... 60,000 Perfumes, Toilet x 
; Waters, etc. ....... 175,000 . 
ALE, BEER & WINE .. 8,463,000 Razors, Blades ...... 166,000 N 
Beer & Ale ........ 8,073,000 Shaving Creams, 
f MD Wkbae ica) besos 390,000 Lotions, etc. ...... 664,000 '- 
Toilet Soaps ........ 1,088,000 
‘ AMUSEMENTS, Miscellaneous ...... 180,000 
ENTERTAINMENT . 174,000 : 
Rn 8 2,742,000 4 
AUTOMOTIVE ....... 1,827,000 Dentifrices ......... 2,250,000 
Anti-Freeze ........ 18,000 Mouthwashes ....... 322,000 mer 
{ DEE sha deses 6s 88,000 Miscellaneous ...... 170,000 e 
Cars _........._—s_ 817,000 5 
Tires & Tubes ...... 454,000 DRUG PRODUCTS ... 5,295,000 - 
j Trucks & Trailers ... 12,000 Po 70,000 - 
Miscellaneous Accessories 983,000 : 
& Supplies ....... 438,000 | Indigestion Remedies 1,510,000 
‘ Laxatives .......... 932,000 
Vitamins ........... 161,000 : 
Weight Aids ........ 271,000 Bir 
' Miscellaneous Drug = 
EY: 6 ¥6.0'p:s 0% 155,000 Products ......... 1,066,000 Mace 
Materials .......... 137,000 Drug Stores ........ 302,000 , 
{ cna Wad cada a 215,000 ; 
i Power Tools ........ 198,000 FOOD & GROCERY ey 
Miscellaneous ...... 86,000 PRODUCTS ........ 21,775,000 ’ 
Baked Goods ....... 4,169,000 ay 
1,000 Coffee, Tea & a 
Clothing ........... 1,618,000) Food Drinks ...... 4,862,000 # 
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Says Experience Is No 
Substitute for Ability 

To the Editor: A snappy salute 
to E. B. Weiss for “But Our Busi- 
ness Is Different.” 

This “experience” fetish is one) 
of the stranger bugaboos of the| 
business world. It’s also one of my | 
pet peeves, mainly because I re-| 
call so acutely the agonies of job 
hunting in those dim dear days of 
December, 1945. A freshly sepa- 
rated lieutenant-commander with 
a wife and two children, I was 
patted on the head by a long suc- 
cession of pot bellied little men 
behind big mahogany desks who 
peered myopically at my ribbons 
and clucked “Mighty fine record, 
son—but you've had no experi- 
ence.” This to a man who spent 
six liberties in Sydney! 


| 


| 
| 
| 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


The implication was that I 


ing about left-handed screw sales 
instead of zooming off around such 
play spots as Truk, Saipan, Iwo 
and Okinawa. And the final word 
was always: “A huunert and a 
quarter a month. Take it or leave 
it!” I took it, but so help me 
Mehitabel, if I ever catch myself 
looking down my nose at some 
other young applicant and mum- 
bling about “experience,” I hope 
some understanding friend will dip 
this letter is asafoetida and make 
me eat it—slowly. 

To paraphrase Gertrude Stein, 
a man is a man is a man. And a 
good man is a good man, no mat- 
ter what his background. Experi- 
ence, in short, never has been and 
never will be a substitute for abil- 
ity. The insistent demand for ex- 


, perience—specialized, narrow ex- 
| should have stood at home learn-| perience—is really the result of a 


defense mechanism. The secret 
fear being: 


damn sight easier to fill my job.” 


After all, this whole shebang) 


was started by a geezer named 
Adam. What experience did he 
have? 

W. D. Lanier, 

McGraw-Hill Publishing Co., 

Atlanta. 

P.S. That wasn’t you I was talk- 
ing about, boss. It was them guys 
before you hired me. 

* e * 


Australian Interest in 
TV Is ‘Tremendous’ 

To the Editor: I was very sur- 
prised indeed to read in, the Aug. 
20 ADVERTISING Ace your remarks 


= 


in Hawaii 


The lanai is the “outdoor living 
room” for Hawaii's families. With 
early working hours and ideal year- 

round sub-tropical weather, families spend most of 
their time—including mealtime—on the lanai. In Honolulu, 
9 out of 10 families relax in the evening on the lanai 
with the Star-Bulletin. There’s something for everyone in the 
family in the Star-Bulletin and everyone finds something in it. 
Outdoor living is another reason why the Star-Bulletin 
tops all other media in saturation of the Hawaii market. 


Hawaii’s families welcome your advertising in the... 


Honolulu Star-Bulletin 


Represented nationally by O'MARA & ORMSBEE 


New York * 


Chicago * Detroit * 


A member of the Metro Comics Network 


San. Francisco * ‘los Angeles 


“Tf experience isn’t) 
necessary, they might find it a| 


Advertising Age, November 19, 1956 


with regard to television in Aus- 
tralia, particularly where you say, 


|“Melbourne and Sydney commer- | 


cial stations have been on the air 
with test telecasts in the past few 
weeks, but public interest has been 
slight.” 

Public interest in television in 
this country has already been tre- 
mendous and the manufacturers 
are not able to keep up with the 
demand for sets. 

I feel, therefore, that this par- 
ticular information should be giv- 
en you as it is completely at vari- 
ance with the report sent by your 
correspondent on Aug. 14. 

ALAN Davis, 
Sydney, Australia. 


Editorial on Agency Case 
Pleases This Reader 

To the Editor: The advertising 
profession owes you a vote of 
thanks for that Nov. 5 editorial on 
the passing of Scheideler & Beck. 

While little has previously been 
said about it, I feel that thousands 
of agency men have felt the same 
as you, that here were some peo- 
ple who, caught in an impossible 
situation, did what seemed to them 
the right thing to do, and through 
some legal technicality were pun- 
ished for it. 

Editorials like this one are what 
makes ADVERTISING AGE more than 
a mere “trade paper.” 

WILLARD G. MYERs, 

Willard G. Myers Advertising 

Agency, Philadelphia. 

a * . 


Channel 12 Change Is 
Only a Proposal 

To the Editor: The report that 
“Santa Barbara gets Channel 12 
from deintermixed Fresno” con- 
tained in the headlines on Page 106 
of your Oct. 29 issue is somewhat 
premature. 

The story which followed made 
it clear that the removal of Chan- 
nel 12 from Fresno was only a 
proposal, but the headline was 
misleading. 

No harm done, of course, but 
some of us who own KFRE-TV, 
which operates on Channel 12, 
were startled, to say the very least. 

Pau R. BARTLETT, 

President, KFRE, Fresno, Cal. 


Remington Rand People 
to Get International Story 

To the Editor: Thank you for 
the article on Remington Rand In- 
ternational in the Oct. 29 issue of 
ADVERTISING AGE. 

We took a good deal of pleasure 
from the article and would like 
to share our enjoyment with 
our international branches. We re- 
spectfully request permission to 
reproduce the article for distribu- 
tion to Remington Rand branches, 
distributors, and personnel. 

ADVERTISING AGE, of course, will 
receive credit for the article in any 
reproduction. 

J. V. TOMMANEY, 

Advertising and Sales Promo- 

tion Assistant, Remington 

Rand International, New York. 


Loyola U. Wants to Use 
BBDO’'s Ad Illustration 

To the Editor: May we have per- 
mission to reproduce the “Brain- 
storming” cartoon in the Oct. 22 
issue of ADVERTISING AGE? It would 
be used in a little publication we 
issue four times each year. Your 
permission would be greatly ap- 
preciated. 

KENNETH B. HAAs, 

Chairman, Department of 

Marketing, College of Com- 

merce, Loyola University, Chi- 

cago. 


Cleveland Wins 

To the Editor: Credit T. P. 
Mahoney, vice-president, Regen- 
steiner Corp., Chicago printer, 
with novel “business card” in 


,making his Cleveland calls today 
(Nov. 8). 

Just before departure from Chi- 
| cago, Mahoney loaded his “sample 
|case” with extra copies of fat, 
late-edition Chicago newspapers. 
Client doors opened quickly for 
Tom in news-hungry, Guild-struck 
Cleveland, where newspaper strike 
entered second week. 

Also, credit alert Elliott H. Shu- 
maker, Detorit Free Press general 
advertising manager, who, remem- 
bering Detroit’s newspaper strike 
a year ago, is feeding copies of the 
Free Press to Cleveland advertisers 
by mail daily. 

Joe D. SINGER, 

Assistant Advertising Manag- 

er, Chesapeake & Ohio Rail- 

way, Cleveland. 


Perfex-Gruen Tie-In Called 
a ‘Natural’ for Promotion 

To the Editor: Is this a new 
twist? 

Many products feature a time- 
saving theme. But for Perfex, we 
pin it) down to “by Gruen Watch 
Time.” 

One reason: the Gruen tie-up 
adds a little glamor to the rather 
dull subject of housecleaning and, 
by association, lends a “quality 
atmosphere” to the product. 

The other obvious reason: the 
Gruen tie-up is a natural for pro- 
motion and merchandising. The 
offer of free Gruen watches is be- 
ing featured on the package and 


in store display material, as well 
as in our newspaper ads and radio 
jingles. 

We've already received so many 
thousands of letters that we've 
given away several hundred 
watches, and are extending the 
campaign. 

A lot of ad experts will probably 
criticize these ads for featuring 
so many uses for the product. The 
rule book says play up one or two 
major uses, such as windows, or 
linoleum, or woodwork. 

But Perfex is an exception to 
the rule. Tests have proved that 
the unique selling feature of this 
product is that it “cleans every- 
thing but your conscience!” 

GLEN JOCELYN, 

Creative Director, Buchanan- 

Thomas Advertising Co., Oma- 

ha. 
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Call Delayed Deliveries 
Cause of Postal Trouble 

To the Editor: In line with your 
postal service editorial in the Oct. 
29 issue of ApDveRTIsSING AcE I 
thought you would like to know 
that both the Oct. 29 and Nov. 5 
issues arrived together on Monday, 
Nov. 5. Yes, mail deliveries out 
here in East Orange and in West 
Orange, where I live, are unpre- 
dictable, too. 

From my observation I suspect 
that many delayed deliveries are 
the fault of the delivering postman. 
Complaints to the superintendent | 
of mails bring comments of sym- 
pathy but also statements which 
indicate that they are either afraid 
or unable to discipline the carriers. 
It could be that this soldiering or 
“slow down” is the result of job 
security assured by civil service or 
maybe it’s just plain bureaucratic 
inefficiency. 

How much of this bad postal ser- 
vice can be laid at this door, of 
course, is an open question. But, 
if just this one point were cor- 
rected, I feel sure it would result 
in considerable improvement in 
mail delivery. 

WILLIAM M. Prort, 

William M. Proft Associates, 

East Orange, N. J. 


° 
To the Editor: At the risk of be- 


ing accused of not knowing at any | 
given moment what day of the 
week it is anyhow, I’m going to! 
come to the defense of the be- 
damned Post Office Dept. 

We always get our mail on time. 
As a matter of fact, I feel sorry 
for those fellows who have to wait 
until Monday or Tuesday to read 
this publication. I read mine Sun- 


day night—and I don’t care if Ed 
Sullivan knows it. 

The fact that we have a second | 
class post office precludes any loss | 
of time or matter between the Post | 
Office and our door, for we go to | 
our box at the station and pick it | 
up within about 30 minutes of | 
its arrival by train. Wouldn’t this | 
suggest that perhaps if there is a 
shortcoming it isn’t at the point of | 
origin but more likely in end de- 
livery. ¥ 

This deduction is offered with- 
out charge in the hope it will give 
a starting point for any investiga- 
tion, and thus enable those so con- 
cerned to concentrate their hyper- 
tension on the area most apt to be 
responsible. 

Georce EscHBAUGH, 
George Eschbaugh Advertis- 
ing, Wilson, Kan. 


Thinks ‘S’ Should Be Added 

To the Editor: Could be that 
I’m a nit-picker, hair-splitter or 
fanatic, but it seems to me AA 
would be more careful about 
things they publish. 

Take a look at the Nov. 5 issue, 
Page 113. A boo-boo in the head- 
line! 

Should read: “...I’m one of the 
half million who reads only one 
newspaper, the Detroit Times.” 

Tsk. Tsk. 

L. Rappa, 
New York. 

Like we always say, if you’re 
gonna act like you’re right, be sure 
you are. Our vote goes to the De- 
troit Times, whose headline we be- 
lieve was correct. 


Weiss Catalog Comments 
Get Further Circulation 

To the Editor: In the Oct. 8 is- 
sue of ApverTIsING AGE, the col- 
umn by E. B. Weiss talks about 
“the retailer-imprinted Christmas 
catalog goes berserk.” 

Some of the thoughts expressed 


by Mr. Weiss are such that we! men 

would like to make sure that our | 

clients and friends read them.) 

Therefore, we would like permis-_ 3 : 4 

sion to reprint this column after | Notice the 3 

which we would mail it to perhaps White Dot ‘ 

100 to 200 men. 
May we have this permission? 

EarL SWANSON, 

Advertising Checking Bureau, 
Chicago. 


A 


Everyone 


does! 


Boost for Agency? 

To the Editor: Unknowingly, 
Burton Browne Advertising may} 
be boosting a competitor along). 
with its plane-writing boost of cli-| @ 
ent Park & Tilford’s new vodka, | 
YAR (AA, Oct. 8). , 

en what = first ye ae Pa /PRESTIGE—W. A. Sheaffer Pen Co. 
when saw e smoke-written | i ; 

YAR stretched over Chicago’s| es agente d Amt pe 
oe Ave.? It was Young And | 4pou¢ 24 magazines, four Sunday 
; A/C Don O'BRIEN supplements and tv are on the 

Associate Editor, Air Force | holiday schedule which runs from 

Recruiter, Wright-Patterson |now to mid-December. Russel M. 

Air Force Base, O. Seeds Co., Chicago, is the agency. 
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| Texas Shopping Center 
Gets ‘Biggest’ Stores 

The Meyerland Plaza shopping 
}center, Houston, on which con- 
| struction began Oct. 31, will have 
|the largest store in the South for 
each of four chains. The stores 
jare J. C. Penney & Co.; Mading’s 


»|Drug Stores, a 22-unit Houston 


chain; F. W. Woolworth Co., and 


‘| Meyer Bros., a local chain of about 


12 department stores. 


Treleaven Named A.M. 


Bg 


oratories, Silver Spring, Md., a 
division of Vitro Corp. of America. 
The agency has also been appoint- 
ed advertising counsel for the 
operations research office of Johns 
Hopkins University. 


Jacqua Adds Wolverine Gloves 

The Jaqua Co., Grand Rapids, 
Mich., has been appointed to han- 
dle all advertising for Wolver- 
ine Shoe & Tanning Corp., Rock- 
ford, Mich. Jaqua has been hand- 
ling the company’s dress shoe line 


and will now take over the work 
shoe and glove lines, formerly han- 
died by Ruthrauff & Ryan, Chi- 
cago (AA,Oct.22). 


Ray-O-Vac Boosts Battery 

Ray-O-Vac Co., Madison, Wis., 
: is promoting its new premium 
— ae of the Grand flashlight battery (with “50% 

apids Herald. more life”), the Sportsman, with 
displays coordinated with that of 
Ver Standig Adds Vitro the Sportsman flashlight. The bat- 
| M. Belmont Ver Standig Inc.,/tery design and displays were 
Washington, has been appointed to| created by Thomas Laufer & As- 
| handle advertising for Vitro Lab-| sociates, Madison. 


Thomas A. Treleaven has been 
appointed supervisor of advertis- 
ing and sales promotion of Ache- 
;son Colloids Co., Port Huron, 
|Mich., maker of colloidal disper- 
| sions. Mr. Treleaven formerly was 
with Jaqua Co., Grand Rapids, 
Mich., and before that was pro- 


We asked an ad-VP. and a sales-VP. 
and they said, 


“Tf you want 
reader interest, 
run a 
contest” 


We've taken their advice—and here goes. Complete the fol- 
lowing statement in 25 words or more. Or less. Ready? 


Now let’s see. Was your reason that you don’t see what 
ownership of stock can do for you? Then let’s look at what 
you may be missing. Stock ownership makes you part-owner 


of a company. As an owner you can share in any profits 
that may be distributed as dividends and if the company 
grows the value of your investment may also grow. While 
you work in one business, those dividends give you income 
from another ...an income that may continue after you’ve 
kissed the boss goodbye. And stock ownership may help 
you keep pace with any increase in the cost of living. 


Was your reason that you don’t have a dime left over 
after all the bills are paid and family emergencies 
provided for? An excellent reason. If that’s the case, 
you’re not ready to invest. But sometimes this is also the 
improvident man’s excuse. If you have an emergency fund 
and can put aside another $40 every three months then 
maybe you’re ready to investigate the convenient Monthly 
Investment Plan. This enables you to buy stocks by investing 
modest amounts regularly on a pay-as-you-go basis. 


Was your reason that there’s risk in buying stock? Yes 
indeed there is. Stock prices constantly fluctuate. A com- 
pany may not pay dividends and it may not grow. In fact, 
as you know so well, it may lose ground. That’s why it’s 
important not to buy on hunches, or on tips or rumors. 
Always get facts. 


Or perhaps you just think finding a good investment is 
like finding a needle in a haystack. Well, sit back and 
enjoy what’s coming. You don’t have to be an expert. A 
Member Firm of the New York Stock Exchange will. help 
you plan a sensible investment program, help you get facts 
you want, help you buy or sell securities—help you decide 
whether bonds might be a better investment for you than 
stocks. 

Here are some useful facts: 

Nine out of ten stocks on the New York Stock Exchange 
paid dividends last year, and more than 300 have paid divi- 
dends every year from 25 to 108 years. Some of them pay 
5 to 6 percent at recent prices, some are favored by finan- 
cial institutions, some have high earnings in relation to 
dividends paid (sometimes a sign of growth). You'll find 
this information—and much more—in a valuable little guide 
to common stock investment, “DIVIDENDS OVER THE YEARS.” 
Get it, free, from any nearby Member Firm of the New York 
Stock Exchange. Or if you prefer, send the coupon now. 
After you’ve answered the contest question, maybe you will 
find you've been missing a good opportunity to put your 
money to work. Why not cail on a Member Firm of the 
Exchange and look into this further. 


Own your share of American business 


Members 
New York Stock Exchange 


For offices of Members nearest you, look under New York Stock Exchange 
in the stock broker section of your classified telephone directory. 


i a RN rt eee ee 


! Send for free booklets —“DIVIDENDS OVER THE YEARS—a basic 
! guide for common stock investment” and “$40—and I’m an 
Owner of Common Stocks.” Mail to your local Member Firm 
of the Stock Exchange, or to New York Stock Exchange, 
Dept. R-196, P. O. Box 252, New York 5, N. Y. 
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youthful 65. He got into anvati- Mr. Gebhardt was born in 
ing at the ripe, young age of 15'Frankenhausen, Germany, and 
and has loved every minute of it. came to Chicago with his family 
“I have eaten, slept and drunk when he was six months old. His 
nothing but advertising these 50 father was a bootmaker by trade, 
years,” he says. |but when he came to this coun- 


You Ought toKnow . . £.A.Gebhardt 


Ernest Albert (Geb) Gebhardt,| chairman of Marsteller, Rickard, 
the genial, soft-spoken board! Gebhardt & Reed Inc., is a very 


| | & 
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; > . 
: How to give an ad a happy ending 
: Of course you want your clients’ ads to 2. The Yellow Pages emblem (lower 
: _ have stopper illustrations and copy that te faving : yon gy Vind eae 
e sings while it sells. nearest dealer in the Yellow Pages.” 
> Butdotheads complete the sales jobby | Trade Mark Service and the Yellow 
: sending prospects to your clients’ local © Pages emblem help make more sales 
¢ dealers? They will, if your clients use... through your clients’ advertising - — by 
. telling readers “Where to buy it.” 
1. Trade Mark Service in the Yell , 
Find Your Pages of telephone directories to tel. Ndeed, a happy ending for any adver- 
fener ee’ Paster your prospects “Where to buy.” tising program. 
n 2 
Yellow Pages 
Se Art work of YELLOW PAGES emblem for use in print and TV advertising is available 


from the Trade Mark Service Representative at your Bell telephone business office. 


“Our company was forced into the agency business. We were losing a lot of business because we couldn’t place ads for our art and engraving customers.” 


try he went into the retail shoe 
and men’s furnishings business. 
Geb’s formal education ended 
after two years of high school, ex- 
cept for several courses taken at 
night schools, and he went to work 
as a stock clerk for a wholesale 
shoe house. This job lasted only 
a few months; then he landed a 
job with the Commercial Art En- 
graving Co., forerunner of the 
present Marsteller organization, as 
an apprentice in the art depart- 
ment—at a salary of $1 a week. 


s “It’s funny how I got started in 
advertising,” he relates. “I took a 
mechanical drawing course in high 
school. As a result of this, my 
mother decided that I had talent in 
art. She knew the art director of 
the company, arranged for an in- 
terview for me and I was hired.” 

The art career lasted about 18 
months. Geb was asked to sell 
artwork and engravings on a trial 
basis, even though he was opposed 
to leaving the art department. Four 
months after he started selling, he 
landed a big order through a tip 
from a former school chum, and 
any dreams he had about being an 
artist were definitely ended. 

In 1921, the Commercial Art En- 
graving Co. set up an advertising 
placing division—its first venture 
as an agency. Geb went into the 
agency end of the company, spe- 
cializing in selling and contact 
work. The name of the new divi- 


“Mother decided I had talent in 
art.” 


sion was changed five years later 
to the Commercial Advertising 
Agency, and it was operated as a 
completely separate company. Geb 
served as president of the agency. 
In 1937, the two companies were 
consolidated into one company— 
the Commercial Advertising Agen- 
cy. In 1942, the company name 
was again changed to Gebhardt & 
Brockson following the retirement 
of Maurice Blink, company found- 
er. W. I. Brockson died in 1948. 
William Marsteller joined the 
company as a stockholder in 1951. 
The company then purchased the 
Pittsburgh branch office of Mc- 
Carty Co., a Los Angeles agency. 
Rodney Reed, manager of the 
branch office, became a principal 
and the agency’s name was 


changed to Marsteller, Gebhardt & 
Reed. The agency got its present 
name in January, 1955, when it 
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merged with Rickard & Co., New! 
York. 


® Geb likes to think that he was | 
one of the factors responsible for | 
the growth and development of the | 
Clark Equipment Co., Buchanan, | 
Mich. The company, which makes 
automotive components, industrial | 
trucks and tractors and construc-| 
tion machinery, has increased its! 
sales from $25,000,000 to $150,000,- | 
000 during the period that Mr. 
Gebhardt has supervised the com- 
pany’s advertising. He has worked 
closely with the company and its 
advertising since 1918, and the 
agency still has the account. 

Among the many changes that 
have taken place in advertising in 
the last 50 years, Mr. Gebhardt 
says, the most significant are 
the development of industrial ad- 
vertising and industrial agencies 
and the changes in ad copy and 
art. 

“Our company was forced into 
the agency business,” he says. “We 
were losing a lot of business, be- 
cause we could not place ads for 
our art and engraving customers. 
Catalog-style ads, complete with 


“When quitting time comes, they 
forget...” 


hard-boiled copy, which were pop- 
ular in the old days, are almost 
non-existent today. Industrial ad- 
vertising today must have a theme. 
Research in advertising is more 
widely used and more important 
today than it was in the past.” 

The most valuable asset that a 
person desiring to enter the ad 
business can have is the ability 
to write, according to Mr. Geb- 
hardt, who has never been a copy- 
writer. 

“Learn to write and express 
yourself, and many doors will open | 
to you,” he says. “Good copywrit- 
ers are always in great demand, 
and there always seems to be a 
shortage of them.” 

He urges young people to work 
hard at advertising. “That’s the 
trouble with many young men to- 
day,” Geb ventured. “When quit- 
ting time comes they forget about 
their jobs. They don’t plan their 
work and campaigns ahead. More 
of them should take work home 
with them from the office.” 


s Contrary to the popular concept 
of an adman as a victim of ulcers, 
bad heart and high blood pres- 
sure, Geb is in excellent health 
and has never been ill. He relaxes 
by reading extensively and watch- 
ing some shows (“not the corny 
ones”) on television. During the 
spring and summer months, he 
spends most of his spare time 
swimming and boating (he owns a 
speedboat) at his cottage in Sister 
Lakes, Mich. He currently is 
building a home there that he de- 
signed himself. 

In recent years, Geb has traveled 
extensively with his wife, Marie. 
“We try to visit Mexico at least 
once a year, and we also have trav- 
eled throughout the U.S. and to 
the Caribbean,” he says. They 
have three children: Tom, a junior 
at DePauw University, who wants 
to be an advertising man; Shirley, 
who works in the sales promotion 


department of Harcourt Brace Co., 
Chicago book publisher, and Mrs. 
Lois Hillon. 

What about his future and that 
of the agency? 

“Our agency is just starting to 
grow and already has expanded 
much faster than any of us ever 
deemed possible,” he says. “For 
example, our billings have in- 
creased more than seven times 
since 1951. I feel that the agency 
has a tremendous potential.” 

Geb has no retirement plans 
and hasn’t given the subject much 
thought. “As long as I feel good 
and feel that I am being of some 
service to the agency, I will con- 
tinue to work,” he says. 
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Sherman Advances Beckman Manager. Mr. Olds formerly was) Fairfax Agency Moves 


Sherman Products Inc., Royal 
Oak, Mich., has advanced William 
F. Beckman to the new post of vp 
and director of marketing. Mr. 
Beckman, who has been vp and 
director of sales since 1954, will 
handle additional duties including 
supervision of a new division de- 
signed to expand Sherman Prod- 
ucts operations in the industrial, 
commercial and farm equipment 
markets. 


U.S. Chemical Names Olds 
U.S. Chemical Milling Corp., 

Manhattan Beach, Cal., has ap- 

pointed Mac L. Olds advertising 


}an account executive with Pacific 
National Advertising Agency and 
assistant merchandising director of 
Douglas Fir Plywood Assn., Taco- 
ma. 


¢ 


Booz, Allen Moves Ottice 

Booz, Allen & Hamilton, man- 
agement consultant, has moved its 
Los Angeles office to larger quar- 
ters in the Superior Oil Bldg. 


Swink Elects McNoldy VP 
James McNoldy, copy director of 
Howard Swink Advertising Agen- 
cy, Marion, O., has been elected 
vp in charge of copy and plans. 


Fairfax Inc., New York, has 
moved to larger quarters at 270 
Madison Ave. 


singularly different ... 
Masonry Building's over 20,000 
paid subscribers are among a 
speci tized high buying power 
segment of the buliding industry 
who read MB becauee MB atone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Ad men in a “type” spot like this Superior Service. We can give you 
what you've got to have because we have the type* you want... ali sizes and shapes to take care 
of those ad deadline emergencies. 


...call SUperior 7-7070 


* Write on your leterheod for o FREE copy 
of the all-new 200-page book of type foces 


available ot Superior. 


DAY @ ve 


AD TYPOGRAPHERS + LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO., 215 W. SUPERIOR ST., CHICAGO 10 
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Bohan Joins McCarty Co. 


Rosemarie Bohan, formerly me- 
dia director of Lester Harrison 
Inc., has joined McCarty Co., New 
York, in a similar capacity. 


A GREAT Little PREMIUM! 


= 


Safe for Pocket or Purse! 


EVERYBODY can use it . . . Ideal for 
sales will. 


pact — attractive a ample 
space for imprinting name or trademark. 
Ask for FREE Sample, Prices, and 
Details about Ad Card Distribution 
Method. 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 
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‘Madison Ave.’ 
Myth Must Go, 
Says MacDonald 


San Francisco, Nov. 13—An 
agency executive pointed to an in- 
dustry-wide public relations job in 
cleaning up the growing “Madison 
Ave.” image of advertising “as a 
symbol of something undesirable— 
almost as a synonym for opportun- 
ism and insincerity.” 

Rod MacDonald, vp and media 
director, Guild, Bascom & Bonfigli, 
issued the call as part of a critique 
of broadcaster-agency relations de- 
livered last week at a meeting of 
the California Radio & Television 
Broadcasters Assn. In a far-rang- 
ing talk, Mr. MacDonald also: 


e Complained about “ethical 
breaches” in the selling of time, 
and especially about irresponsible 
program preemptions on the part 
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COFFEE AND—In its first major outdoor campaign, Griffin Grocery 

Co., Muskogee, Okla., food processor, is using No. 100 showings on 

a 12-month basis plus painted bulletin rotary coverage in key 

markets. A different product—coffee, tea, jelly, syrup, etc.—will 

be featured each month. The outdoor campaign is being supported 

by radio and tv spots. Potts-Woodbury, Kansas City, Mo., is the 
agency. 


of some tv stations. {mation about account plans and 


e Acknowledged agency failings in | ©? ™Pigns. 

treating station and network rep-|e Objected that radio has become 
resentatives “as peddlers,” and not | “too much of a formula or pattern 
giving them enough advance infor- | medium, with the emphasis on fill- 


CHAMPION Sets the Pace in Papermaking 
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Once over lightly delivers Champion’s 


Efficiency expert: the shid flopper at Champion's Ohio Division. 


quality papers right side up 


Efficiency is a fundamental in papermaking at Champion. One 
example of this is the skid flopper, designed and built by Champion, 
which turns large skids of paper over so that the side specified by 
the customer will be face up when delivered. This saves handling 
time in the mill and in the printer’s pressroom, as well. Through 
constant improvement of process and service, Champion continues 


to set the pace in papermaking. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . 


d’ Arazien 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 


Atlanta, Dalies and San Francisco. Distributors in every major city. 


ing hours of time with continuous 
programming blocks.” 


# On the matter of advertising’s 
“product image,” Mr. MacDonald 
remarked that to some politicians 
Madison Ave. “has replaced Wall 
St. as a place from which the pub- 
lic is, in some mysterious way, con- 
trolled and regimented...Even 
clergy have referred to Madison 
Ave. publicly as somehow embody- 
ing an immorality synonymous 
with the Big Lie.” 

“We—you and I—have a stake 
in what the public is told about ad- 
vertising and, more important, 
what it believes about advertising 
media and advertised products,” he 
warned the station men. “We 
somehow have to overcome the 
Madison Ave. myth, the string of 
fables from ‘The Hucksters’ to 
‘Pitchman’ ... 

“We can do this, individually, by 
respecting our ethical standards 
and professional principles. We can 
do it, industrywide, if Madison 
Ave. accepts the responsibility that 
is inherent in its title, the World’s 
Center of Advertising, and removes 
the Hallowe’en mask from the face 
of advertising.” 

On the subject of modern radio’s 
“pattern” programming, Mr. Mac- 
Donald warned against a “false 
sense of security about the perma- 
nence of such programming” and 
argued for “new ways to satisfy the 
public without compromising the 
interest of the advertiser.” 


s “I question the impact of Elvis 
Presley’s records as supplying for 
the advertiser a long-remembered 
image of the one, two or three spot 
announcements which are sand- 
wiched between them,” he said. 

As for the sins of apparently 
over-sold tv station operators, Mr. 
MacDonald singled out a couple of 
examples from his own experience 
with preemptions. In one case, he 
said, a station executive in the East 
wound up with a Guild, Bascom 
and a local account in the same 
time slot. His solution was “to pre- 
empt our program from the period 
and to tell us to sue him if we 
didn’t like it.” 

In the other instance, a station 
repeatedly preempted a Guild, 
Bascom show, in favor of a public 
interest program. As it turned out, 
the station was actually “moving 
the program of a local advertiser 
into our period.” 

“Given just a few like situa- 
tions,” Mr. MacDonald commented, 
“and an agency begins to doubt the 
integrity of any station until it is 
tested and proved.” 


Frito Advances Murphy 

Frito Co., Dallas, has appointed 
Charles H. Murphy merchandising 
manager of Frito Co., Dallas. Mr. 
Murphy, who has been administra- 
tive and merchandising assistant 
in the company’s advertising and 
public relations division, will con- 
tinue to handle some functions in 
the pr division. Before joining Fri- 
to a year ago, Mr. Murphy was a 
marketing representative of Coca- 
Cola Co. 


Brown Agency Changes Name 

Brown Advertising Agency, Co- 
lumbia, Mo., has changed its name 
to Neds & Wardlow Advertising 
Agency Inc. The change reflects 
the purchase of all the outstanding 
stock by R. Grant Neds and Ber- 
nard Wardlow in February, 1955. 
The agency was formed in 1948 
by Elvin Brown and was operated 
by him until ill health forced him 
to sell his interest. 


Lorillard Creates Post 

P. Lorillard Co., New York, has 
named Fred Storm, formerly 
northern states sales manager, to 
the new post of director of sales 
promotion. W. A. Jordan, formerly 
field manager in the Philadelphia 
territory for the cigaret manufac- 
turer, succeeds Mr. Storm and will 
move to New York headquarters. 
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IGA Will Sponsor 
Clinics to Assist 
Small Grocery Men 


Cuicaco, Nov. 13—Independent 
Grocers’ Alliance (IGA) last week 
announced a program designed to 
help small grocers stay in business. 

Don R. Grimes, IGA president, 
said that starting this month a 
series of clinics will be conducted 
throughout the U.S. All small gro- 
cers, regardless of affiliation, will 
be invited and may attend free 
of charge. 

The clinics will be conducted by 
IGA executives. The grocers will 
receive tips and suggestions for 
the further development of their 
own individual businesses. 


= Mr. Grimes pointed out that 
from 1948 to 1954, 115,000 food 
stores went out of business in the 
U.S., of which 90% were small 
stores. 

“The preservation of the small 
grocer is a most important proj- 
ect,” Mr. Grimes said. “It is not 
only important to us engaged in| 
the food field, but to every citizen. 
of the nation. 

“I feel that it would be money | 
and time well invested if we would 
make it our business to help the 
‘little fellow’ in his struggles in 
this most competitive field.” 

Mr. Grimes made it clear that 
the project was not an IGA proj- 
ect. “It is merely a project that 
is sponsored by IGA and we invite 
everybody in the food field to join 
with us in giving the foundation 
of our business—the small grocer 
—firmer footing and a helping 
hand.” 


s Mr. Grimes, who made the an- 
nouncement at an annual meeting 
of 150 midwest IGA wholesalers, 
earlier asserted that food prices 
have hit their inflationary peak, 
and there was evidence that many 
items would drop in price or sta- 
bilize at their present costs. 

“With farm crops surpluses still 
available and with egg futures on 
the Chicago Mercantile Exchange 
toppling to new seasonal lows—as 
much as 3¢ per dozen, and in oth- 
er places as much as 4¢ a dozen— 
it may be indicative that the prices 
of other food items will follow suit 
in the not too distant future,” he 
said. 

“Food prices will always be a 
factor in our business, but we must 
give our customers far more than 
price alone. We must give them 
service, courtesy and a smile. We 
must continue to make our stores 
profitable and pleasant for our 
customers to shop in, because price 
alone will not do the job,” Mr. 
Grimes said. 


NBBB Issues Bulletin 

A nine page service bulletin dis- 
cussing the advertising claims 
made by Otis Laboratories, 2 
East Ave., Larchmont, N. Y., for 
E.E.D.R., a weight reducing com- 
~ pound, has been issued by the Na- 
tional Better Business Bureau. The 
bulletin concludes that the mail 
order advertising claims made for 
E.E.D.R. “are subject to serious 
question and suggests that unless 
and until Otis Laboratories Inc. is 
able to substantiate, factually, this 
advertising, its further dissemina- 
tion is deemed to be not in the 
public interest.” 


‘Guide’ Names Mills 

Don Mills, formerly publicity 
director of KPIX, has been named 
regional promotion representauve 
for TV Guide. Mr. Mills, who suc- 
ceeds Robert E. Lee, will work out 
of San Francisco. 


G. C. Smith Joins Graphics 
Gerald C. Smith, formerly an 
account executive and supervisor 
for West-Marquis, has joined 
Graphics Inc., Los Angeles, as vp, 
account supervisor and plans board 


Fetridge 


THREE TONGUES—Lennart Holst, editor of Popular Mekanik, Swedish 

edition of Popular Mechanics, visits with H. H. Windsor III, pub- 

lisher of the Spanish edition, Mecanica Popular, and William Har- 

rison Fetridge, exec vp of Popular Mechanics, during a session at 
the home office in Chicago. 


Direct Mail Names Harrington 
D. L. Harrington, board chair- 
j/man of the Reuben H. Donnelley 
|Corp., has been elected chairman 
of the newly-formed Foundation 
for the Advancement of Direct 
Mail Advertising at a recent or- 
ganizational meeting in Chicago. 
The basic purpose of the Founda- 
tion, Mr. Harrington said, “will be 
to educate the people of America, 
through nationwide publicity, ad- 
vertising and research, to the ben- 
efits and service of mail advertis- 
ing and its importance to the 
economy of this country.” 


Three Join N. W. Ayer 

William O. Ricker, formerly as- 
sistant advertising manager and 
divisional representative of the 
Grange League Foundation, has 
joined the copy department, and 
Kathleen M. Bender, formerly an 
insurance office manager in Wash- 
ington, has joined the copy re- 
search bureau of N. W. Ayer & 
Son, Philadelphia. At the same 
time, Guy C. Wallace, formerly 


head of radio and tv work for 
Platt-Forbes, has joined the pro- 
duction staff of the radio-tv de- 
partment im the New York office. 


know the 
Pittsburgh 
market... 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Biind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PITTSBURGH 22, Pa. 
Court 1-0220 


member. 


THE 
OREGONIAN... 


= 


REACHES MORE 


\ 


--:- with 
circulation 
LEADERSHIP 


advertising 
LEADERSHIP 


Li 


C 


51,309 


8,564,311 


WOMEN! 


WAY 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 12,189 
City & RTZ Lead — 19,874 


Year: 1955 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


Largest Circulation in the Pacific Northwest 


233,219 Daily 
296,260 Sunday 


Sources: ABC Publishers’ Statements for 6 months 


ending March 


31, 1956; Media Records total 


advertising, less AW and TW, 1955. 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


He Oregonian 


PORTLAND 1, OREGON 
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nothing succeeds like success! 


out in front... 
WFIL-TV CARRIES MORE SPOT ADVERTISING 
THAN ANY OTHER PHILADELPHIA STATION 


10.3% more than station B 
24.4% more than station C 
Local and national spot advertisers know where sales 


are made in Delaware Valley, U.S.A.—that’s why they 
choose WFIL-TV by a substantial margin. 


Source: BAR, July, 1956 


A TRIANGLE STATION 
WFIL=-TV 
PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 


ABC-TV ** BLAIR-TV 


operated by: Radio and Television Div. / Triangle Publications, inc. / 46th & Market Sts., Philadeiphia 39, Pa. 
WFIL-AM+FPM-+TV, Philtadeiphnia, Pa. / WNBF-AM-+-FM-+TV, Binghamton, N.Y. 
WHGBSB-AM, Harrisburg, Pa. / WFBG-AM + TY, Altoona, Pa. / WNHC-AM > FM + TV, New Haven, Conn. 
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dvertising Age 


Feature Section 


Weiss Discounts Trade Opinion 


C. M. Discusses Announcement Ad 


‘Silly’ Trend? Woolf Thinks So 


Ad Revised by Bedell 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Does Winston Taste ‘Like’ a Cigaret Should? ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Lomo Takes Another Look at Grammar, and 
Grammar Hangs Its Head in Shame 


Here's another interesting piece on grammar and the composition of 
language which will presumably please all those who equate rules of 
grammar with nightmarish nonsense, the while it causes melancholia or 
worse among those who are purists in the use of language. This further 
discussion of grammatical gimmicks is presented because we believe all 
advertising people are, or should be, interested in language and its 
structure, but we promise to forbear publishing further essays on this 
subject—unless a really good defense of conventional grammar comes 
along. The author may be recalled as the expert in advertising transla- 
tions whose two-part discussion of translating difficulties and the struc- 
ture of language appeared in Advertising Age Dec. 12 and 19, 1955. 


By Alfonso Lomo, Ph.D. 
Consulting Director, Lomo Consulting 
Service, Goldens Bridge, N. Y. 

The verbal barrage that has been lev- 
eled at the slogan, “Winston tastes good, 
like a cigaret should,” is indicative of the 
approach to grammar that results from 
the customary way of teaching the sub- 
ject in our schools. As a philologist, it 
seems to me that this approach leads to 
undesirable objectives. Pursuing a dif- 
ferent avenue toward grammar may be 
more fruitful. 

My purpose here is not to give a gram- 
mar course in ten easy lessons or five hard 
ones but, rather, to present a new point of 
view about grammar and a new approach 
to the subject which, I hope, will be help- 
ful. But, when I say “new,” I do not mean 
to imply that it is original with me. It is 
as old as the science of philology and lin- 
guistics. A little comparison will make 
clear what is meant. 


Difference in Approach 

A philologist studying a language de- 
scribes the phenomena he finds without in 
any way attempting to attach subjective 
values of “good” or “bad” to what he 
finds. On the other hand, a grammarian 
dealing with a language prescribes what is 
to be done by the speaker or writer, con- 
demns something as “bad,” and recom- 
mends something else as “good.” 

A philologist is like a physicist describ- 
ing the laws of physics that govern the 
functioning of engines; a grammarian is 
like a motor manufacturer who sets down 
in a shop manual the methods and pro- 
cedures a mechanic is to follow to service 
his motors. 


s Pursuing our analogy further, an auto 
service station can and, in many instances, 
does use a 1955 manual for a 1956 model. 
* The differences between the models are 
so slight that a good mechanic can supply 
the deficiencies of the manual for him- 
self. However, if the shop is trying to ser- 
vice a 1956 Chevrolet using the manual 
for the 1930 model of the same car, it is 
going to be in hot water. And if the 
only manual available is the one for the 
1905 Stanley Steamer, servicing any car 


powered by an internal-combustion en- 
gine will be out of the question. 
And yet this is precisely, in effect, 
what the grammarians usually give 
us: a manual based on the wrong kind 


grammars for English on classical 

Latin grammar, and the trend set 

then persists to this day. 

Latin, besides being a dead tongue by 
the time English had acquired its modern 
form, is as different structurally from 
English as a steam engine is from an in- 
ternal-combustion motor. Being highly in- 
flected, Latin has different tags that must 
be attached to its nouns, adjectives and 
verbs to indicate the grammatical function 
each element performs in the sentence. 
On the other hand, English, with the ex- 
ception of the verbs, leaves these elements 
mostly unchanged in form and indicates 
their function either by position or by the 
addition of other words. For that reason, 
Latin is a poor model on which to pattern 
the grammatical phenomena of English. 
The most outstanding example of this in- 
adequacy is the “it is me—it is I” con- 
troversy. 


® Each and every Latin noun and adjec- 
tive used with a verb to form a sentence 
must have its proper tag to show its re- 
lationship to the verb. The speaker of 
Latin was conscious of this problem every 
time he uttered a sentence, and this was 
as true when he used the verb to be as 
when he used any other. In the case of 
this verb, he felt it illogical to follow the 
pattern used with other verbs and say 
librUS est albUM or, put in the usual 
Latin word-order librUS albUM est, and 
so he attached the nominative ending to 
the complement of this verb and said 
librUS albUS est (the book is white) or 
JuliUS medicUS est (Julius is a phy- 
sician). 

On the other hand, the speaker of Eng- 
lish most of the time is oblivious to the 
grammatical character of the word that 
completes the verb to be since nouns and 
adjectives do not change form in this sit- 
uation. It is only when the complement 
is a pronoun that he must think of the 


form to be used. On these rare occasions, 
he tends to treat the pronoun as he would 
ordinarily do when the verb is other than 
to be. Since the English-speaking person 
would say it hit me, he feels he should al- 
so say it is me. In this, he does not stand 
alone linguistically: a Dane says det er 
mig and a Frenchman says c’est moi, and 
both Dane and Frenchman have the bless- 
ings of their respective grammarians. 


Warning for Copywriters 

The only modern English grammar 
based on the way that speakers of English 
actually speak, and not on an attempt to 
force English into the Procrustean bed of 
Latin, is Jespersen’s “Modern English 
Grammar on Historical Principles.” But 
this four-volume work is too ponderous to 
be used handily as a practical manual of 
English. 

Since the grammars and manuals avail- 
able are not written according to this 
principle, the copywriter should use them 
with discretion. He should examine their 
dicta with a microscope and accept only 
those that appear to be reasonable. He 
should determine whether the dictum of 
the manual that something is “correct” or 
“incorrect” is so because it conforms to 
the genius of English or does violence to 
it; whether it is akin to saying that it is 
“incorrect” to eat consommé with a fork 
and that the only “correct” way to eat 
stew is with one. Since the first is impos- 
sible, there is no question about its “in- 
correctness”; on the other hand, it might 
be more practical to use a spoon in the 
second case regardless of the “correctness” 
of the fork. And this brings us to another 
aspect of these manuals. 


s Another way to look at grammar is to 
consider it a code of linguistic etiquette. 
Just as we don’t eat peas with a knife 
in public or attend a ball in our bathing 
suit, neither do we say “I have went” or 
“IT don’t know nothing.” Linquistic pro- 
priety restrains us from doing so. But, as 
Thorstein Veblen points out in his 


“Theory of the Leisure Class,” codes of 
etiquette are intentionally surcharged 
with complicated rules that only the 
“elect” can understand and follow. They 
are made purposely difficuit so that they 
may serve to screen out the hoi polloi 
from their “betters,” in quotes. 

The authors of desk manuals, secre- 
taries’ handbooks, grammars, etc., seem 
to have adopted this snobbish principle 
as their guiding rule in the preparation of 
these tomes. The hue and cry against 
Winston’s slogan mentioned at the begin- 
ning of this article is a case in point. It 
is a cry against using the wrong fork at 
the table. At home, in a restaurant, and 
in most other situations, we eat our pie 
quite happily with the same kind of fork 
we use for our pot roast, without any 
feeling of impropriety or outrage because 
a pastry fork is not provided. So why, in 
an advertisement, should we insist on a 
linquistic pastry fork for the expression 
“like a cigaret should”? 


How the Rules Are Made 

Here.is the thought I would like to leave 
with you. We must remember at all times 
that the grammatical rules are made by 
the speakers of the language, NOT by the 
grammarians, just as good manners de- 
pend upon our inborn or acquired 
thoughtfulness and not on what the eti- 
quette book says. We do not normally ever 
think of eating with our fingers at the 
dinner table, but neither do we. go to the 
other extreme and set the table for our 
ordinary day-to-day meals with the ex- 
tensive panoply of eating implements that 
is usual at high-protocol banquets. 

We should, of course, avoid vulgarisms, 
but there is no call tc put up with gram- 
matical pedantry. If cur copy is intel- 
ligible and its meaning unmistakable, that 
is all that is required. And if we want to 
employ the criterion of taste to evaluate 
it, we can say that to be over-meticulous 


‘ would be as much an instance of bad taste 


as to wear white tie and tails to a square 
dance. 


Looking at Radio and Television... 


Network Shifts May Mean Lower Prices 


By The Eye and Ear Man 

An almost complete turnover of top 
management in networks is of immediate 
concern to all advertisers, large and small, 
because these managements set prices 
and conditions which are felt in every 
television and radio station in the U.S. It 
is worth while to review the past and 
try and determine the future. 


NBC, perhaps the most influential net- 
work of them all, with strong affiliates 
and owned stations, is a part of a billion- 
dollar company that leads in research 
and scientific development. The continu- 
ing and still top policy maker is David 
Sarnoff, boss of all RCA and never far 
away from its frenetic progeny NBC. 
Everything that happens at NBC can be 
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directly traced to Mr. Sarnoff and there- 
fore, there can be no real change in policy 
until he retires. 

NBC has had five presidents in the eight 
years that network television has been 
a reality: Niles Trammel, Joseph McCon- 
nel, Frank White, Pat Weaver, and Bob 
Sarnoff. Other policy makers have come 
and gone among them: Messrs. Strotz, 
Wade, Barry, Blackburn, Herbert, Fry, 
Madden, Cott. The turnover of executives 
has been abnormal and many have had 
their contracts bought out. It is an ex- 
pensive proposition to buy out contracts, 
especially when executives have the kind 
of contract generally reserved for tal- 
ent. 

Because of this turnover of personnel 
many policies have been changed with 
the changing of names on the office door. 
New officers have been increasingly more 
cautious about making decisions. It is 
little wonder the management consultants 
discovered that the outside opinion of 
NBC was colored by impatience at trying 
to get a decision. 

The new management under Bob Sar- 
noff is dedicated to repairing its relations 
with its customers. New men to the busi- 
ness have been given responsibility to get 
results in sales, programs, radio, and they 
are determined to compete for sales. The 
change will probably result in a drive 
to sell out all available times—especially 
in the daytime—and the advertisers will 
get some bargains over the asking prices. 

The end result will undoubtedly be a 
whole new set of rules, fewer spectaculars 
or innovations, a subcontracting of pro- 
grams to independent producers to cir- 
cumvent another investigation, and a 
realistic approach to the laws of supply 
and demand which have softened the net- 
work picture. 


® ABC came along late and suffered be- 
cause of a lack of affiliates. Despite this 
handicap, it proved that it could compete 
with the top networks by ingenuity and 
favorable prices. “Disneyland” was the 
turning point, when it was conclusively 
proved that a good program could get 
audiences and clearances. A great deal 
of the success of the network was attribu- 
table to the one-man show run by Bob 
Kintner. 

When the United Paramount interests 
bought control of ABC, there was much 
speculation as to how long they would 
let Ed ‘Noble run the show with so much 
authority. Efforts to insert theater men 


On the Merchandising Front... 


in the management lineup failed. The only 
answer seemed to be for the boss to take 
over himself, cut the umbilical cord, and 
begin a major reorganization. This has 
been done. 

ABC now starts with a top manage- 
ment with some broadcast experience, 
youthful, and ambitious. It is rumored 
that efforts will be made to entice experi- 
enced personnel to take over some of the 
complex jobs with the goal of becoming 
a stronger competitor for CBS and NBC. 
In the long haul there is little doubt that 
an organization in depth is desirable over 
a one-man operation, no matter how good 
that man is. Whether ABC is ready for 
this change or not remains to be seen. 
Whether able men can be economically 
recruited for the top jobs is also subject 
to conjecture. 


® As far as the advertiser is concerned, 
changes in top management only mean 
new opportunities for good advertising 
buys at prices less than he has had to 
pay in the past. ABC intends to demon- 
strate that its new management is out to 
win friends. The easiest way is to come 
around with bargains. 

CBS has a reputation for being the 
steadiest network. Its tv president has 
been there from the beginning and it is 
only ill health in his family that will take 
him away. But, whether he stays or goes 
or whether Merle Jones or somebody else 
takes over, the policies of CBS have re- 
mained the product of William Paley and 
Frank Stanton and daily administration, 
the job of the incumbent management. 
There will be no changes, apparently, in 
this area of relative calm, whatever hap- 
pens. 

Turnover in a new business at the end 
of a decade is fairly normal. It is evidence 
of a transition from growing pains to a 
wildly seller’s market to a softness. The 
pioneers have left a heritage which is part 
good and part bad. New thinking may 
bring new values in areas now steeped in 
radio tradition and the impatience of man- 
agements to achieve greater profits may 
expedite a day and night sell-out of tele- 
vision time and new deals in radio. 

If the FCC finally works out a way to 
achieve three-station competition in 
every major market area, the race be- 
tween the networks is simple. The fellow 
with the best programs at the lowest 
prices is going to dominate. There will be 
many different leaders before that hap- 


pens. 


Thumbs Down on Trade Opinion 
As a Merchandising Guide 


By E. B. Weiss 

Is trade opinion concerning - proposed 
new products, new packaging, new price 
lining, new product features, new styling, 
new deals, etc., a reliable guide? 

Researchers will probably disagree. 
They will contend that 
their investigative 
techniques eliminate 
such red herrings as 
bias, lack of precise 
knowledge, haphazard 
conclusions, resistance 
to progress, etc. And I 
am certain that re- 
search methodology 
has tended to fend off, 
at least in part, some 
of these very human factors that stand in 
the way of getting trustworthy trade re- 
actions. j : 

But by and large, and time and time 
again, my observation and actual experi- 
ence have combined to make me distinct- 


E. B. Weiss 


ly sour on trade opinion, as differentiated 
from facts supplied by the trade (al- 
though figures supplied by the trade are 
often haphazard guesses). And I am only 
slightly less sour when the trade’s opin- 
ion is backed with an “opening” order. 


® Let’s take the present broad trend to- 
ward self-selection and self-service in 
practically all merchandise classifications 
and the requirements it imposes on pack- 
aging, as a reasonably typical example. 
Only five years back—just five short 
years ago—if the drug trade, the variety 
store trade, the hardware store trade, and 
such departments in department stores as 
toys, drugs, hosiery, bras, etc., had been 
queried (as I’m sure they were) about the 
potentialities of self-service and self- 
selection in these outlets and these depart- 
ments, the answer would have been a 
unanimous and thunderous “no.” I speak 
from fairly bitter experience here, be- 
cause I talked with scores of retailers on 
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The Creative Man’s Corner... 


to us, and maybe a little premature. 


to tell the cigaret is there either. 


‘On Everyone's Lips’ 


- ‘ or 


This, boys and girls, is the announcement ad for the newest cigaret and 
latest king-size filter tip on the market. 

Look like something from the early days of George Washington Hill? Say, 
circa 1929? That’s the way it struck us. 

In fact, we found the ad quite baffling. Only if you happen to read the 
stringy line across the top of the ad do you realize that something new is 
being advertised. (As far as the name is concerned, that’s been around for a 
long time—and suggests rather a radio or tv program than a cigaret.) 

We're quietly amused by the copy, too—which, on the first day of distri- 
bution, obviously, proclaims that the “new king-size Hit Parade with the new 
white tip is on everyone’s lips!” Everyone’s? Awfully quick success, it seems 


We have seldom ‘seen so unfortunate an advertisement, featuring a cigaret 
with so unfortunate a name in so dismal a fashion. We do not feel necessarily 
prescient in predicting a most difficult future for the cigaret with the filter 
you can’t tell is there. We’re afraid there will be millions who won't be able 
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this subject in 1950 and I was regularly 
assured that “it can’t happen here.” 

In brief, the retail trade, by and large, 
completely missed the boat of self-service 
and self-selection. Prejudices and estab- 
lished policies, plus the very human re- 
sistance to new concepts among middle- 
aged people, combined to erect a wall of 
resistance against any rational appraisal 
of self-service and self-selection just a 
few years ago by the very merchants who, 
right now, are falling over themselves in 
their haste to climb aboard this mer- 
chandising bandwagon. 


® As part of this almost universal trend 
toward self-selection and _ self-service 
there was that little matter of stock 
shrinkage which, for some obscure reason, 
retailers insist on attributing largely to 
shoplifting. It is generally forgotten today 
that, when it was suggested to the food 
supers that they might add beauty and 
health aids, they were horrified. “Why, 
we'll be stolen blind.” Ditto when house- 
wares were suggested to the food supers. 
I can recall very clearly the initial recep- 
tion a manufacturer of hairpins got just 
about seven years ago when, at my sug- 
gestion, he approached the food super as 
a potential outlet. The general comment 
of the food super was: “Those hairpins 
will walk out of our store all right, but 


they won’t be paid for.” 

Similarly, the variety chains balked 
originally at self-service because of pil- 
ferage fears. Ditto for the drug chain. And 
the hardware and building supply stores 
were thoroughly persuaded that entire 
homes would be built by do-it-yourselfers 
with purloined materials. Now the signi- 
ficant part of this bit of history is that, 
not only hasn’t self-service increased the 
shrinkage percentage, but the general ex- 
perience has been that under self-service 
and self-selection, the shrinkage percent- 
age tends to be somewhat less than it had 
been under traditional retailing. 

In this same connection, I am reminded 
of the universal reaction of the retail 
trade as one manufacturer after another 
proposed that a certain item might be 
pre-packaged—especially in soft goods. 
Take hosiery as an example. The manu- 
facturers who originally proposed pre- 
packing hosiery were told by the trade 
that women simply would not buy hosiery 
if they could not put their fists into the 
hose. “Our customers insist on feeling the 
hose,” the researchers were told. Today, 
perhaps 30% or more of women’s hosiery 
is sold pre-packed by food stores, drug 
stores, and some department stores—and 
the figure will hit 50% in a very few 
years. 

I could cite a score more elements in 
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a homemaker things 


Sportswoman ... decorator... chauffeur . . . buyer of drugstore items—endless 
are the roles played by the American homemaker today. The impact of her 
decisions is felt in every human enterprise—in the market place...in the arts...in 
politics...in recreation. It is to the alert, inquisitive mind of America’s homemakers 
that Woman’s Home COMPANION directs itself. Among women’s service magazines, 
’ COMPANION alone concentrates on the type of information and entertainment 
which attracts and activates enlightened homemakers. Your selling message fares 
best when in company with the significant, stimulating pages of the CoMPANION. 


Woman’s Home COMPANION sells your product to the homemaker and the retailer! 


CROWELL-COLLIAR FURLISHING Co. 
640 FIFTH AVE.. REW YORK 19, W. Y. 
PUPLIZHERS OF WOMAN'S HOME COMPANION. COLLIERS 
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the total self-service, self-selection setup 
that were not merely frowned upon by 
the total retail trade, but were even quite 
bitterly fought. But perhaps it will suffice 
if I merely remark that manufacturers 
who permitted themselves to be guided 
by trade opinion in shaping their mer- 
chandise policies, as affected by self- 
service and self-selection, lost some ex- 
ceedingly valuable competitive advan- 
tages. Trade opinion here was not merely 
valueless—it was positively expensive! 


= I can recall a story that was told by the 
business man who put over Ozite, the rug 
underlay. He took the item around to the 
trade for trade opinion. He was told it 
just couldn’t be put over. Retail floor 
salesmen wouldn’t push it; they would 
want to “get back into line” for the next 
big sale on rugs. Customers were happy 
with rugs “as is.” It raised doubts in the 
minds of the customer about the comfort 
and luxurious feel of rugs. Why raise 
such doubts—-is that any way to make a 
sale? Etc., etc. So this chap decided he 
must have a pretty good item if the trade 
objected to it so violently! 

A more recent example is reported by 
Martex towels. The Martex designer, 
fresh from a big success with new designs 
for Turkish toweling, decided that kitch- 
en towel design was mundane. And sales 
of kitchen toweling were droopy, despite 
the fact that the kitchen as a whole was 
on the upsurge. So Martex re-styled 
kitchen toweling. Did the trade welcome 
the innovation? On the contrary, the 
trade made flat predictions that these 
styled-up kitchen towels would “lay an 
egg”; that they’d be “dogs.” 


® Even more recently, Martex made a 
prestige move by introducing a bath 
towel to retail for $6, which is in the rari- 
fied pri¢ce-line atmosphere for this item. 
It was a super-quality item—made of 
combed Egyptian cotton and even called 
the Patrician. Enough of the trade pre- 
dicted it would never sell, to discourage 
anyone who paid deep attention to trade 
opinion. Today, it is one of the top sellers 
in the Martex line. 

I can recall very clearly the resistance 
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the trade put up to electric blankets: 
“People will worry about being electro- 
cuted and besides they won’t pay the cost 
of current.” And, to swing over to the 
merchandising side, I know—again from 
bitter experience—how difficult it was to 
sell to department stores the very “out- 
post” concept that is now considered the 
“hottest” thing in department store mer- 
chandising. 

No more than two years back the va- 
riety chains were still insisting that they 
had to conform to price-lining traditions 
in order to maintain their low-price at- 
mosphere. Today, those price-lining tra- 
ditions of the variety chains are almost 
non-existent. And, to go back only a bit 
farther, the original concept of the multi- 
pack on soft drinks, then on beer, and 
right now on a growing variety of food 
items, received something less than an en- 
thusiastic welcome from the retail trade. 


® The extension of color to new mer- 
chandise categories has historically been 
fought by retailers: “It complicates our 
inventory; slows down turnover; increases 
markdowns, etc., etc.” The trade either 
forgot or chose not to consider the pos- 
sibility that increased volume might 
prove effective aspirin for all these head- 
aches. Not much more than two years 
ago, a maker of facia] tissues approached 
the trade on the idea of bringing out facial 
tissues in four colors; he was warned that 
it would be a turkey. Today, facial tissues 
in color are doing quite well. 

Very recently, I saw the results of a 
field study of two types of packaging for 
a soft goods item—a field study among 
department store buyers, section man- 
agers, merchandise managers. You never 
saw such a complete division of opinion; 
it was simply unbelievable that people in 
contact with the ultimate customer could 
have such diametrically opposed conclu- 
sions. A manufacturer who paid too close 
attention to such a study would be stale- 
mated. 

I still believe that trade opinion should 
be sounded out. But I also believe that 
trade opinion rates thumbs down as any 
sort of reliable guide to merchandising 
decisions. 


Advertisers Are Talking to Each Other 


The primary function of the advertising 
press is to provide a channel of com- 
munication between advertisers and agen- 
cies and the media and suppliers who 
provide the facilities and services neces- 
sary to the execution of advertising cam- 
paigns. 

One of the most interesting current 
developments in this field, however, is 
the appearance of advertising in which 
one advertiser addresses other adver- 
tisers whose interest and cooperation are 
desired. The most spectacular recent ex- 
ample of this kind of advertising is that 
done by United States Steel, whose “Op- 
eration Snowflake,” in behalf of the 
appliance industry, one of the biggest 
custorners of the steel companies, has 
been promoted through the advertising 


press. 

While this campaign is addressed pri- 
marily to consumers in behalf of in- 
creased sales of big-ticket appliances, U.S. 
Steel has backed up the story to the 
public by enlisting the cooperation of 
appliance manufacturers, distributors and 
dealers, advertising agencies handling 
accounts in this field, banks which might 
be interested in the financing aspects of 
the program, and others who have a di- 
rect or indirect stake in increased appli- 
ance sales. 


® Robert C. Myers, director of market 
development of U.S. Steel, reported a 
heavy response, in terms of coupons re- 


ae 
er 
a 

a 

i 


questing copies of the complete merchan- 
dising kit developed for the campaign, 
from readers of ApvertisInc Ace and 
other advertising journals in which pro- 
motion of “Operation Snowflake” ap- 
peared. This seems to prove the point that 
advertisers are interested in hearing from 
other advertisers about projects in which 
they may have a common stake. 

The most obvious kind of advertising 
in which one advertiser talks to another 
appears on the classified page. Here com- 
panies and agencies are looking for qual- 
ified personnel, or people in the business 
are raising their lightning rods to attract 
inquiries about new jobs. ApverTIsINc AGE 
is carrying an increasingly large volume 
of this kind of advertising. 

In addition, the growth of the business 
gift market has encouraged many adver- 
tisers to offer their products to the ad- 
vertising and marketing field for use 
in this way, just as other manufacturers 
promote their brands for use in pre- 
mium merchandising. These are well es- 
tablished types of advertising, and the 
growth of such classifications is signifi- 
cant of the expansion of the whole field 
of advertising, merchandising and mar- 
keting. 


® The most obvious field for developing 
cooperation and interest between adver- 
tisers, of course, is in effecting tie-ups 
between two or more products or serv- 
ices in advertising and merchandising. 


Much of the time this can best be ac- 
complished by personal contact, but there 
are increasing instances in which an ad- 
vertiser with a promotional idea which 
calls for tie-ins with other advertisers can 
discover potential “partners” best by ad- 
vertising for them. 

There are many other uses of advertis- 
ing to promote action within this field. 
For example, I have noted that occasion- 
ally a television advertiser with a good 
program which he can use in only a limit- 
ed number of markets, because of the 


’ character of his distribution, is using the 


advertising press to find other sponsors 
for the show in markets where he is not 
represented. This is a highly practical 
method of obtaining national distribution 
of a well-rated show in much shorter 
time than through the limited methods of 
personal contact. 


s Other advertisers have problems con- 
nected with the protection of their trade- 
marks. This is a delicate and demanding 
operation, since the protection of brand 
names may become one of the most im- 
portant duties of the advertising depart- 
ment. Appeals to editors, both of general 
media and those issued by advertisers 
for internal and external use, are part of 
the job of getting a trade name recog- 
nized as such through the use of capital 
letters, instead of being relegated to lower 
case as the designation of a generic name. 
Remember what happened to cellophane 
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(it used to be Cellophane)? 

Other areas of public relations con- 
cern the use of background illustrations, 
which would help promote recognition of 
the importance of an industry. Some of 
the oil companies have files of photo- 
graphs which are available without charge 
in return for a credit line by advertisers 
who use them in their layouts. It would 
be easy for these advertisers to get much 
wider use of these pictures by publicizing 
their availability through the advertising 
press. 


s Several years ago the advertising di- 
rector of a large textile company told me 
he intended to run a campaign promoting 
some of its brands to advertising people, 
in order to get action at the consumer 
level. He did not carry out this plan, 
probably because rates per thousand of 
advertising journals, like those of other 
specialized media, are of course much 
higher than is the case in general pub- 
lications. 

But the advertiser who has a story he 
would like to have better known by oth- 
er advertisers can often use the advertis- 
ing press to advantage, along with the 
media and services which are the primary 
users of these publications. Frankly, I 
would like to see more of this kind of ad- 
vertising, both because it is useful and 
interesting and also because it would ex- 
pand the opportunity for service rendered 
by the advertising press. ‘ 


How Silly Can You Get? 


By James D. Woolf 
Advertising Censultant 

The potent appeal, in advertising, of 
glamorous people cannot be gainsaid. 
The reason this is true resides partly in 
the fact that an innate sense of inferiority 
plagues almost every human being. Little 
happens in our drab 
lives that is thrilling, 
dramatic, exciting. 
Much of the time, the 
psychologist tells us, 
we live in a dream 
world where we are 
vicariously titillated by 
the high adventure and 
romantic doings of the 
man (or woman) we'd 
like to be. 

Hence it is that “Men of Distinction” 
drink and serve Lord Calvert, that ladies 
of royalty beautify themselves with 
Pond’s, that the Duke of Argyle glorifies 
a brand of socks, and that 9 out of 10 
movie stars use Lux. 

That is how it has been up to now. 
But currently it appears that the old 
notions of what constitutes a glamorous 
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hero are fading out. 

Today it seems that one mark of dis- 
tinction and of glamor is to be possessed 
of a physical disability. Witness Hatha- 
way’s one-eyed baron. 


® Witness also the tattoo on the hands of 
Marlboro men of glamor. While the tattoo 
isn’t exactly a physical disability, it cer- 
tainly is a disfigurement. 

Witness, too, the half-deaf aristocrat 
in the Chase color page, shown here. 
Look closely and you will note that the 
unfortunate chap is equipped with a hear- 
ing aid! 

Another mark of distinction is to be a 
common man, the commoner the better. 
Witness the manhole worker in the Philip 
Morris page, herewith. 


® If this trend continues, as I fear it will, 
our glamorous figures in advertising will 
soon be deaf mutes, stutterers, one-armed 
and clubfooted men, paralytics, chimney 
sweeps, garbage collectors, and psycho- 
paths. 

How silly can you get? 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


To get your share of Greater Philadelphia’s multi-billion-dollar 
market, be sure your sales messages go into the home where the 
decisions to buy are made. Advertise in Philadelphia’s home news- 
paper—The Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 

Now—R.O.P. spot and full color seven days a week 
Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 


Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 


training.) 
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How would you write an ad for a 
game like this? You probably can’t read 
it; because of the gray background, 
which made it tough to read full size on 
two columns in the paper. 

It says in total: “JOTTO new secret 
word game .. . first at —————., this 
intriguing game-for-two makes the time 
spent on ships, trains, and planes pass 
like a flash. Or be the first to plan a 
jotto party, your friends will love it. In 
a compact case of red, brown, or black 
simulated leather, leather room, first 
floor. 3.00” 

“Game-for-two.” Party? Can more than 
two play? Is it a game of skill—or luck? 
To whom should it appeal? Is it really 
adult? Does it take two of these things, 
whatever they are, to play? Are they 
two for $3? Or $3 each? Do they roll up 


Employe Communications... 


-PLAY JOTIO 
WE W!FUWADULT 
WORD GAME 


| MION Nee. 


<2 Wifgptgeis Se 


oy { 


as the illustration suggests with the “snap 
fasteners” at both ends? Are those paper 
pads? Are they replaceable? How much? 

In this much space, an informative, 
enthusiastic, legible, easy-to-read, serv- 
ice-rendering ad could have run that 
would have sold a lot more. 

A retail friend once said to me of an 
ad like the gray one: “What’s the dif- 
ference? It’s just one small ad. Not very 
important.” 

Advertising in any shop should be run 
to one standard—the best. Where do you 
draw the line? When is an ad important 
—of what size? For what kind of depart- 
ment? Can any store really afford—if it 
knows what it’s doing—an advertising 
department that divides its time between 
unimportant ads that need not be good, 
and important ones? 


Folksy Touch for a Press Party 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The jaded ambassadors of the press 
who are compelled, out of duty, to attend 
press parties are in the main lukewarm 
about these martini matinees. The young- 
er and more wide-eyed members of the 
craft consider it exciting to work these 
affairs at ringside, but the seasoned fourth 
estatesman would prefer to stay home and 
watch Sergeant Bilko. 

It is a pleasure to report that members 
of the press recently attended a Chicago 
press party and that even the deeply 
cynical came away brimming with praise. 


What put the party over was the folksy 
touch. 


® The affair was sponsored by Honeg- 
gers & Co., feed mill operator as well as 
owner of stock and poultry experimental 
farms in Fairbury, Ill. The event was 
triggered by the circumstance of 13 Hon- 
egger hens breaking the world’s record 
for laying eggs over a measured course 
of time. One small and unimpressive bird, 
labeled the Queen, laid 335 eggs in 345 
days. The party was designed to do honor 
to the champs. 

Here are the reasons, in thumbnail 
fashion, for the clickeroo quality of the 
Honegger hen party: Invitations were 


, 


lively and novel, and were followed by 
reminders in the form of small layer 
cakes individually delivered to the press 
people. Press wives were invited (and 
they came in droves). Press guests didn’t 
fight their way into the Palmer House 
suite; they were met at the door by a 
delegation of Honegger wives, given their 
identification tags, introduced widely and 
chaperoned to the refreshment stand for 
the first one on the ‘house. Company of- 
ficials formed no formal reception line; 
they wandered casually around, extend- 
ing greetings and submitting amiably to 
questions. 

The dinner, buffet style, was a master- 
piece of informality. Speeches (there were 
two) lasted approximately six minutes. 
Press kits were available, but were forced 
upon no one—the kits were complete, 
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factual and well prepared. 

Although there was some understand- 
able jockeying for position among the 
television cameramen and the Speed 
Graphic contingent from the dailies, the 
Honegger public relations people engi- 
neered the proceedings smoothly. (It was 
difficult, incidentally, to distinguish the 
pr people from other company officials. 
since they all considered themselves good 
will ambassadors and acted the part.) 
Each woman guest at her departure re- 
ceived a box of a dozen eggs, tactfully 
labeled “From one queen to another.” 

The affair, to judge by the press, teie- 
vision and radio coverage that followed, 
was highly successful, yet no press rep- 
resentative had his arm twisted. They all 
responded, it seems, to a party whose 
bright characteristic was its naturalness. 


The drawing, A, is a confusing one 
because it is complicated. This may 
be happening to you occasionally in 
your roughs without your realizing 
what’s wrong. If so, you may gain a 
helpful point or two here to give you 
more control over your roughs and 
visual ideas. 


The drawing, B, is similar to A, but 
is easy to understand.*It is drawn 
with an unvarying line. Your secret 
advantage in using the simpler line 
for every feature lies in giving you 
control of these points: 


1. Simplicity: By reducing the visual 
message to bare essentials, you may 
improve 


2. Clarity: for speedier interpretation 
by the art department and 


3. Accent-ability: You may easily 
experiment with accents, C, D, E, 
of your own choosing. 


The unvarying line is sometimes a 
helpful “way out” of a bad start. Or, 
its simplicity may appeal to you, 
with practice, as a quicker way for 
you to make your visual idea con- 
tribution, when necessary. By the 
way, a ball point pen makes an ideal 
unvarying line, used over a lightly 
sketched pencil trial. Then you can 
erase the pencil lines, if you have 
kept them light enough. 
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OUR UNVARYING LINE 
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An easier way fo say it visually 


The secret advantage of the unvarying line 


New Li Quip: 
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Next Lesson: “Test your skill with Fat-head” (Fun!) 
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JOSEPH W. MOONEY, Vice-President, The American Sugar Refining Co. 


The Vice-President in Charge of Sales Knows. . . 


“WHY DOMINO SUGAR: 
SELLS SO WELL IN LOUISVILLE” 


“The dynamic expansion of Louisville during the last 
few years has been reflected in total food store sales which 
have increased more than one-third since 1948. We at 
The American Sugar Refining Company have kept pace 
with this booming progress through the development of 
new and improved products and packages backed up with 
strong advertising and promotion. We are happy to say 


AS \ | 


that Domino Sugar sales have grown along with Louisville £ 


and we look forward to a bright future for us both.” 

For many years The American Sugar Refining Company 
has promoted its products in Louisville with consistent 
advertising in The Courier-Journal and Louisville Times 
... newspapers which invariably rank at or near the top 
in every quality survey of American newspapers. 


OP oper 


' A great deal of the Domino Sugar for i 
Louisville is shipped by barge up the Mississippi 
from the Domino refinery in New Orleans. 


Leb Louisvitte for all iti. worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


The Conrier-Zournal - THE LOvISviLLE TIMES 


392,500 Daily Combination ©* 313,633 Sunday © Represented Nationally by The Branham Company 
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Jackson, Haerr Adds One 


Jackson, Haerr, Peterson & Hall, | 
Peoria, Ill., has been appointed to 
handle advertising for all divi- 
sions of the Save Electric Corp., 
Toledo, manufacturer of lighting 
equipment. The agency had pre- 
viously handled the C-E-Z divi- 
sion and now takes over the Pene- 
tray and Verd-A-Ray divisions. 


Livingston Named VP 

Alan W. Livingston, who was 
named head of NBC-TV programs 
originating from the network’s Pa- 
cific division on Oct. 9, has been 
appointed a vp of the network. He 
joined NBC last April as president 
of its subsidiary, California Na- 
tional Productions. His headquar- 
ters are in Los Angeles. 


When You're 


_ Grocery Advertising 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


Placing 


F rench Eager for 


Advertising Age, November 19, 1956 


PROF IN PARIS—William L. Doremus (left), of New York University, 

is shown here with Roger Lanternier, vp of Liebig, major French 

soup canner, and also vp of the French National Sales Executives 

Assn., a group for which Mr. Doremus gave a 12-hour seminar in 
October. 


slow, non-competitive, tradition- 
bound or cartel-like” about the 
French executives. They face the 
problem of marketing an increased 
production, the result of a 22% 
productivity increase over 1954, he 
said, and they’re interested in the 
latest methods. 

The NYU professor found 
French business men interested in 


Better Marketing, 
Professor Finds 


New York, Nov. 13—French 
marketing men are acute and pro- 
gressive, and intensely interested | 
in adapting U. S. marketing tech- 
niques. 

That’s the opinion of William L. 
Doremus, who teaches marketing 
at New York University and who 
just finished conducting a two- 
week sales seminar for the French 


BRUSH-MOORE 
NEWSPAPER 
represented nationally 
by Story, Brooks & Finley 


iiss: 4Uavry. oF 7 
ee fH 


| 


know-how, but equally concerned 
with the reasons why a procedure 
was followed, with the results it 
got and with suggestions for adapt- 
ing U. S. procedure to French 
problems. 

Mr. Doremus offered them six 
suggestions: 


e Foster a climate of competition. 
Utilizing U.S. marketing tech- 


National Sales Executives Assn. 
Mr. Doremus found 


rare 
A 7 
% ; 


UYING POWERS 
Sot ghee ee ee 2 


“nothing 


IN MISSISSIPPI 
ws 
UAL IN CIRCULATION — AND WITH 


THE LOWEST MILLINE RATE. 


e 
Fixat IN COVERING OVER 3 TIMES 


MORE OF THE MISSISSIPPI MARKET 
THAN ANY OTHER PUBLICATION. 


e 
Firat IN PROVEN SALES POWER WITH 


FAMILIES THAT HAVE MOST 
BUYING POWER. 


*ABC REPORT Sept. 30, 1955 
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niques would help, since, he indi- 
\cated, he thought he detected an 
‘attitude among some French mar- 
| keting men that strong competitive 
selling is undignified and unneces- 
sary. He called attention to the 
French industry’s use of institu- 
|tional ad techniques where com- 
‘petitive advertising seemed more 
efficient. 


_@ Increase the use of market and 
marketing research. He said there 
is little market research in France, 
mostly because of limited enthu- 
|siasm for it among top decision- 
' makers. 


_@ Increase attention to creativity 
in marketing. There is too much 
‘ready acceptance of traditional 
_ways of doing things. 

'@ Increase assistance to medium 
and small business management. 
These companies need specialists 
in “functional areas of marketing,” 
‘and better advertising and selling 
techniques. Mr. Doremus suggested 
‘pooling of funds to hire the best 
'talent in these areas. 


| 

|e Education for distributors and 
‘consumers. Mr. Doremus said he 
thinks education in marketing has 
to start with the manufacturer and 
work down. It ought, he said, to 
encompass such points as accep- 
\tance of self-service at the con- 
sumer level, acceptance of volun- 
tary wholesaling organizations by 
retailers and the injection of man- 
|ufacturer influence into marketing 
|by wholesalers. “It takes time,” he 
warned. 


e An exchange program for busi- 
|ness men. He said he thinks mar- 
keting men at the middle manage- 
|ment level can be exchanged with 
jprofit. He would hope for inter- 
lchanges of 90 days between food 
| processors in America and France 
—of sales promotion managers, for 
example—with salary and attend- 
ant expenses paid by the manager’s 
home company while he works 
abroad. 


First Things First! 


Put first things first! WDIA, the 
number one station of Memphis, 
rates first in power, first in audi- 
ence drawing, first in control of 
the Quarter Billion Dollar Negro 
Market! That’s why WDIA gives 
first rate results to all accounts! 


First Station 
WDIA is Memphis’ first station 
in three classifications. WDIA is 
the first—and only—50,000 watt 
station. This combines power and 
coverage as no other station can. 
WDIA is the first radio station in 
this city to program for Negroes 
exclusively. As a consequence, 
WDIA ranks first with Pulse, rat- 
ing the largest size audience with- 
in its market. 
First Market 
Memphis has a Negro market, 
which ranks as the largest Negro 
market in the United States. 
There is concentrated in Memphis 
and its adjacent trading zone one- 
tenth of all the Negro population 
in America. And these Negroes 
have a composite one-fourth bil- 
lion dollar pay envelope, which 
is the largest, in its category, in 
the nation. 
First Programming 
Now, how to capitalize on a 
market that’s first in size—first in 
economy? Well, WDIA does it by 
specializing as an all-Negro radio 
station. WDIA operates on a dis- 
tinctive, restricted - to - Negroes 
basis. Members of the Staff—per- 
formers, disc jockeys, counselors, 
home economists—all are Ne- 
groes. Negroes with the glamour 
of stardom, who are glittering 
leaders of an evolving social class. 
Negroes who condition the buy- 
ing habits of 1,237,686 listeners. 
An emotional ple, these Ne- 
groes follow their stars with a 
loyalty bordering on fantastic. 
But the figures are not fancy— 
they’re fact. And the cold fact is, 
WDIA dominates the Memphis 
Negro market. Negroes buy in 
excess of 65% of all flour sold on 
the Memphis market . . . approxi- 
mately 55% of all laxatives... 
60% of the deodorants . . . half the 
toothpase . . . and a staggering 
80% of all rice! WDIA promotes 
the brands of such outstanding 
sponsors as: 
Omega Flour ... Arrid... 
Uncle Ben’s Rice . . . Col- 
ate’s Dental Cream .. . 
x-Lax ... Carter’s Little 
Liver Pills. 
First Results 
Memphis has a Negro market, 
which rates number one in size— 
it’s the nation’s largest Economy- 
wise, the Memphis Negro rates 
number one, with the highest in- 
come, relative to white income, of 
J Negroes in the country. 
IA is Memphis’ number one 
station—its first and only 50,000 
watt. In this case, one and one 
and one add up to number one 
results in sales accounts. For data 
on how WDIA can put you first 
in sales and profits, make inquiry, 
on your letterhead, today! And 
ask for a bound copy of, “The 
Story of WDIA!” 
WDIA is represented nationally 
by John E. Pearson Company. 


Lyon Joins Boone & Cummings 

L. N. Lyon has joined the staff 
of Boone & Cummings, Houston, as 
head of the industrial division. | 


Fife 


BERT FERGUSON, General Menage: 


HAROLD WALKER, Commercoal Manager 
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Advertising Age, November 19, 1956 


’ Mr. Mast cate, like an ad to get its point Carmichael Joins Cont'l. Oil 


F ’ ’ “Target Repor .’ , 
Conover-Mast's New ‘Target Reports’ Reflect sed MERRIE... some ‘of taalaeiae manatee deme: | me terrane Loe nate ai 


Depth Interviewing on Effectiveness of Ads vo = which f * 


void in which = vertising men | trations and informative headlines.|rector of marketing research of 
you could They will read body copy when) Tatham-Laird, Chicago, has been 


New York, Nov. 13—Construc-| Reports” information bears out|judge success only ~ inquiries and' they are especially interested in appointed to the new position cf 


tion Equipment, a Conover-Mast| “many of the conclusions reached |readership scores. ‘ow you'll get the product. But they resent being | 


senior analyst in the marketing 


publication, will inaugurate a new by other advertising researchers.|some of the benef ‘s of depth re- forced to read body copy simply|research division of Continental 
system of advertising research, But on other points—especially|search. You'll lea. what buyers! to find out what the basic message | Oj] Co.’s coordinating and plan- 


called “Target Reports,” on a five- | those having to do with the writ-/really think.” is. 


month basis, in 1957. All full-page 


ads will be surveyed in the Feb-| reports are breaking new ground.|s Some of the res 


ruary, June, August, October and | 
December issues of the magazine. 

“We're going beyond reader 
traffic counts to tell advertisers | 
just what their sales prospects got 
out of their ads,” Richard M. 
Smith, promotion manager of the) 
publication and originator of the) 
system, said in announcing “Tar-| 
get Reports.” 

Mr. Smith said the main objec- | 
tives of the reports are to tell the’ 
advertiser four basic things: | 


e Whether his message is under- 
stood. 


e Whether prospects believe his 
claims. 


e Whether he is giving them the 
kind of information they want. 


e Whether his advertisements are 
helping to sell the product. 


“By seeing reader comments in 
plain English,” Mr. Smith said, “an 
advertiser can tell whether or not 
his ads are hitting home.” 


s “Target Reports” are made by 
Harvey Research Organization, 
Rochester, N. Y., marketing ana- 
lyst. In the case of Construction 
Equipment, the research organiza- 
tion selects six or more test cities 
in various regions where con- 
struction is active. It assigns 
skilled depth interviewers to the 
job, and forwards to them lists of 
the magazine’s readers to be in- 
terviewed. As reports come in, the 
analyst processes reader com- 
ments, assembles the data on par- 
ticular advertisements, and assem- 
bles all comments received on 
each ad in individual booklets 
within 30 days following the end | 
of the study month. 
The Harvey organization con- 
ducted two pilot studies for CE 
this year. Favorable reception by 
advertisers and agencies encour- 
aged the magazine to undertake 
regular studies next year. 
Interviewers, it was explained, 
take readers through an issue page 
by page. On each ad they answer 
the question, “What do you get 
out of this advertisement?” Inter- 
viewers then follow up with sup- 
plementary probing. Comments are 
taken down verbatim and liater 
reported with enough editing to 
make them understandable to a 
third person. If a reader cannot. 
use the advertised product in his) 
work, his comment is not sought. | 
} 
a Mr. Smith said that “Target. 


ates best of all because itt Driest 


SHOW-OFFS—The famed Piel broth- 

ers of television, Bert and Harry, 

have taken to point of sale for 

their benefactor. This three-di- 

mensional color display was cre- 

ated for Piel Bros. by Lutz & 
Sheinkman 


ning department, Houston. 
Readers are suspicious of big 
ilts of the pilot | Claims, and they approve strongly A PUBLISHERS’ REP 
“Conclusions emphasize the need | studies have indi «ted that con-|0f tables of specifications, partic-| ogy gett IT SETTER! 
for construction advertisements to/ struction buyers ] ke to read in-| Ularly when they are set off in a eae | 
be tailored to the unique needs|formative advertcments. They| Separate box. Also favored are —and especially % 


ten content of advertisements—the 


and preferences of construction 


'men. Several companies,” Mr. 


Smith said, “already have revised 
their advertising on the basis of 
the pilot studies made this year.” 

B. P. Mast Jr., publisher of CE, 


|emphasized that what an adver- 


tiser gets out of the reports “de- 
pends on how exact an idea he has 


look primarily for news of new 
products, improvements on exist- 
ing models and iccas for product 
use of the job sit«. 

Readers pay closest attention to 
advertisements of products they 
are either currently using or are 


erally brand conscious and brand 


thinking of buying. They are gen-| 


diagrams and cutaway drawings, in the West where 
when these aid understanding of | greater manpower, 
a product’s construction or opera- | broader experience 


tion. | and contacts pay 
| off for publishers. 
Lupton Co. Names Three | Li-state coverage. 


John Mather Lupton Co., New Offices in San 
York, has elected Jackson How | Francisco and Los 
|and Frederick R. Brewster vps Angeles. 


of what he is trying to do. If he’s|loyal. They are impressed by color| and has named Ralph W. Nelsen 
promoting a new improvement in|in an ad, especially when color | general manager. Mr. How joined 
a product, that’s one thing. If he’s| helps to point out key features or the agency in 1954, and Mr. Brew- 
simply trying to keep the company | when it aids visual understanding | ster joined in 1953. Mr. Nelsen 
name before the public, that’s an-| of some point which would other-| formerly was a vp of Abbott Kim- 
other thing. How well he succeeds | wise be less clear. |ball Co. and more recently was 


will show up in the comments. 


Readers, the pilot studies indi-| with Donahue & Coe. 


HOW CAN YOU BE SURE 


your advertising is reaching 
the plant men you want? 


There is no possible way any ordinary circulation method can assure you of constant coverage 
of the plant men who are known to specify and buy... throughout industry — no ordinary 
method can get your advertising to new buying power as it appears ... can avoid wasting your 
advertising on those who have vanished from the buying scene. 


Subscription salesmen can’t do it— 
Subscription mailings can’t do it— 
Ordinary list-building methods can’t do it. 


But there is a sure, practical way to get you the 
coverage you want of the plant operating men 
who have the authority to specify, to buy, to 
initiate requisitions—the way industrial sales 
managers do it. 


Mit anv Factory builds-and maintains its cir- 
culation through 1,724 industrial salesmen who 
can personally identify and enter the subscriptions 
for the men they must sell . . . who personally can- 
cel the subscriptions of those who no longer have 
the power to buy... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of Mm. aNp FacrTory. 


These 1,724 salesmen call on the approximately 
28,000 plants that are estimated to account for 75% 
of industry’s buying power. It averages out to about 
20 plants per man. The subscription canvasser 
must cover hundreds of plants to make a living; 
he can’t afford to call on any one plant more than 
once a year, at the most — he just doesn’t have the 
time to study each plant’s individual buying pat- 
tern. But the industrial salesmen, because of their 
concentration at the local level, know these plants 
—and, at any given time, the men in them, regard- 
less of title, who can specify and buy. Mi. AND 
Facrory has more of these salesmen in Michigan 
and Ohio alone, than any other business publica- 
tion has circulation men in the entire United States. 
These 1,724 salesmen are employed by 145 lead- 
ing industrial distributor organizations and re- 
gardless of your method of sales representation, 


Mill Factory 


SS SS - ety - eee 


these salesmen identify and sell the men who must 
be sold on your product—whether they specify, 
buy, or influence the purchase of a product. 


The distributor has a stake in seeing that Mi. 
AND Factory reaches the right men, because he 
pays for each and every subscription in his terri- 
tory with his own hard cash. In return he gets a 
signed ad on the back cover and a product insert 
ad of his choice in each issue. This can only pay 
off for the distributor when MILL ANp Factory gets 
to the men he sells — the men you must sell. 


coverage, sure; but do they read? 


MILL AND Factory gets to the men who count, but 
that’s not all you want. You want readers. 


That’s why Mitt anp Factory employs its own 
Reader Certification System to see to it that Mm. 
AND Factory continues to go only to those who say 
they read it and want to keep on reading it. This 
Reader Certification System is a very costly opera- 
tion that goes far beyond BPA’s “verification” re- 
quirements — every single reader is regularly asked 
if he reads it and wants it, insuring 100% reader- 
ship certification. 

There is one practical way you can be sure your 
advertising reaches the men who can say “Yes” 
or “No” and make it stick...who are known to 
be the important men today...who are known 
to read the publication that carries your adver- 
tising... MILL AND FACTORY. 


Mill & Factory reaches the men, 
regardless of title, 


your salesmen must see to sell. 


Mills Factory = = 


A CONOVER-MAST aACtOry 
205 East 42nd Street, New York 17, N. Y. 


“LOS ANGELES © 2550 Beverly Boulevard 


ay: a ee ee fe oe ORE ae ee ee Caen shee 
weer ee D Pe fie at i ee ee > ee " Spent eter ‘Set ree a Shae 2 iT eiperiae® ; eee hg ty ee ee ¥ 2a i eee me ae a 
Ss eee fre Cee ' ed Bion" es See tele de ques eee ae Jee ore ee i oS a a ante : ae eee a “% pale 
: % tai > oe i 4 a 
. ‘ os iy 
bi 
= 
= 
mm 
he 
: i. ae a 
vy — a 
- ah " > 
“Mo” Kimball, Pres. or, 
Po | \ 
i pr: ‘ pe 3 
he Ae Ps ‘ @ be ~~ 
a? a bing Sh eae 
1 ee er «en B 2 . 
aneernsnea ——$ ne $i ete i 
| : : 4 
a 
ELT NAC EM 3 
| =a 
ee 
1 , 
. 
ee a 
be 
ae 
ee | 
nt 
. m3 
Enjoy pc | 
Pi | : = ‘ 
ve i" 
seen Tf Throdiwise i | 
j y Sy 
patonighe Tits | 
folks!7\ Delicious i | 
4 ——EE—E———— ale ey 
st oe of ea A i 
oe . 
eae Se a! 
Bee tO cle a As : 
eae * se bay , a < : . : 
d 
{ ¥ 6 mete ee, ‘ : 
. 2 Na a ee 3 . 
: s if 
=e kr 3 
> — a | nw 7 
RS Se gs Be ee. ee tide jae = teen” Pew ees ah eS a eed tae ee " - i -_. eo ae ’ we fe : 5 laa 


Rockmore Co. Adds One 

Plymouth Rock Provision Co. 
New York, producer of packaged 
meats, has appointed the Rock-/§ 
more Co., New York, to direct its| 
advertising, effective Jan. 1. Plaza} 
Advertising formerly handled the 
account. 


Two Join ‘TV Radio Life’ 

Earle Bradley, formerly in the 
promotion and publicity depart- 
ments of KTLA, Los Angeles, and 
Marilyn Herman of Permanente 
Medical Group, Los Angeles, have 
joined the advertising department 
of TV Radio Life, Los Angeles. 


SPARK EVERY PROMOTION 


Borrett 


L. Davis Jones, vp in charge of N. 


SOLIDARITY—The longtime client-agency relationship 
between International Correspondence Schools and 
N. W. Ayer & Son was highlighted at a recent 
meeting of the Scranton Advertising & Sales Club. 


| adelphia office service, shown chatting with Paul 
| V. Barrett, former advertising director of ICS, now 


commemorating 
W. Ayer’s Phil- 


van Jr., 
Sales Club. 


Advertising Age, November 19, 1956 


Donovan 
retired, was the principal speaker on the occasion | 7,948. 


McDermott 


the 58-year relationship. Others | 


IL A. Gets New Bus Posters 
California Transit Advertising, 
Los Angeles, has made available a 
new bus poster size in the Los 
| Angeles area. The posters come in 
two sizes, 
}and are available in paint or post- 


copy changes. 


|GE Appliances Names Y&R 
| General Electric Appliances Co. 


|has appointed Young & Rubicam, 
| Detroit, to handle advertising for 
\its branch which distributes GE 
major appliances and tv receivers 
|in lower Michigan. 


Willard 


A: Anderson & Cairns, Willard C. Wheeler is a 
vice-president and Chairman of the Strategy 
Board that decides “what to do” about a client’s 
problems before the Creative Board determines 
“how to do it”. Bill’s basic job is to marshal the 
collective experience and thinking of the agency 
through all phases of merchandising, marketing, 
promotion, public relations and research, as well 
as advertising. The experience he brings to his 
work is probably unique—10 years as a consultant 
on business economics, marketing strategy and 
sales planning to a dozen leading corporations, 
preceded by 12 years of executive responsibility 
with one of the oldest and largest advertising 
agencies. Bill came with Anderson & Cairns in 
1950 because he “recognized it as an agency with 
top-management’s point of view of advertising as 
a profit-making function and a force for building 
corporate character.” Bill Wheeler has a positive 
knack for untying knotty problems. Why not give 
him a ring at MUrray Hill 8-5800? 


! Wise oS 
The PHOTOMATIC Co. 


$3-59 £. Illinois 3¢. * Chicage 11, tl, 
Phene oe co nate 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street New York 22, N.Y. 


2%’x12’ and 2%’x15’, 


ler—the latter offering frequent 


Australian 3M's 
12-Page Ad Is 
‘Digest’s’ Biggest 


Sypngy, Nov. 13—Minnesota 
Mining & Mfg. (Australia) Pty. 
Ltd. made magazine advertising 
history here this month by taking | 
12 two-color pages in the Novem- 
ber issue of the Reader’s Digest 
Pacific edition. 

Reader’s Digest executives said | 
the 12-page section, devoted to 14! 
of the 3M lines, is the largest ad| 
ever to run in any edition of the) 
Digest. The account is handled by 
Jackson Wain & Co. Pty. Ltd. 

The 12 consecutive pages pro- 
mote the following Australian- 
made 3M products: Scotch brand 
cellulose tape, 3M surface-coated 
abrasives, 3M coated-abrasive PG 
wheels, Scotch masking tape, 
Scotch electrical tape, Scotchrap 
pipe insulation, Scotchlite reflec- 
itive sheeting, Underseal rubber- 
ized protective coating, Secretary 
copying machine, Scotch sound- 
recording tape, Scotch filament 
tape, Scotch double-coated tissue 
| tape, Scotch lane marking tape and 
|3M pre-sensitized aluminum litho- 
| graphic plates. 


® 3M (Australia), part of the rap-| 
idly expanding international oper- | 
ations of the parent company,| 
headquartered in St. Paul, Minn..,| 
was established here four years 
ago and is experiencing the rapid 
growing pains of other units within 
the 3M International setup. No fig- 
ures have been released on sales 
in Australia, but international op- 


| erations have swelled from $5,000,- 
| 000 in 1951, when 3M International 


|adopted a policy of bringing Aus- 
| tralian blood into the company to| 


| the launching process. 
| 
|Australians as sales managers: 


| 


cialized training. 


was formed, to $40,000.000 in 1955. 
R. S. Priebe, managing director | 


of the Australian company, has| 


jtake over skilled executive posts, 


'from American experts involved in 
Already he has appointed three 


|\Geoffrey Abbott (abrasives), 
| Bruce Chapman (retail and indus- 
trial and tapes) and Geoffrey 
Wawn to the reflective products 
division. The three men were sent 
to the U.S. plant this year for spe- 


® 3M has been immersed in a 
wide-range program to increase 
sales and output outside the U.S. 
In addition to entrance into Aus- 
tralia, the expansion program in- 


| facilities 


Reena reece 


cludes beefing up of manufacturing 
in Canada, England, 
France and Germany and increas- 


| market potential for its products in 


'ternational in 1951, 


» |Missing: 1.635 


‘Drug Stores, Says 


| New York, Nov. 13—With mag- 
inifying glass in hand, pipe in 
mouth and hunting cap set firmly 
on forehead, Chain Store Age has 
set forth on a search for 1,635 
missing drug stores that appear to 
| have been lost on a mutilated IBM 
|card at the Census Bureau. 

In an article titled “Lost, Strayed 
or Stolen: 1,635 Chain Drug 
Stores” appearing in November 
drug editions of Chain Store Age, 
Godfrey M. Lebhar, editor-in- 
chief, charges that the bureau er- 
}roneously showed in its 1954 fig- 


lures that there were only 6,313 


chain drug stores then in opera- 
tion whereas actually there were 


In addition, Mr. Lebhar charges, 


are Robert W. Murphey, Ayer account executive, | ‘chain drug stores made 25.2% of 
Thomas C. McDermott, asst. director of advertising all drug sales that year instead of 
and sales promotion of ICS, and William M. Dono- | 19.8% as reported by the bureau. 
president of the Scranton Advertising & 


Source of Mr. Lebhar’s data on 
the number of drug stores is the 
“Chain Store Guide Directory of 
Drug Stores,” which lists names 


ing production in plants in Mexico and addresses of all drug compa- 


and Brazil. Arrangements recently 
were concluded to manufacture} 
Scotch Brand products in the Ar-. 
gentine. In 130/, 3M International | 
will begin initial soundings of the 


the Middle East. 

Prior to the formation of 3M In- 
foreign sales 
were handled by Durex Corp. and 
Durex Abrasive Corp. Both cor- 
porations were dissolved in that 
year. 

3M has built up a sales and pro- 
duction organization in nearly 
every country outside the Iron 
|Curtain. Though licensing of for- 
eign producers is still a part of the 


international operation, manage- 
ment says future plans call for em- | 
phasis on owned or controlled sub-| 


sidiaries. 
| 


Keystone Broadcasting Adds 10 

Keystone Broadcasting System | 
has added 10 new affiliates, bring- 
ing its total to 913. The new af-| 
filiates are KDQN, De Queen, Ark.; 
KICO, El Centro, Cal.; WHBN, | 
Harrodsburg, Ky.; WNKY, Neon, 
Ky.; WMBC, Macon, Miss.; KDBM, 
Dillon, Mont.; KQIK, Lakeview, | 
Ore.; i 
Tooele City, Utah, and WMNA, 
Gretna, Va. 


nies and all of their stores. 


# Bureau officials already have 
| undertaken a retabulation of their 
figures, but are acknowledging in 
the meantime that it is a “likely 
possibility” that Chain Store Age’s 
figures are correct. 

The discrepancy of 1,635 stores 
involves all three categories into 
which the bureau breaks down its 
data on “multi-unit” drug stores 
—two to three stores, four to 10 
stores and 11 or more stores. Sep- 
arate incorporation of stores owned 
by the same person may account 
for some errors in the two and 
three store category, Mr. Lebhar 
says, but mistakes in the other 
categories “cannot be accounted 
| for in any way we can figure out.” 


| Covey Joins Julius Klein 

Robert P. Carey, formerly direc- 
tor of publicity of the National 
Assn. of Manufacturers in the Mid- 
west, has been appointed executive 
idirector of operations of Julius 
Klein Public Relations, Chicago. 


'Shannon Adds Daily 


The News, Port Clinton, O., has 


» appointed Shannon & Associates 
| its national advertising representa- 


tive. 


MEN’S STORES KNOW 


HOW BEST TO SELL BUFFALO'S MEN! 
RNC Ree RENE ae 


EN’S STORES KNOW 


HOW BEST TO SELL BUFFALO'S WOMEN! 
a 


“4 


rr 


WOMEN’S-WEAR STORES 
Daily... + +++ 0+++1,634,990 lines 
Sunday. eeeeeeeee 636,661 lines 


BOTH PLACE THEIR 


GREATEST DAILY LINEAGE 
in the COURIER-EXPRESS 


... and use additional space Sundays 
swelli 


ling the lead still further 


1955 COURIER-EXPRESS 


MEN’S-WEAR STORES 


Daily. ..2++-+++++878,222 lines 
Sunday. «.+«++++++126,300 lines 


eegeedey 


BUF F A Lo an ome 


“Representatives: 
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AGENCY AVIATOR—This is Irwin Beach Engelmore, president of Ashe 

& Engelmore Advertising, New York, about to start on a flying 

trip to eastern and midwestern markets to promote distribution of 
a client’s new product. 


New Buchen Bulletin 
Reminds Agency Men 
About Copy D-E-Fs’ 


Cuicaco, Nov. 
scious of basic prin iples of effec- 
tive writing, the Bi 
cago, is now is 
reminder bulletins ‘o its writers, 
restating basic copy techniques the 
company feels even the most ex- 


uing weekly 


perienced writers «re inclined to) 


forget. 
Known at Buchen as “D-E-F 
bulletins” (to differentiate them 


from “A-B-C” factors of effective 
advertising, recently developed by 
the company for use by its staff), 
the reminders deal with such sub- 
jects as (1) making illustrations 
tell and sell more than they usual- 
ly do, (2) how to get a reader into 
an advertisement more quickly 
and (3) principles which help to 


1 \—Determined | 
to keep its copywr:'ers ever con-' 


hen Co., Chi- | 


|shorten, strengthen and activate, 
|copy. The bulletins will be com-| 
| piled by Buchen as a ready refer- 
;ence file for all its copywriters. 
‘Two Shopping Centers Open 
Two huge new shopping centers | 
are opening this month. The $15,- 
000,000 163rd St. Shopping Center | 
Inc., located in Miami, is described | 
as the “South’s newest and larg- 
est.” Occupying more than 2,000,-| 
000 square feet, the center has 49) 
|tenants in eight buildings and 
parking spaces for 4,000 cars. The | 
Laurel Shopping Center, located | 
on U.S. #1 in Laurel, Md., cost 
$2,000,000 to build and has 30) 
stores and facilities for more than 
5,000 cars on its 15 acre retail area. 
Both centers featured extravagan- 
zas to highlight their openings. 


Doremus Adds Diamond Match: 

Names Coryell, Hamersley 
Diamond Match Cc., New York, 

has named Doremus & Co., New 


105 


York, to handle advertising and 
product publicity for its match 
and woodenware divisions. The 
account was previously handled 
by Benton & Bowles. 

Doremus also has appointed 
Vincent H. Coryell Jr. and L. 
Gordon Hamersley Jr. account 
executives. Mr. Coryell formerly 
was with Bermingham, Castleman 
& Pierce. Mr. Hamersley previous- 
ly was with the First National 
City Bank of New York. | 


masonry building 
singularly different ... 


Masonry Building's over 20,000 
paid subscribere are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Adman Engelmore 
Hits Wild Blue in 
Thermo-Chef Drive 


New York, Nov. 13—If you've 
grown too used to thinking that. 
only angels have wings, hark to 
the saga of Irwin B. Engelmore, 
the flying agency president. 

Mr. Engelmore, the south half 
of Ashe & Engelmore Advertising, 
recently came back from a six-day 
merchandising junket on behalf of 
Thermo-Chef, a new product made 
by Micro-Moisture Controls. He 
covered major eastern markets, 
helped to get distribution, and 
(get this, earth men) personally 
wrote merchandise orders for the 
products. 

He made the trip in his own 
plane, a Beechcraft Bonanza. 

The frantic flying sales trip 
came up like this. Ashe & Engel- 
more was asked by Micro-Mois- 
ture Controls to prepare a cam- 
paign for Thermo-Chef, get it 
under way, and get product dis- 
tribution—all in a month. Since 
there was no time to train a sales 
force, Beach Engelmore took to 
the skies, order kit in hand, while 
Hiram Ashe concentrated on the 
details of the campaign in New 
York. 


a Mr. Engelmore stopped at Sche- 
nectady, Syracuse, Rochester, Buf- 
falo, Youngstown, Cleveland, Co- 
lumbus, Dayton, Cincinnati and 
Pittsburgh, making stops at major 
department stores in each city. 
Thermo-Chef'’s sales manager hit 
Washington, Baltimore and Phil- 
adelphia. 

Thermo-Chef—a cooking paper 
operated on a superheated dry- 
steam principle, will have adver- 
tising running in newspapers, 
magazines and television, with 
some direct mail. The copy breaks 
this week. 


Nyborg Predicts Doubling in 
Business Bureau Volume 
Victor H. Nyborg, president of 
the Assn. of Better Business Bu- 
reaus Inc., New York, predicts that 
better business bureaus will dou- 
ble their growth in dollar income 
and public services in the next five 
years. The last 10 years showed 
the greatest growth in the associa- 
tion’s 43-year history, with a 220% 
increase in dollar support from $1,- 
250,000 to more than $4,000,000 
and a doubled total membership 
of more than 80,000 businesses. 
Last year the bureaus handled 
more than 2,000,000 requests for 
assistance from the public. 


Stantield Adds F. Manley 
Harold F. Stanfield Ltd., Toron- 
to, has been appointed to handle 
advertising for F. Manley & Sons, 
Toronto, manufacturer of lawn 


fertilizers and regional sales 
agent for power lawn and garden 
equipment. 


the Domcmark of qualita 


er 


Because more Chicago agencies have 
discovered it contains proof of quality 


The envelope with the ken is showing up in agency 
offices because it has been getting a reputation. 

A reputation confirmed daily by the kind of 

work that shows the knowing touch of people who 
take pride in producing something better. 


And people . . . not machines . . . make good engravings. 
Because we have the finest professionals . . . kn produces 
engravings which equal or excell any in America today. 
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Outdoor Assn. Elects 

Frederick Mercey Jr., president 
of Yakima Valley Poster Service, 
has been elected president of the 
Outdoor Advertising Assn. of 


| Washington. 


Other officers are | 
W. A. Hawley, Haywood-Larkin, | 
Spokane, vp, and H. G. Hopps, Fos- 
ter & Kleiser, Seattle, secretary-| 
treasurer and national director. 


“() 


says Jesse T. Wilson, 


we represent!"’ 


& <es 


must be 


Roanoke's newspapers ! 


Owner 
Jarrett Braberype Company 

“The circulation area of the Roanoke newspapers 
and our selling territory are almost identical. We 
are serving the same wholesalers, retailers, and 


consumers. That's why the Times and World-News 
are the ideal media for pre-selling the products 


The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 


papers have significant cover- 
age in this key market of west- 


Advertising Age, November 19, 1956 


* 


le 


MODEL & FRIENDS—Robert Anthony, who has posed for ten years for 
ads for Walker’s De Luxe bourbon, shows how he does it at the 
Detroit Adcraft Club. Harold Dols, merchandising manager of 
Hiram Walker Inc., told the story of Walker’s gift merchandising 
to club members. Others present are Ross Corbit, president of 
Walker, and Paul Sharrock of Campbell-Ewald and president of 
the Adcraft Club. Hiram Walker plans to tell its merchandising 
story to a number of advertising and selling clubs. 


ern Virginia. 


Make Industry 
Messages ‘More 
Believable’: Forrestal 


New York, Nov. 13—‘“Industry 
communications should be more 
two-way in nature. We should lis- 
ten more. And our communications 
should be more believable,” Dan 
J. Forrestal, manager of public 
relations at Monsanto Chemical 
Co., told the Synthetic Organic 
Chemical Manufacturers Assn. 
here last week. 

Describing a public relations 
man’s viewpoint of the chemical 
industry, Mr. Forrestal, who is al- 
so vp of the Public Relations So- 
ciety of America, criticized many 
company sponsored motion pic- 
tures, which, he declared, “spe- 
cialize in church-basement-type 
acting, with actors acting like 
actors and not like people; with 
the dialog sounding like the prod- 
uct of script writers and not like 
the voices and thoughts of people 
with whom we deal and live. 


s “One wonders,” Mr. Forrestal 
continued, “how any audience can 
attribute any credibility to a mes- 
sage so amateurishly costumed, 


|and too frequently bedecked with 


. Benenson Buys Bi-Weekly Radio Must Be the conclusion: ‘Isn’t this all just 
Write for details to: Retail Apparel Outlook, bi-| 4 F too peachy for words?’ 
SAWYER, FERGUSON, WALKER COMPANY =| weekly published by H & H Pub-| Local ‘Companion “Millions of industry's dollars,” 


he said, “go into the making of 
unbelievable, sugar-coated, tech- 
Tou N 14—Donald H |nicolored movies—and I pick on 

oe, NOV. Ita *|sponsored movies because many 
McGannon, president of the West- | of them are mortal sinners, in my 
inghouse Broadcasting Co., made a ‘viewpoint, and are therefore 
spirited defense of radio's music- symptomatic of the need that ex- 
and-news format in a speech be-| ists for us all to tell the plain, 
poe _ = oe Broadcasters | peautiful, low pressure truth. 
Assn. last week. 

In discussing this matter, Mr. | = “Other tools and methods might 
McGannon deplored the use of the be similarly examined, and fur- 
term “electronic jukeboxes in| ther evaluations might be made 
reference to certain portions of| in all of our activities concerning 


National Representatives lishing Corp., New York, has been | 


sold to Benenson Publications,| Medium’: McGannon 
_ THE ROANOKE TIMES New York - 

, publisher of Realty, a 

pANOKE WORLD-NEWS |real estate fortnightly. No change | 

ROANOKE, VIRGINIA lin policy of the Outlook will be 

| made, the new publisher reported. | 


radio. He said such references as 
these imply that there is some- 
thing second-rate about the music 
and news concept. 


not at all reluctant to indicate that 
music and news is a completely 
sound and proper method, in my 


“Let me be among those who are 


the reaction of people who see our 
pictures and who hear and read 
/ our words. 

“We attach importance to re- 
search, to sales, to production, and 
to the other accepted and tradi- 
tional functions of our industry. 
But I suggest, if we are seriously 


judgment, of operating a radio sta-| concerned with our reputation, and 
tion. Not only is there nothing the impressions we make, and the 
subservient about it, but rather, viewpoints of our audiences, then 


... for that entry of yours in 


INDUSTRIAL MARKETING'S 


$2500 contest ‘‘How | Use The Market Data Book.’’ The contest 
closes Dec. 1, and a letter on how you're using this unique 580- 


page reference volume may win for you— 


from everything I can see, it is| 
being met with tremendous ac-| 
claim on the part of the public,” | 
‘he asserted. | 

| 


= Mr. McGannon said that radio 
revenues this year—excepting net- | 
work business—may hit a peak. 
To retain its share of business, 
the Westinghouse executive be- 
lieves, radio must take on a new 
form; it must gracefully surrender 
the living room spotlight to tv and 
become a companion medium spe- 
cifically designed to meet the local 
needs of the people. This was part 
of the thinking, he explained, be- 
switch 


let us do all we can to attach more 
importance to the development 
and maintenance of a full infor- 
mation program, in order to 
achieve a merited understanding 
of the role our companies play in 
the nation’s destiny. 


s “I feel sure,” Mr. Forrestal said, 
“our total audience would increase 
both in knowledge and in quantity 
if we could bring about an en- 
larged program of telling the facts, 
a program to which thousands of 
our associates would lend their 
voices, either formally or infor- 
mally 


hind the Westinghouse “There are 830,000 men and 
from a network to an independent | women who are directly employed 
radio operation. |'at more than 10,000 production, 
| sales and research locations in the 
‘chemical industry. It seems safe 


—a 3-week all-expense trip to Hawaii for two 
people—including your choice of travel by air 
or on the luxurious SS Lurline— accommodations 


Any advertiser or agencyman is eligible. There 
are no entry blanks to fill out—all that’s re- 
quired is just your letter on how The Market 
Data and Directory Number is serving* you .in 


best entries. 


to the field. 


Armour Markets Pot Pie 


at such plush spots as the Royal Hawaiian Hotel 
—with visits to other islands and all travel details 
handled by Happiness Tours 

—one of the 20 Eastman Kodak 8mm movie 
cameras which will be awarded to the 20 next- 


information for product promotion or many 
other uses which we're interested in publicizing 


Do it now. The letter you write today may put 
you in Hawaii for a vacation you'll long re- 


Chili pot pie, second in Armour 
& Co.’s line of prepackaged frozen 
pies, is scheduled to be marketed 
nationally by mid-November. A 
frozen mince meat pie was intro- 
duced by Armour last fall. As an 
introductory offer, Armour is pro-| 
viding retailers with display and} 
cooperative advertising promotion-_ 
al allowances. No direct Armour | 
advertising is scheduled. The new | 
pies are expected to retail in the 


23¢ to 25¢ price range. 


‘Electronic News’ Names Roche 


Joseph Roche has been appoint- 
ed advertising promotion manager | 


|to assume that at least some of 
these 830,000 may never have been 
invited to help in any kind of pub- 


‘lic relations activity. 


“This cannot be accomplished by 
merely waving a three-word wand 
which points out ‘It’s everybody’s 
job.’ It will occur only if and when 
we demonstrate the urgency and 
establish the climate which will 
make thousands of our associates 
in all departments eager and anx- 
ious to beam out the facts to every 
kind of audience, everywhere.” 


Starch to Study ‘Distribution’ 
Distribution Age, according to its 


selecting markets and media, getting basic statis- 


i iding vi of Electronic News, to be published publisher, the Chilton Co., will 
tics quickly on market potentials, providing vital 


weekly by Fairchild Publications|be the first publication in the 
starting Jan. 21. Mr. Roche was! physical distribution market to 
‘formerly assistant director of) have its readership studied by 


‘product service of the television Daniel Starch & Staff. The Janu- 
, N D U STRIAL MAR K ET! N G | receiver manufacturing division of | ary, April, July and October issues 
CHICAGO 11, ILLINOIS ‘ CBS-Columbia. | will be studied in 1957. 


member. 


Write to EDITOR 
> 200 EAST KLINOIS STREGT . 
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‘Velocity’ of Economy Challenges 
Ad Industry, Strouse Tells OAAA 


(Continued from Page 1) 
properly to do the job. (Reports of 
Mr. Strouse’s views on manpower 
shortages have appeared previous- 
ly in ADVERTISING AGE, most re- 
cently in AA, June 11.) 

Mr. Strouse said that since 1946 


|seem to have been hurt. 

The Y&R executive said he 
|feels the $50 billion dollar U. S. 
|road program will give a tre- 
| mendous impetus to motoring— 
/and offer opportunity to the out- 
|door industry. While boards will 


there has been a “most meaning-| probably not be allowed on the 
ful development in the positioning|new throughways, feeder roads 
of advertising at the top manage- | will be available to outdoor. And, 


ment level, where it is now being 
harnessed as a positive force in the 
growth plans of companies.” 

It is interesting, he said, to 
study stockholder reports when 
evaluating the attitude of man- 
agement toward advertising today. 
Once, reference to advertising in 
such reports was rare. Today pos- 
itive statements about advertising 
achievements are found in the re- 
ports of companies such as Gener- 
al Foods, Scott Paper, Reynolds 
Metals, U. S. Steel, Bristol-Myers, 
Douglas Aircraft. In the case of 
Liggett & Myers, the current re- 
port contains a lengthy treatise on 
the economics of advertising. In 
the case of Procter & Gamble, the 
report provides a detailed de- 
scription of how a new brand 
is introduced through advertising, 
he said. 


® Mr. Strouse gave this summary 
of management decisions on ad- 
vertising: During the period 1939 
to 1954, total advertising volume 
increased at a slightly lower rate 
than did gross national product. 
In 1954, gross national product fell, 
and sales declined by 4%, but ad- 
vertising was increased by 5% .. 
perhaps helping kill a business re- 
cession. 

Looking ahead, he predicted a 
total ad volume of $15 billion in 
1965. Not less than this would be 
required to support a gross nation- 
al product of $600 billion and such 
a figure would represent a ratio of 
only 2.1% of national advertising 
to personal consumption, he said. 

Projecting the growth of out- 
door volume from the trend of the 
past 17 years, Mr. Strouse saw a 
volume of $280,000,000 in 1965. 
However, this takes into account, 
he said, the fact that outdoor vol- 
ume growth has fallen behind that 
of total advertising. 

If outdoor can push its growth 
trend to follow total advertising 
growth, an additional $50,000,000 
vohime could be realized, he ob- 
served. . 


s Mr. Strouse indicated he sees 
both favorable signs and a notable 
lack of vision in the outdoor in- 
dustry. The uniting of OAI and 
SOAI makes possible a greater 
concentration of selling effort, and 
the use of other media to sell out- 
door is good, he declared. 

On the negative side, however, 
he said many feel some plant op- 
erators are operating out of con- 
text with the ad business itself. 
One example he cited is the “vast 
number” of rate changes an- 
nounced after July 1 but received 
as late as October, when budgets 
are being set. 

He also said he feels plant fa- 
cilities in many cities appear to 
be based on keeping a careful bal- 
ance between supply and demand 
—enough plant to discourage com- 


petition, but not enough to make |, 


aggressive selling necessary. 


s “What happens to media is what 
happens to people,” Louis N. 
Brockway, exec vp, Young & Ru- 
bicam, declared. “Nothing of im- 
portance happens in the world 
which does not have its effect on 
our lives—both personal and busi- 
ness.” 

He observed that the outdoor 
industry is one group which need 
not groan at the tremendous 
growth of tv, because it does not 


he pointed out, feeder road loca- 
tions are strategic, because they 
are nearer to where people are go- 
ing to shop or eat or spend the 
night. 

Mr. Brockway said he is no 
economist, able to predict where 
the economy is going by 1966, but 
of one thing he is sure:“There is 
no such thing as a free lunch.” 


® Robert I. Herndon, general 
sales manager, California & Ha- 
waiian Sugar Refining Corp., San 
Francisco, told the outdoor group 
how his company uses outdoor in 
the merchandising of sugar. He 
said that since sugar is a low 
markup item, programs must be 
devised to do something extra for 
the grocer besides selling the prod- 
uct. 
Confronted by this problem for 
the past five years, C&H has de- 
veloped outdoor poster copy which 
is adaptable to point of sale use. 
The posters are designed to pre- 
sent subject matter which gives 
the grocer the opportunity to tie 
in profitably with C&H cam- 
paigns, he said. 

During the summer months, 


.| when sugar is consumed in large 


quantities in connection with 
fresh fruit, C&H boards feature 
fruits and berries. The artwork is 
planned so it can be utilized for 
in-store merchandising material. 
This approach has done an out- 
standing job of selling both fruits 
and C&H sugar, Mr. Herndon said. 


® Edward A. Gumpert, general 
advertising manager, dairy prod- 
ucts, Carnation Co., Los Angeles, 
said today’s market for virtually 
any kind of goods or service is 
unlimited. This, he said, puts the 
emphasis upon the philosophy 
that advertising is selling. Since 
everyone is a prospect, the use of 
outdoor advertising extends the ad 
message far beyond what could 
be expected through the reason- 
able use of any other medium, Mr. 
Gumpert said. 

“Advertising today is to selling 
what automation is to manufac- 
turing,” he said. “It is an acceler- 
ating force. The manufacture of 
customers is a selling job, and it 
is as important in today’s economy 
as production.” 

Mr. Gumpert said the effect of 


{) 


EMANCIPATE HERI—Paper Plate Assn., 
in its annual rescue mission, is 
urging husbands to celebrate Save 
A Wife Week, Nov. 15-24, by get- 
ting in a good supply of disposable 


pan hands. 


plates and doing away with dish-' 


HELPER—Miller Br« 
munity Chest dri 
downtown Milwai 


ving Co., in addition. to promoting the Com- 


among its employes, donated this bulletin in 
see for a listing of companies exceeding their 
quotas in the campaign. 


self service on fooc industry ad- 
vertising is obvious. To maintain 
shelf position and develop volume 
sales and rapid turnover, adver- 
tising, he indicated, must do a 
mass pre-selling job on the con- 
sumer. Outdoor, he said, is unique- 
ly suited to mass selling. 


s Officers of Outdoor Advertising 
Inc. presented an optimistic pic- 
ture of the future of the industry. 
Warner R. Moore, president, re- 
ported national outdoor advertis- 
ing volume in 1956 will exceed 
$118,000,000—the highest figure in 
history and $4,000,000 more than 
last year’s record. He said this 
figure does not include local vol- 
ume or production costs. 

1957 volume, he predicted, will 
show an even greater rate of in- 
crease. Mr. Moore said more and 
more advertisers, large and small, 
are recognizing outdoor advertis- 
ing as an essential selling tool in 
today’s highly competitive econo- 
my. 

Referring to the action of SOAI 
joining OAI, he declared this rep- 
resented a milestone in industry 
solidarity. He said an even strong- 
er sales and promotion program 
on behalf of the outdoor medium 
will result. 

A number of presentations were 

made at the convention: 
e To William Randolph Hearst Jr. 
and Hearst Consolidated Publi- 
cations, of which he is president, 
the OAAA’s annual mass commu- 
nication public service award. 


e To Thomas F. Cameron Jr., 
manager of Lamar Advertising 
Co., Jackson, Miss., the OAAA 
chairman’s award “for distin- 
guished service to outdoor ad- 
vertising in 1956.” 


the American Red Cross for out- 
standing public service. 


# OAAA reelected all its officers: 
H. B. Markham, Pocatello, Ida., 
chairman of the board; Fred C. 
Beseler, Shreveport, La., presi- 
dent; Odell S. Hathaway, Mid- 
dletown, N. Y., vp; W. D. Billings- 
ley, Little Rock, Ark., treasurer; 
Kar! L. Ghaster Jr., Chicago, gen- 
eral manager, and D. W. Vander- 
water, Chicago, secretary. 


Old Judge, R&R Part: 
Hirsch, Tamm Adds Division 
Old Judge Foods Corp., St. 
Louis, and Ruthrauff & Ryan have 
severed their client-agency rela- 
tionship, effective Nov. 15, and 
Old Judge has appointed Hirsch, 
Tamm & Ullman, St. Louis, to 
handle advertising for its Good- 
win division, effective the same 
date. R&R has been handling the 
Goodwin division, which processes 


jellies, ice cream toppings and 
prune juice in 20 southeastern, 
middlewestern and southwestern 
states, and had serviced the Old 
Judge Airlines foods division in 
Brooklyn until about 12 months 
ago. . 

Hirsch, Tamm & Ullman has 
handled an Old Judge subsidiary, 
Old Judge Coffee Co., since 1952. 
The Airline division has had no 
agency since parting with R&R, 
|and has done no advertising. The 
|division hopes to get an agency 
by spring, depending on action by 
the parent company. 


Hutchins Heads 
in Philadelphia 
Found Agency 


(Continued from Page 1) 
merchandising materials, AA was 
told. 

William Maxwell told AA the 
agency currently is talking to five 
prospective new accounts which 
the principals hope to bring into 
the new shop by the end of the 
year. Plans are to diversify ac- 
counts. Only national accounts 
will be handled, either consumer 
or trade, he added. 


® Heads of departments in the 
new agency will be William Pen- 


e To the outdoor industry from 


and distributes jams, preserves, 


nebaker, copy chief; Robert Doug- 
las, art director; Jerry Jones, 
‘traffic director; Frank Alford, 
| production chief; Phyllis Custer, 
| finances. Ron Tucker and Curt 
| Rink will remain in copy and con- 
| . 

Both John and William Maxwell 
followed identical careers. Both 
| were commercial artists, and both 
| were advertising managers of the 
Easy Washing Machine Co. Both 
then joined Hutchins in Rochester 
;on the Philco account. 


| 


$1,000,000 Drive 
for Apex Cosmetics 
‘Uses Negro Media 


(Picture on Page 1) 

New York, Nov. 14—Apex 
Beauty Products, manufacturer of 
hair cosmetics and pressing oils, 
today outlined plans for a $1,000,- 
000 advertising program during 
the next 15 months—referred to 
by Apex as the largest budget ever 
undertaken by a Negro-owned and 
managed company. 

Apex, which recently named 
Abbott-Kimball Co., New York, to 
handle all its advertising, breaks 
a campaign in the January issue of 
Ebony, which will run to nine 
four-color pages through 1957. An 
intensive local radio and tv push 
using Negro stations, combined 
with 1,000-line ads in 127 Negro 
newspapers throughout the coun- 
try, will be used to highlight Apex’ 
four principal products—scalp 
cream, pressing oil, special pom- 
ade and Glossatina. The account 
previously was handled by Rolley 
& Reynolds, Philadelphia. 


® The company, which recently 
bought out the Elmo Co., North 
Philadelphia manufacturer of 
women’s cosmetics, has been de- 
veloping a new series of products 
which are being test-marketed in 
Atlanta, Memphis, Savannah and 
other cities. These new products 
will be introduced into the Apex 
advertising schedule early next 
year. 

Apex was founded by the late 
Mme. Sara Spencer Washington, 
leading authority on Negro hair 
problems. The business she found- 
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NBC Radio Pian: 
Affiliates io Sell 
Unsold Net Time 


(Continued from Page 1) 

e In addition, the network has 
started what it calls a “hot line” 
service enabling it to feed bulletins 
to all its stations at any hour of 
the day or night on two minutes’ 
notice whenever the news war- 
rants. 


e “Monitor,” which has a strong 
sponsor lineup for the weekends, 
will be expanded to include two 
hours—8 to 10 p.m., EST—on Fri- 
days as of Jan. 18. 


e The Monday-through-Friday 
daytime schedule will be jived up 
with a strengthened “Bandstand” 
in the mornings and personality 
shows and dramas in the after- 
noons. Negotiations currently are 
going on for personality programs 
to fill the 9 to 10 p.m., EST, spot 
Mondays through Thursdays. 


e Station breaks, which are now 
30 seconds, will be elongated to 70 
seconds to leave room for full min- 
ute local cut-ins. 


e Effective Jan. i4, affiliates will 
be permitted to sell any open com- 
mercial positions in network pro- 
grams, with the network having 
the right to recapture the time— 
reportedly within 14 days—in the 
case of a network sale. Stations do 
not have to share the revenue 
made on such sales with the net- 
work. 


@ When asked approximately how 
much network time is likely to be 
available for sale locally by the 
stations, Mr. Culligan indicated 
that it will vary depending on the 
time of year and the show. “Moni-. 
tor,” which has been in the black 
since April, is pretty well sold out 
for November and December, for 
example. As of November, with 
“Monitor” 100% sold, about 55% 
of the network schedule is spon- 
sored. 

Mr. Culligan and his aides hope, 
however, to have the “sold” sign 
on several of the current sustaining 
periods by the time Jan. 14 roils 
around. 


® NBC Radio executives reported 
a favorable reaction to their new 
program plans from the 30 affili- 
ates who attended the meeting in 
New York and also the 26 affiliates 
who met in Chicago. Following the 
session, the network announced 
that it would increase station com- 
pensation for network business 
7%% as of Jan. 1. (CBS radio 
raised its compensation to stations 
about 6%% in August.) 


Washington Adclub Names 
Allen tor Achievement Award 

George H. Allen, director of 
Sales promotion of McCall’s, was 
presented with the Advertising 
Club of Washington achievement 
award at a special luncheon Nov. 
13. Mr. Allen received the award 
for the “crystal- 
lization and de- 
velopment of 
the togetherness 
theme, both as a 
trademark of a 
great magazine 
and as a defini- 
tion of a new 
American pattern 
of living around 
which he has ral- 

lied the support 

re ree national 
business community.” 

Recent winners of this award in- 


schools of beauty culture, an au- 
ditorium in Atlantic City and one 


ed now includes a system of Apex 


\clude David E. Sarnoff, Robert F. 
,Wagner, David Ogilvy, William 
|Zeckendorf and Bruce Barton. 
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NOTICE 
Due to the Thanksgiving 
Holiday, the 
deadline for all 
classified and display 
ads for the November 26th 
issue will be Noon, 


Tuesday November 20, 1956 


ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


MEXICO 
Medium-sized Mexican Agen 
seeks connection with U. < 
Company to, service their ac- 
counts. 

Producciones Jaime del Campo, 
S. A. de C. V., Av. Chapultepec 
151-203, Mexico 6, D. F. 


Apparel 
Account Executive 


Unusual opportunity for seasoned 
account executive experienced in 
national advertising and merchan- 
dising of soft goods. 

Besides strong comer back- 

round, he will need thorough 
nowledge of store promotion 
and retailers’ needs. 

Position is in Portland—a won- 
derful place to work and live and 
raise a family. 

Write immediately 
dence, to 


Botsford, Constantine & Gardner 


If you're in the East or Midwest, 
po sat D. M. Boteford, 261 Madi- 
son Avenue, New York. If in the 
West, write Bryce Spruill, 115 
S.W. 4th Ave., Portland, Oregon. 


in confi- 


WANTED 
PUBLISHER'S REPRESENTATIVE 


Key areas for national paid circu- 
lation weekly magazine to auto- 
motive dealers. 

_ Box 290, Advertising 
200 E. Dlinois St., Chicago 11, Ill. 


HELP WANTED 


HELP WANTED 


Advertising Age, November 19, 1956 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


PARTNER WANTED, L.A. AGENCY 
Vigorous, young, highly regarded Los An- 
geles agency needs strong working part- 
ner with successful agency background 
Now billing % million in consumer ac- 
counts, wi substantial immediate new 
busi prospects. Minimum $12,000 in- 
vestment. Your confidence respected. 

Box 9117 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 
Space sales—Nationa! advertising repre- 
sentative organization, newspapers and 

i Although will work mainly on 


ELECTRONICS COMPANY WANTS 
VERSATILE PUBLIC RELATIONS MAN 
This is a new position in our small but 
|rapidly growing development and manu- |} 
facturing firm. We need a man to handle | 
public relations, demonstrate electronic | 
| equipment to customers, write copy for | 
| advertising and equipment literature and | 
| in general help promote the company and | 
| its products. Must have electronics back- | 
ground at least equal to first class ama- | 
teur radio operator. Write to Mr. M. L.| 
Jacksen, Vice President. | 
, CGS Laberateries, Inc. 

381 Ladiew Street 
| Stamford, Cennecticut 


ARE YOU A GOOD PROMOTION MAN) 
LOOKING FOR AN EXCELLENT OP. | 
PORTUNITY IN A PROGRESSIVE TELE- | 
VISION STATION? WE HAVE AN OPEN-| 
ING FOR A DEPARTMENT HEAD WHO | 
CAN DIRECT THE WORK OF OTHERS | 
AND IS CREATIVE HIMSELF. GIVE US| 
COMPLETE INFORMATION ABOUT)! 
YOUR EXPERIENCE AND TRAINING | 
AND WE WILL RESPOND WITH ALL 
DETAILS OF OUR OPERATION AND 


magazines, must have some experience on 

newspapers. Age 25-30. Excellant oppor- 

tunity for sound future. Good salary. 
Box 9116 ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y 


ADVERTISING MANAGER 
* Complete charge for man able to expand 
with growing diversified agricultural pub- 
lication. Must direct others as well as sell 
national and local accounts, himself. Crea- 
tive ability and adaptability important. 
Send resume of experience, starting salary 
desired, for details about job. 
Box 9119 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALES 

We are looking for an experienced man to 
represent us in the Ohio-Western Penna. 
area, working out of Cleveland. For a 
man of poise and intelligence, able to talk 
to major sales and advertising executives, 
and not afraid of big league competition, 
this is a once-in-a-lifetime opportunity. 
Apply by letter only to 

Angus Ray, PACKAGE ENGINEERING, 
1791 W. Heward St., Chicago 26, Mlinols. 


|THE JOB. 
Bex #077, ADVERTISING AGE 
200 E. Miinols St., Chicago 11, Mlinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE Aa 3-444 
Bankers Bidg. Chicago 3. 
Advertising and Sales 
Premotion Man 
For rapidly expanding firm. A young man 
to work closely with Sales Department 
and Advertising Agency. Salary commen- 
surate with ability and experience. Indus- 
trial Advertising experience and graphic 
arts knowledge essential. Many company 
benefits. Write fully and confidentially to 
Box 9098, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MEDIA BUYER 
4A f-the-south agency has a top 
flight opportunity for an experienced 
woman media buyer. Supervise depart- 
ment and prepare plans in all media. If 
you are interested in working and living 
in a lovely Southern city please writ— 
Box 9114 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


PHOTO ENGRAVING SALESMAN 
In Chicago's fastest growing plant. Have 
day and night service of good quality. Will 
pay good salary, plus good commission to 
man with established business. 

Box 9115 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA 


If you have three years experience as a 
Space Buyer in a large advertising agency, 
but feel that the opportunities to advance 
are limited, this opportunity will interest 
you. 


A leading New York Advertising Agency 
has an attractive offer for experienced 
Space Buyer handling nationally adver- 
tised brands. Salary: $8,500-9,500. ‘It inter- 


LOOK NO FURTHER... 

Hire this young adv. copywriter! 7 " 

exp. All media. Fast, versatile writer. nm 

Pp and execute complete campaigns. 

Adept client-contact; strong on details. 

Box 9120, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
COMBINATION OFFER! 

Latch on to this sales and adv. producer 

who wants opportunity and responsibility 

with agency or company. Currently with 

br. office of lar; ad agency. 8 yrs. suc- 


east. Top producing record on consumer, 
trade, farm publications. Will show proof. 
Take advantage of my top agency and 
company contacts, fine reputation, youth, 
energy and ambition. 

Box 9128, ADVERTISING AGE ‘ 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


cessful sales background in food, p 
ing and gift fields. Agency experience in- 
cludes copy, new business selling and con- 
tact—mainly with food and ag accounts. 
Age 32, family man, will relocate. Write 
for resume, then let's get acquainted. 
Box 9121, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CONT-OFF MGR—Thoroly exp ad agency 
methods, procedures; prep, analyze re- 
ports, costs, budgets, forecasts; pers mgmt. 
Remove administrative cares from crea- 
tive people. 

Box 9123, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PRODUCTION MAN 
Ten years with one 4A agency-prior 
graphic arts background-wants to re- 
7 with growing agency in South or 


Box 9124, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING PRODUCTION 
SUPERVISOR 
Capable of working with planning staff in 
advisory capacity, as to time and cost fac- 
tors and production ideas. , 
Excellant knowledge of graphic arts tech- 
niques in all phases, limitations and qual- 
ity to be expected of each. 
Capable of reviewing ideas or approved 
copy and layout prior to submitting to 
graphic arts supplier. 
Able to review proofs during production 
stage and supervise corrections or im- 
provements. 
Capable of estimating approximate cost 
for planning purposes. 
Capable of directing or selling production 
ideas to planning staff. 
Box 9125, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ested, send resume stating age, 
military status, and experience to 

Box 9118 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


EXPERIENCED A.E. & COPYWRITER 
Pro with fifteen years broad experience 
seeks challenging job with real oportunity 
Has handled both industrial and consumer 
Sound planner. Believes ads are 


Wanted—January ‘57 - Outdoor Advertis- 
ing Salesman te assist head of firm. 
Prominent painted display company with 
exceptional growth record, offers a gen- 


uine opportunity to an experienced pro- England 


ducer in local and national sales. Good 
starting salary and unlimited future. Sin- 
cere creative man with good background 
will advance to position of trust and re- 
sponsibility. Moving expenses paid. Send 
complete resume in full confidence. 
Box 9130, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
208 S. State St. Ha 7-1991 Chicago 


NEW ORLEANS daily in 80th flourishing 
year has vacancy in retail ad department 
for experience, successful, creative sales- 
man, 23 to 35. Salary, bonus, auto allow- 
ance (in-city travel only), staff benefits. 
Send persona! history to: 
John W. Zaring 
New Orleans Item 
New Orleans, La. 
-_— me ee ee Ro 
EXECUTIVE; RADIO-TELEVISION-FILMS 
Desires key oo as administra- 
tor of Radio-Tv artment in Adver- 
tising Agency or Industrial Corpora- 
tion where advertising knowledge can 
be applied with profit. Over twenty 
years’ experience in Radio and Tele- 
vision covering every aspect of cre- 
ative programming. Complete knowl- 
e of budgets, talent, contracts 
an ops Salary range $20,000 
to $25,000 depending on other con- 
siderations. Available January . . 
Will relocate. 
Box 337 ADVERTISING AGE 
§ 480 Lexington Ave., New York 17, N.Y. & 


Think creatively 


MEDIA SUPERVISOR 
TOP CHICAGO 
ADVERTISING AGENCY 


Seldom does an opportunity like this occur. We're expanding 
and need to add a top flight Media Supervisor to our present 
staff to handle several large national consumer accounts. 
Responsibility will be to supervise the preparation of compre- 
hensive media plans, including all media—radio, TV, maga- 
zine, newspaper, outdoor, etc. 

IF YOU: Are between 33 & 44 years of age 
Have several years of consumer 
media experience 
Want to work with all media 


Write expressively 


Seek greater opportunity in a large 
national advertising agency 


Write immediately to Box 335, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


meant to sell. Subscribes to neither cute 
copy nor double martini school. Present 
salary over $15,000. Will consider less if 
enough. East or New 
preferred. 
Box 9122, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALES MANAGER - PLUS 
Familiar with farm, hardware and garden 
equip. mkts. Also know all phases adv. 
and sales prom. Excellant contacts. Age 33. 
Box 9126, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE PUBLICITY 
Experienced writer. Industrial or farm 
. Per job or retainer basis. 
Box 9127, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED 
“WORKING” COPY CHIEF 
By $10,000,000 Agency 


If you believe you can successfully 
fill the top spot with an exceptional- 
ly keen, fast-growing Chicago Ad- 
vertising Agency in the $10,000,000 
billing bracket, this advertisement 
is meant for you. Here are things 
we seek: Package goods experience, 
preferably including cosmetics and 
drugs; the ability to produce stimu- 
lating, effective ideas; forceful writ- 
ing and intelligent copy direction. If 
you can fill these requirements— 
and if you're a team worker, with 
ability to inspire others—there’s a 
top salary for you here with un- 
bounded opportunity. Our accounts 
are leaders; our people are pros. 
Send resume to Box 343, Advertising 
Age, 200 E. Illinois St., Chicago 11, 
Ili. Our staff knows of this ad. 


PUBLIC RELATIONS & 
PUBLICITY MAN 
Public Relations and Publicity man 
for National Chain of Restaurants. 
Full time job in Chicago—Salary 
open. Write letter stating back- 
und and recent experience. ly 
x 342, ADVERTISING AGE, 
E. Illinois St., Chicago 11, Illinois 


“AVANMABLE TWO DAYS WEEKLY 
TOP LEVEL — LOW COST 
ADVERTISING, SALES 
PROMOTION EXECUTIVE 
After organizing multi-person de- 
js eng of national vertiser in 

—~ — and maintaining result 
reco for eight years, am. lone- 
some for — and can offer — shirt 
sleeve attack. two days each week, 
on promotion, merchandising and 
advertising problem of non-com- 
petitive consumer product or prod- 
ucts sold —~- - Drug, . 
ment, Variety Stores or Super- 


Marts. 
Adaptable. 
and art-sc 
strength in graphic arts production, 
point-of-purchase displays, pootust 
sheets, catalogs. sales portfolios and 
as well as shows and 


co-op 
conventions. Solid in Public and 
Industrial Relations (including house 


7 and sales school or- 
izer. Cooperative team player. 


tion sec in - 
- yy cena 
° nce. 

Box 334 ADVERTISING AGE 
200 E. Iilinols St. Chicago 11, Ill. 


organs) as well. Personable, well- 
met 


FARM COPY WRITER 


with the experience to write 
volume copy on feed, seed, fer- 
tilizer dairy uipment. 
Farm papers, radio, , direct 
mail. State specific farm prod- 
ucts written for and years of 
experience on each. Also men- 
tion any experience on indus- 
trial consumer accounts. 
Old, established medium-size 
advertising agency west of Chi- 


cago. 
Box 338, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


PRODUCTION MAN, HEAVY ON 
MAGAZINE LAYOUT, FOR 
LETTERPRESS PUBLI- 


200 E. ILLINOIS ST. 
CHICAGO 11, ILLINOIS 


@eeeeeeveee02e eee 
SR. COPYWRITER 
$20,000 - $25,000 
Well-known Midwest agency seeks 
man with solid history cosmetics 
or related beauty products. Must 
possess unusual flair 

concepts, with P 
= t media. Radio-T e 
Ipful, but not manda f° 
qualified, contact me in con 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
202 S. State. Chicago 4, WAbash 2-5020 
eeeeseeeeee eee 


Your Next 


A.£. or Advertising Manager 


Merchandising, Sales Promotion, Marketing, 
Advertising and Public Relations Rupert 
ence: Presently, ass’t acc’t ex. merchandis- 
ing, —_ agnaey 
and sales prom. 
editor trade book field 
Background: Automotive, — 
electronic, construction equipment, 
ing ware and building products, 
paper products, farming, liquor. 


M. S. Journ, B. A. E 32, married, 
2 aoe veteran. 315,006 a. ' 


Rox 340, Advertising A 
200 BT eats FE 10. 


electrical and 
plumb- 
and 


Publisher's Representative Wanted: — 
Established merchandising trade magazine 
for Middle West territory. Currently bill- 
ing about $75,000. Give details including 
staff and publications now represented. 
Box 9129, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
SPACE SALESMAN WANTED 
We are looking for sales trainees to se!! 
advertising space for Chemical Engineer - 
ing or Chemical Week. No selling expe- 
rience necessary. Age requirment 21-30 
years. Opportunities unlimited. Send com - 
plete resume or phone for appointment 
Contact Steven J. Shaw, Advertising Sales 
Manager, Chemical Engineering-Chemical 
Week, McGraw-Hill Publishing Co., 330 
West 42 St.. New York 36, N.Y. Phone 
Longacre 4-3000, Ext. 693. 


MISCELLANEOUS 
NEW PRODUCT IDEAS—NEW MARKET 
IDEAS! 


Prolific source of ideas for new products 
and new markets for established items 
Specialists stationary; school field, but 
will tackle any problem. Lerner Creations. 
2003 E. 33rd., Kansas City 9, Missouri 
PERSONAL NOTICE 
Cyrus: If your agency has a client that 
packs a free | dry solid, 
contact me at once. e have just 
perfected an automatic measur- 
ing device that 


up to a gal. pouring 
amount of cereal, soap, 
tomatically. Might make you fel- 
lows a hero with the account (or 
prospective accounts) 
sent it first. Call, write or wire 
me at United States Metered Con- 


tainer Corp., 527 Madison Ave., 
New York 22, N.Y. Plaza — 
n 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


107 NM. LASALLE. CHICAGO = HLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Walter Lowen 


PLACEMENT AGENCY 


varters sine 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives @ ow @ Art @ Office 
Please write — outlining your 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Wanted: 
BRIGHT YOUNG MARRIED MAN 


New television plans of national ad- 
vertiser need your touch as administra- 
tor. Intelligence and personality defi- 
nitely more important than TV 
experience. Prefer background with 
national advertiser or agency. Related 
projects and more responsibility are 
youre as quickly as you're able to 
andle them. 

You'll enjoy the family, social and 
cultural advantages a medium-size 
college community just two rail hours 
from Chicago. 

Tell us about yourself, including 
photo and salary requirements. 


Box 341, Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 


CREATIVE CONTACT MAN 
WHO WANTS TO GROW 


Here’s a chance to step up, make 
your mark with the Chicago office 
of a respected national advertis- 
ing agency. Work with top man- 
agement of famous accounts in 
planning and day-to-day contact. 
elp continue the recent expan- 
sion of a friendly, intimate organ- 
ization of professionals. Assist in 
new business development. use 
every phase of agency ~ rvice 
in all media. 
This opening is for a versatile man 
with creative ability, although 
copy is not a prime responsibility. 
Appliance experience with agency 
or manufacturer is desirable. 
Responsibility and recognition 
will come to the right man. Start- 
ing salary: $8,000 to $10,000. 


Box 333, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 
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SELLING MANAGEMENT? 
One of New York's leading industrial and 
pac design organizations seeks part- 
time sales assistance from men with en- 
ree to manufacturing executives in New 
. New Engand, W: la- 
iphia and New Jersey. If you are now 
yn our plan may 
be of sy to 
x 339 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Philco Confirms 
Purchase of 


Bendix Line 


Our 45th Year 
MKT. DIR., exper. Gaehen. 
‘0 


. COPY-CONTACT indust. 
a automotive desir.) $11M 
COPY, young. Potential star 
still low on horizon 


GLADER C {ORPORATION 
“The Agency's Agency’ 
Don Harris, Dir. Adv. 
110 S. Dearborn CE 6-5353 Chicago 


7 


UNUSUAL OPPORTUNITY 
FOR UNUSUAL AGENCY MAN 


Owner-president (nearing 60) of well-estab- 
lished 4A agency, billing $2,000,000 and 


serving name accounts, seeks man of obvious 
and proved abilities to take over as president 
and part owner (first minority, then majority) 
as quickly as he can demonstrate his. abilities 
on the job. If interested—and if you can 
qualify—write in full confidence to: 
Box 344, ADVERTISING ae 
in) Lexington Avenue New York 17, N. Y. 


(Continued from Page 3) 
today Philco had refused to con- 
firm or deny that it’-was purchasing 
Bendix. 

Philco’s official word of the pur- 
chase presumably also confirms 
that Batten, Barton, Durstine & Os- 
born, Philco’s new agency, will add 
the Bendix business to its roster. 
Compton Advertising has been the 
Crosley and Bendix agency (AA, 
Nov. 5). 

In October it was reported that 
the Crosley line of appliances 
would be dropped entirely, and 
while there is no confirmation of 


& rss 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FReaklin 2-3280 


Lay out & 


prose ee 


AMERICAN HOME PRODUCTS affili- 
ate, ethical pharmaceutical house, offers 
interesting, challenging opportunity to 
man 25-35 qualified to handle layout/ 
typography / production for house organ. 
variety of product literature. Growing 
midwestern city (25,000 pop.) where liv- 
ing is easy. Promising future, congenial 
associates. Salary open. Write, giving 
qualifications, salary requirement. Box 
329, Advertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


ACCOUNT EXECUTIVE 


Excellent opportunity to make fast 
headway on major industrial ac- 
counts. Requires ability to plan and 
create sound campaigns—advertising 
and sales promotion—and to work 
with client's managers and engineers 
on marketing problems. May now be 
in agency or advertising department. 
Write and outline your qualifica- 
tions. 
The Griswold-Eshleman Co 
1400 Terminal Tower 
Cleveland 13, Ohio 


allied fields. 
a intment on 
moi 308 A ag + a 
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Counselors 
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Wanted by a highly successful 
and reputable Connecticut manu- 
facturer in the paper industry for 
over 100 years. Age 28 to 35. Man 
wanted will have at least five 
years experience in a New York 
agency doing Sales -Promotion 
work for accounts in one or sev- 
eral of the following fields: sues. 
cosmetics, food, consumer 

ware, rubber goods or = 
He will have a sound know 
of marketing and of market re- 


| equipment to the Philco line makes 


this, Philco apparently gets only 
rights to the Crosley licenses, pat- 
ents and trademarks outside of the 
U.S. and Canada. 


® While no price was disclosed in 
the official announcement, unoffi- 
cial estimates place the price at 
about $6,000,000, with adjustments 
for inventories, which are believed 
to represent the biggest item of the 
total price. 

James M. Skinner Jr., Philco 
oresident, said Philco has acquired 
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Mom and the kids at the shelter 


Market. Pop parks in parking lot and waits, Loudspeaker informs 
Pop when Mom is through shopping. Pop picks up Mom, kids and 


groceries at sheltered exit. Ferry 


ad in the Bulletin, Norwich, Conn. 


UNDERCOVER STUFF—‘“Genial Joe” Ferry has neatly solved the prob- 
lem of how to shop when it’s raining and not get wet. Pop deposits 


ed entrance of Ferry Bros. Super 


Bros. explains the system in this 


dry field.” 

Many of the engineers and mer- 
chandising personnel who have 
been with Bendix home appliances 
division for years are expected to 
join Philco. 


New Subsidiary 
Will Handle Sears’ 
Consumer Paper 


Cuicaco, Nov. 14—Theodore V.} 


the Bendix laundry trademarks. 
patents, tools and dies, foreign li- | 
censes, and current inventories of 
equipment and parts, effective’ 
Nov. 30. 

Bendix washers and dryers will 
be marketed through Philco distri- 
|butors and dealers. A manufactur- 
ling agreement has been concluded 
‘with Avco under which Bendix 
| laundry equipment and Philco 
electric ranges will be manufac- 
‘tured to Philco specifications in 
Avco’s facilities at Nashville, Tenn. 
This augments Philco’s laundry 
equipment manufacturing opera- 
tions at Philco’s Dexter division at 
Fairfield, Ia. 


® Philco also has acquired all the 
foreign licenses of the Crosley and 
Bendix home appliances divisions 
of Avco, together with patent and 
trademark rights related to such 
licenses. Philco will service exist- 
ing Crosley products and Bendix 
home appliances. 

Philco has entered into an agree- 
ment to furnish technical assist- 
ance to Moffats Ltd. of Canada, an 
Avco subsidiary, and to furnish 
products, parts and components to 
Moffats for production of refriger- 
ators, freezers, washers and dryers. 

In the U.S., with respect to laun- 
dry equipment, Philco has acquired 
the trademarks Bendix, Duomatic, 
Economat, Dialamatic and Gyro- 
matic. Throughout the rest of the 
world, other than Canada, Philco 
has acquired these trademarks plus 
Crosley and Shelvador for laundry 
equipment, radios, television, pho- 
nographs, refrigerators, freezers, 
air conditioners and ranges. 


® Philco first entered the laundry 
business with the purchase of the 


| Dexter Co. in 1954. Since that time, 
| Mr. Skinner pointed out, Philco has} 
introduced a complete line of auto-| 
matic washers, electric and gas| 


under the Philco and Dexter trade- | 
marks. 
“Adding Bendix home laundry 


| Philco a major factor in this rapid- 
ly growing field,” Mr. Skinner said. 
“The demand for Philco automatic 
washers and dryers, announced last 


search techniques. He must be 
imaginative with excellent intel- || 
ligence and the we 5 Bi work 
with others. train and impart en- 
bens oe Salary $8,000 or more 


depending on experience. All re- 
plies held confidential. Write giv- 
ing bac 


to Box No. 396, Advertising Age. 
x 
480 Eaninaton Ave., New York 17, |) 


New York. 


| of the country. We expect, through 
| our 
‘expand rapidly in the home laun- 


June, exceeded expectations by a 
| wide margin. It has been apparent 
‘for some time that Philco must ex- 
pand its laundry equipment facil- 
ities to meet demands of its distri- 
butors and dealers in all sections 


dryers and conventional washers} 


great distribution system, to 


Houser, board chairman of Sears, | 
Roebuck & Co., 
nounced that Sears will form a 
new subsidiary to engage in the 
financing of consumer receivables. 


yesterday an- 


The subsidiary, which will be 


established before the end of the 
month, will be named Sears Roe- 
buck Acceptance Corp. It will pro- 
vide an auxiliary source of funds 
to meet the increase in Sears’ easy 
payment sales, Mr. Houser said. 


The Sears executive made it 


clear, however, that the company 


will continue selling instalment 


paper to banks, a practice Sears 
has followed for many years. 


When Sears Acceptance is in 


operation, it will give early con- 
sideration to a public offering of 
long-term debentures, 
dicated by Mr. Houser. The new |else does it, to rectify the damage 
subsidiary initially will confine its ‘done to their homes.” 

activities to the purchase of con- 


it was in- 


sumer instalment paper from 
Sears, he added. 
Saco-Lowell Buys Elliott 


Saco-Lowell Shops, Boston man- 
ufacturer of textile machinery, has 
bought a minority interest in El- 
liott Addressing Machine Co., 
Cambridge, and has an option to 
purchase the rest of the common 


stock at a future date. Elliott man- | 
ufactures 50 models of addressing 
machines; Saco-Lowell is current- 
ly manufacturing under subcon- 
tract from the Elliott company two 
models of addressing machines. 


CHARLES CHAPPELL has joined Joseph 
Katz Co. as vp and plans director 
of both the New York and Balti- 
more offices. An advertising con- 
sultant for the past two years, Mr. 


Chappell was formerly with 
Mazon Inc., Kenyon & Eckhardt 


and exec vp and creative head of 


Owen & Chappell before its mer- 
ger with K & E. 


role the national Operation Home 


Home Improvement 
Program Hits Snag 
in White Plains 


(Continued from Page 2) 
| Assn. 

There seems to have been some 
misunderstanding as to how big a 


Improvement organization was to 
play in White Plains. Here, the 
feeling is that OHI promised to 
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“erie Mars 
Account Sweetens 
Knox Reeves’ Poi 


(Continued from Page 2) 
& McDonald in 1950. AA was told, 
however, that Burnett definitcly is 
not seeking or soliciting another 
candy account. 


® First signs of the Burnett-Mars 
split came when the candy com- 
pany told the Burnett agency that 
it was reviewing its advertising 
setup and was inviting several 
agencies—including Burnett—to 
make presentations. 

It was at this point that Burnett 
decided to bow out of the picture 
completely, and resigned the ac- 
count. 

Among the final five agencies 
which were being considered by 
Mars were Earle Ludgin & Co. and 
Needham, Louis & Brorby, AA 
learned. As a result of Ludgin’s 
interest in getting Mars, it was 
dropped last week by the Fred W. 
Amend Cc., manufacturer of 
Chuckles. 


® The Amend company chose an 
unusual method of announcing the 
firing—an unceremonious letter to 
ADVERTISING Ace (AA, Nov. 12) 


‘turn over $5,600 for the renovat- 
ing, which it never did. 


® In the New York offices of OHI, 
Don Moore, assistant director, | 
maintained that no funds were 
ever promised. The chaotic state, 
of affairs now current in the 
Smith and Volpe homes has result- | 
ed because there was “simply no 
interest in Westchester” 
part of the building anc allied in- 
dustries comparable to the interest 
aroused in other areas in the coun- 
try. 

“We feel very badly about the 


failure of the industry up there to! 


organize successfully,” Mr. Moore 
said. Referring to the two unim- 
proved “improvements,” he com- 
mented, “We have plans, if no one 


out that Operation Home Improve- 
ment has had some “fantastic suc- 
“cess stories, including promotions 
‘which included the use of demon- 
stration homes, that resulted in in- 
creased home building business as 
high as 156% over the previous 
year. 

“There are literally dozens of 
| positive instances to this one nega- 
| tive note,” Mr. Moore said, point- 


| The assistant director pointed 


ling out that nowhere else in the 
country has anything similar to 
the White Plains episode occurred. 


@ Recently (AA, Sept. 10) OHI 
\reported that its campaign has 
|been so successful during the first 
eight months of 1956 that it is 
| being extended until June 30, 1957, 
with a new seal and slogan: “Bet- 
ter your living.” 

This year, the slogan, as Sam 
Smith and Silvio Volpe recall, has 
been “ ’56—the year to fix.” 


|Leeds Adds Felton, Luxo 

| Carl S. Leeds Co., New York, 
has been appointed to handle ad- 
vertising for Felton Chemical Co., 
New York, maker of fruit flavor- 
ings, perfumes and aromatic chem- 
icals. David Industrial Ad & Art 
Agency formerly handled the ac- 
count. Leeds has been named to 
handle advertising for Luxo Lamp 
Corp., manufacturer of modern 
lamps for home and industry. 


Geer, Dubois Joins Four A's 

Geer, Dubois & Co., New York, 
has been elected to membership in 
the American Assn. of Advertis- 
ing Agencies. 


on the! 


|from A. F. Rathbun, president of 


Amend. Before coming to Ludgin 
(AA, Aug. 8, '55), the account had 
been at Henri, Hurst & McDonald. 

“The Amend Co. will not name 
a new agency until Jan. 1 at the 
earliest,” Mr. Rathbun told AA. 
“I am talking to several agencies 
now, and I am in no hurry to 
‘make a decision.” 


® Mr. Rathbun said he had re- 
ceived “hundreds of calls” from 
agencies in the past three days. “I 
have been so swamped with calls 
from agencies that I don’t have 
time to sell any candy,” he com- 
plained. “Please tell everyone that 
I am definitely not interested in 
hearing from any more agencies.” 
The Amend president told AA 
that he had heard that Ludgin was 
pitching for the Mars account and 
confirmed the rumors before pre- 
senting Ludgin with a pink slip. 


NARTB Joins 
Defense Against 
FCC ‘Lottery’ Edict 


(Continued from Page 2) 
merchants who are regularly con- 
ducting certain store promotions 
which involve prizes will subject 
a broadcast station to possible for- 
feiture of its license.” 

The association said neither the 
Post Office Department nor the 
Attorney General have objected 
to this type of program and that 
the Post Office has held in similar 
situations that the mere visit to a 
sponsor’s store for purposes of en- 
tering a contest does not involve 
consideration. 


® This is the second time in recent 
years that FCC has found itself in 
court in a dispute over lottery laws. 
Previously its efforts to ban radio 
giveaways collapsed after the Su- 
preme Court said the mere act of 
listening to a program in order to 
learn the answer to a quiz question 
would not constitute “considera- 
tion.” 

Now FCC seeks to show that 
“Play Marko” does not come under 
the giveaway decision. It says the 
Supreme Court ruling was limited 
to situations where the listener did 
not have to leave his home. In the 
commission’s opinion the fact that 
the public must go to the store 
where the sponsor’s products are 
sold in order to obtain a “Play 
Marko” card raises new legal ques- 


tions for the courts to consider. 
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Duffy Sees Agencies Reentering TV 
as Co-Producers ‘to Protect Clients’ 


(Continued from Page 1) 
agency must have specialists with 
tv and show business backgrounds 
of the sort that will enable them 
to understand the problems of live 
and film production and to make 
creative contributions to their 
solution. He suggested that the 
agencies may have to hire some of 
these people from other phases of 
show business. 


@ Mr. Duffy then outlined the ul- 
timate effect which he believes 
that the agency’s co-producing 
stature will have on various seg- 


‘* ments of the industry as follows: 


e The package producer. It will 
help to secure the success of com- 
petent, talented producers, who 
‘ may have been struggling to make 
a go of it alone. The risk of can- 
cellation after a 13-week period 
will be reduced, with the agency 
and the producer already having 
worked together to get the show 
the way they want it before it goes 
on the air. It also means that the 
producer has a better chance of 
being consulted by the agency on 
future shows. 


@ The sponsor. The agency’s co- 
producing role on the show will 
mean that the client’s “wishes will 
be transmitted as quickly and as 


Madison Ave. Couidn’t 
Do Ike Justice: Dutty 

In his speech before the Radio 
& Television Executives Society, 
Mr. Duffy defended the role of the 
“Madison Ave. boys” in the recent 
Presidential campaign. The head 
of the agency which handled the 
GOP in the campaign dismissed as 
nonsense reports that “we tried to 
make an actor out of Ike.” He said 
television was merely used as a 
vehicle to show Ike as he actually 
is and that “if television did 50% 
justice to the man, I personally 
consider it a triumph—that is how 
great Ike really is.” 

Mr. Duffy said, “Good advertis- 
ing can never sell a bum product.” 
Before Democrats in the audience 
had a chance to react, he hastily 
added that he did not consider 
Adlai Stevenson a bum product. 


effectively as possible into the 
final product. It eliminates for the 
client most of the risk of buying 
into a product that never stands 
up to the pilot film. It adds, for 
the client, an extra creative di- 
mension to the production of a 
quality series. And it assures the 
fact that the agency will be as 
aware of what is going into the 
production of the series as the 
producer himself. In other words, 
it gives the advertiser his real 
dollar value for what he pays.” 


e@ The agency. “Aside from the 
fact that it creates a heavy load 
for agency programming person- 
nel, this new sort of operation 
guarantees the agency a much 
closer liaison between the other 
two interested parties—clients and 
producers. The solving of minor 
day-to-day problems probably 
will eliminate the big ones that 
used to crop up ‘out of the blue,’ 
so to speak.” 


those critics who will accuse the 
agencies of (1) being more in- 
terested in commercialism than 
art and (2) encroaching on pro- 
ducers. He said precisely the op- 
posite is true, since agencies are 
being forced to get into the field 
in a search for better programs, 


that four years ago talent for a 
half-hour film show cost in the 
neighborhood of $25,000. Three 
years ago, it was up to $30,000. 
Similar shows bought for the cur- 
rent season run between $35,000 
and $38,000. For the 1957-58 sea- 
son, this figure will be in excess of 
$40,000. 

“A good one-hour live dramatic 
show, not too long ago, cost around 
$40,000 or less in talent charges,” 
he said. “We have just been ex- 
posed to some projected one-hour 
live dramatic shows for the 1957- 
58 season. These were good shows, 
with fine people in ‘charge, but 
they were not spectaculars. How- 
ever, they were budgeted in the 
neighborhood of $60,000 to $80,000. 
An hour variety show that we 
talked to a producer about had 
an initial budget of $147,000 for 
talent charges alone. In addition, 
time charges have been rising as 
networks have increased their 
facilities. 


® “Costs cannot keep rising for- 
ever, mainly because that kind of 
money is getting scarcer and 
scarcer. Fewer and fewer spon- 
sors can afford a network show 
every week. Co-sponsorship is an 
accepted way out. So is multiple 
sponsorship, despite the fact that 
some product identity is naturally 
lost in the latter system. 

“But if the traffic can’t bear 
a much higher tariff, it’s also a 
cold hard fact that prices aren't 
likely to get much lower,” Mr. 
Duffy said. 

Mr. Duffy asserted that the 
day of “expensive programming 
meaning good programming” is a 
day of the past, that the current 
goal is good creative programming 
at controlled cost. 


No Changes Planned 
by F. W. Dodge in Buy 
of ‘Modern Hospital’ 


New York, Nov. 15—No major 
personnel and operations changes 
will result from the sale of Mod- 
ern Hospital Publishing Co. and 
Purchasing Files Inc. to F. W. 
Dodge Corp. last week (AA, Nov. 
12), according to the purchaser. 

The two companies, which have 
headquarters in Chicago, publish 
Modern Hospital, Nation’s Schools, 
College & University Business and 
Hospital Purchasing File, a catalog. 

Raymond P. Sloan, president of 
both corporations, will become 
chairman of both boards of direc- 
tors and Howard Barringer, pres- 
ident of F. W. Dodge, will become 
president and director of both 
companies. 

Robert F. Marshall and Judd 
Payne, vps jointly in charge of F. 
W. Dodge Corp.’s magazine and 
book division, will become vps 
and directors of the newly ac- 
quired companies. 


s All of the other present officers 
and directors of Modern Hospital 
Publishing Co. and Purchasing 
Files Inc. will continue in their 
present capacities and the two cor- 
porations will remain at their pres- 
ent address in Chicago. 

Mr. Barringer and Mr. Sloan 
said in a joint statement: “The 
specialized services of the hospital, 
school and college magazines, as 
well as the Hospital Purchasing 
File, will complement the publi- 
cations and services of F. W. Dodge 
Corp. to the mutual advantage of 
our organizations and the impor- 
tant groups we both serve. We re- 
gard the consolidation of forces 
that has been worked out as being 
a definite advance for all con- 
cerned.” 


New ideas tor gifts that sparkiet 


Advertising Age, November 19, 1956 


SPARKLE—Fos- 
toria Glass Co. is 
providing dealers 
with point of sale 
material to tie in 
with this color 
bleed spread in 
the December 
House & Garden 
(the left page 
lists 300 partici- 
pating stores). 
The promotional 
materials include 
a display table- 
cloth in Fostoria 
red, ivory, tur- 
quoise and dark 
blue, a tabletop 
unit with Fostor- 
ia’s insignia, ad 
mats and sugges- 
tions for displays 
and windows. 
Fuller & Smith & 
Ross, Cleveland, 
is the agency. 


ANA Head Tells BPA One Basic Audit 
Is Needed for Business Publications 


(Continued from Page 1) 
insufficient number of members 
were in attendance or represented 
by proxy to adopt the revisions. A 
special meeting will shortly be 
called for that purpose. 


® Arthur A. Kron, exec vp of 
Gotham-Vladimir Advertising and 
retiring board chairman of BPA, 
expressed his gratification that 
there has been no major controver- 
sy in the advertising press during 
the past year on paid vs. non-paid 
circulation. He attributed this to 
better understanding among ad- 
vertisers and agencies, as well as 
publishers, that there is room for 
both types’ of circulation in the 
business paper field. Mr. Kron was 
requested by the members to con- 
tinue to serve as an ex officio 
member of the executive commit- 
tee for the ensuing year. 

Adin L. Davis, president of BPA, 
reported that the organization’s 
membership is now 615, an alltime 
high. This consists of 436 publica- 
tions, 92 advertisers and 87 agen- 
cies. Twenty-five years ago, he 
said, the total membership was 35 
publications. 


= Newly elected officers for the 
coming year are Joseph F. Hob- 
bins, advertising manager, Ana- 
conda Co., New York, chairman; 
Howard G. Sawyer, vp, James 
Thomas Chirurg Co., Boston, vice- 
chairman; Kingsley L. Rice, presi- 
dent, Technical Publishing Co., 
Chicago, secretary, and George T. 
Hook, publisher, Iron Age, Phila- 
delphia, treasurer. Adin L. Davis 
continues as president and manag- 
ing director. Newly elected direc- 
tors include: 

Advertisers: Robert Gray, man- 
ager, advertising division, market- 
ing department, Esso Standard Oil 
Co.; Kenneth Walters, consultant 
on media relations, General Elec- 
tric Co., and Charles McGonough, 
director, public relations, Combus- 
tion Engineering Inc. 

Agencies: John Flannigan, me- 
dia director, McCann-Erickson. 

Publishers: Ted W. Mayborn, 
president, Associated Publishers, 
Dallas; Richard S. Kline, general 
manager, Gardner Publications, 
Cincinnati, and T. Richard Gas- 
coigne, co-publisher, Hayden Pub- 
lishing Co., New York. 


‘JOIN SOME AUDIT 
GROUP.’ NIAA URGES 

New Yorx, Nov. 15—To supply 
advertising buyers with impartial 
circulation facts and to protect 
publishers against unfair competi- 
tion, the National Industrial Ad- 


vertisers Assn. today urged all 
non-audited business publications 
to join an independent circulation 
audit bureau. 

A resolution initiated by NIAA’s 
media practices committee and ap- 
proved by its directors has been 
sent in a letter to business paper 
publishers by the association. 


® Harold A. Wilt, chairman of the 
committee and a media director of 
J. Walter Thompson Co., empha- 
sized in the letter to publishers 
that facilities now exist for audit- 
ing of both paid and non-paid 
circulation, or any proportional 
mixture of the two. 

Latest figures show that only 
one-third of 2,447 business maga- 
zines listed by Standard Rate & 
Data Service are audited by in- 
dependent bureaus, Mr. Wilt said. 


Smirnoff Photog Wronged 

In last week’s issue AA repro- 
duced two takeoffs on ads that 
will appear in the first issue of 
a new humor magazine called 
Trump. One was of a Smirnoff ad 
and the caption stated that the 
photo of the ad was taken by the 
same photographer that does the 
much-talked-about Smirnoff ads. 
The publishers of Trump have in- 
formed AA that this information 
(given to AA by Trump) was in- 
correct. The Trump takeoff ad was 
photographed by Jerome Yules- 
man, New York photographer; 
Smirnoff’s photographs are done 
by Bert Stern of Bert Stern Stu- 
dios Inc., New York. 


F. SIDNEY BURT, for the past eight 
years advertising and sales promo- 
tion manager of Dant & Russell, 
wholesale lumber company in 
Portland, Ore., has been named 
assistant to the president of Carvel 
Nelson & Powell Advertising Agen- 
cy, Portland. 


Chery Newsprint 
Outlook Brightens 
SNPA Convention 


(Continued from Page 1) 
with suppliers,” said Mr. Puckette. 
| Moreover, southern newspapers 
| “are doing very well this year from 

an advertising linage standpoint. 

Only a few instances were reported 
/of losses in total linage, meantime, 
‘retail advertising continues to 
grow in volume and still represents 
the major part of the total.” 

The showing of general] advertis- 
ing was a little sobering because 
it “has leveled off and in some 
cases losses were reported through 
the first eight months of 1956.” The 
losses were traceable mostly to “a 
slowing up in the automotive clas- 
sification,” Mr. Puckette said. 


® Publishers learned from the 
newsprint mills committee that 
“capacity was increased at every 
mill in the South” this year. Ad- 
ditional plants and equipment 
have made possible a production 
boost of about 282,000 tons of 
newsprint annually. 

The postal committee told the 
publishers that observers had 
“found the course of efforts in 
Congress to increase postal rates in 
1956 difficult to understand.” 

The committee asserted that no 
postal rate legislation would prove 
“sound and fair” until the Post 
Office had been investigated as “a 
service branch” of the government 
and a study made of possible econ- 
omies that could be effected in its 
operation. 


s “Terrific employer and inter- 
union frictions” were traced by the 
SNPA labor committee to “juris-. 
dictional questions under new 
methods and processes in setting 
type.” According to the committee, 
“the ITU has made sweeping 
claims over photocomposition tech- 
niques,” basing their demands on 
“traditional claims of jurisdiction 
for all work on typesetting meth- 
ods and also on the premise of pro- 
tecting their members’ work. 

“This was done regardless of the 
problem that the new substitute 
method might be within the juris- 
dictional claims of other graphic 
arts unions,” the committee de- 
clared, adding: “Many of the 
larger cities have hammered out 
contract language on Photocompo- 
sition without definitely knowing 
what the new process involved in 
the area of costs and skill require- 
ments of personnel.” 


s A group conference for publish- 
ers of newspapers with circulations 
between 15,000 and 50,000 brought 
out a resolution on advertising rate 
determination to be presented to 
the full convention. The group 
agreed that local advertisers par- 
ticularly are confused by news- 
paper advertising “jargon” and 
that it would be better to establish 
a method of determining rates on 
the basis of the square inch rather 
than by the traditional column or 
line method. 

In another group session, for 
newspapers with less than 15,000 
circulation, about a third of the 27 
papers represented indicated that 
they increased advertising rates in 
the last 12 months. 


® James L. Knight of the Miami 
Herald today was elected president 
of the Southern Newspaper Pub- 
lishers Assn. He succeeds Charles 
M. Puckette of the Chattanooga 
Times, who was named chairman 
of the board. 

Hugh B. Patterson Jr. of the 
Little Rock Gazette was reelected 
treasurer and Tom Tanner of 
Chattanooga was renamed secre- 
tary-manager. 
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STEUART HENDERSON BRITT has been 
named administrative vp of Earle 
Ludgin & Co., Chicago. Mr. Britt 
for the past five years had been a 
vp and director of research of 
Needham, Louis & Brorby. 


Sell Goods, Not 
Rating, Radio-TV 
Men Are Urged 


Merchandising Is King 
as Station Promoters 
Hold First Convention 


Cuicaco, Nov. 16—In its first 
annual meeting, the newly-formed 
Broadcasters’ Promotion Assn. 
showed promise of becoming a 
rich bazaar for the “exchange of 
information and ideas”—as_ its 
still-damp by-laws promise— 
among clients, agencies, radio-tv 
representatives and station promo- 
tion people. 

Most of the handing in this in- 
itial “hands across the sea” move- 
ment came from the agencies, or 
from stations and reps which took 
the agency viewpoint. Their dom- 
inant theme was: “Forget the rat- 
ings; sell my products.” 

An agency research man sound- 
ed the same note, though in muted 
form. Leonard Kent, vp and re- 
search director of Needham, Louis 
& Brorby, urged the broadcasters 
to pay more attention to studying 
the views, motivations and “po- 
tentialities” of their audiences and 
less to comparing ratings, coverage 
and circulation. 


s “...The orthodox, enumerative 
type of broadcast research alone 
fails to provide much vital infor- 
mation that is needed about audi- 
ences, their motivations and other 
socio-psychological characteris- 
tics,” he said. 

“The kinds of market—as well 
as audience—information available 
consists too often of broad, over- 
all generalities rather than data 
relating to specific problems pe- 
culiar to the particular advertiser’s 
product or brand.” 

Mr. Kent pointed to another 
“neglected” area of broadcast re- 
search—the measurement of ef- 
fect. “We need not only to know 
who says what to whom, but how 
effectively our message is getting 
through,” he declared. “This can 
best be determined by the actions 
of the people who are exposed to 
our message. 

“Determination of the actual 
rather than the imputed effects of 
our advertising is a much more 
crucial problem to me than inter- 
media studies—that is, measuring 
the relative effects of one medium 
over another,” he added. 


s From other agency people, the 
more than 300 radio and tv pro- 
motion men gathered from the 
Midwest, South and East heard the 
matter put more bluntly. Freder- 
ick Gregg, account executive (on 
Birdseye frozen foods) of Young 
& Rubicam, New York, told them: 

“The rating isn’t the final thing. 
The final thing is, how good is 
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| Last Minute News Flzshes 


Kastor, Farrell, Chesley & Clifford 


hower in World War II. 


Co., New York. 


pected in three to six weeks. 


New York, Nov. 16—Oliver L. 
Mogul Co. 


of new food items which will go into test markets st 
first of the year. Immediate national distribution, supp 
tising in all major media and business papers, is pla 
the test operations. Marty Snyder, president of the 
company, was a mess sergeant at SHAEF, headquarters 


Kastor, Farrell Gets Marty Snyder Foods 
New York, Nov. 16—Sgt. Marty Snyder Foods Inc. 


as appointed 
for a number 
rtly after the 
ted by adver- 
ned to follow 
uewly formed 
f Gen. Eisen- 


to handle advertisin 


Grathwohl Leaves C&éW, Becomes Noxzema Ad VP 


‘Battrmore, Nov. 16—H. W. Grathwohl, formerly account supervis- 
or and chairman of the marketing committee of Cunningham & 
Walsh, New York, has been named vp in charge of advertising for 
the Noxzema Chemical Co. Before his association with C&W, Mr. 
Grathwohl was brand advertising manager for Co)lgate-Palmolive 
Co., and before that he was account supervisor with Duane Jones 


‘K. C. Star’ Ad Monopoly Case to Appeals Court 


Sr. Louis, Nov. 16—A U.S. appeals court yesterday took under ad- 
visement motions for appeal of convictions of the Kansas City Star and 
its ad manager, Emil A. Sees, on charges of monopoly and attempted 
monopoly. The daily was found guilty on both counts and was fined 
$5,000 by a federal court Feb. 22, 1955. Appeals court rulings are ex- 


Sears Will Increase Magazine Advertising in ‘57 
Cuicaco, Nov. 16—Sears, Roebuck & Co. will continue and expand 
its national advertising in magazines next year. A new ad push will 
start in early spring, reportedly in Ladies’ Home Journal and The 
Saturday Evening Post. Mayers Co., Los Angeles, is the agency. 


Einstein Is Named Mogul Print Media Head 


Einstein, formerly space buyer at 


Ruthrauff & Ryan, has been appointed print media director of Emil 


Barab to Parker; Weiss & Geller Boosts Silberman 
JANESVILLE, Wis., Nov. 16—Marvin Barab, managing director of 
marketing and research, Weiss & Geller, Chicago, has been appointed 
director of marketing research for Parker Pen Co., a new post, effec- 
tive Dec. 1. His replacement at Weiss & Geller is Sam Silberman, who 


has been assistant director. 


Kenneth Lane Succeeds Green at Toni Co. 


Cuicaco, Nov. 16—Kenneth E. Lane, former advertising department 


manager of Toni Co., has been promoted to director of advertising 
administrative services. The job title is new, but the responsibilities 
correspond to those of media director, a position vacated last week 
when Jack R. Green resigned to join J. Walter Thompson Co., New 
York (AA, Nov. 12). Mr. Lane has been with Toni four years. 


e Norman Gladney, vp in charge 


Reach, Yates Boosts Gladney; Other Late News 


of television and radio activities 


at Reach, Yates & Mattoon, New York, has been appointed a director 
of the agency. Mr. Gladney has also been given an option to purchase 


20% of the agency’s stoek. 


e Cunningham & Walsh, New York, is one of the agencies being given 


serious consideration by the Colgate-Palmolive Co. to succeed William 


Esty Co. on Jan. 1 as agency for Brisk dentifrice. Brisk is the only prod- 
uct left at the Esty agency still unassigned. The account is believed to 


be worth in the neighborhood of $3,000,000. 


e Robert C. Wood has been named national sales director of Storer 
Broadcasting Co., Miami Beach, succeeding Tom Harker, who is re- 


tiring. Mr. Wood formerly was Mr. 


Harker’s assistant. 


your market for my kind of prod- 
uct? 

“And you’re the one who should 
know your market,” he reminded 
the station people. “In other 
words, can you come into my of- 
fice and talk something besides a 
12 rating?” 

Mr. Gregg cited the case of a 
station salesman who gave him an 
elaborate pitch without having 
bothered to find out that that par- 
ticular market was low in cabinet 
space and had “perhaps the lowest 
per-capita consumption of frozen 
foods in the U. S.” 

He urged the promotion people 
to think up ideas which “will help 
my particular client sell his par- 
ticular product.” 


# A small-station radio operator, 
Dee O. Coe, president of WWCA, 
Gary, Ind., confirmed the view- 
point out of his own experience. 

“At WWCA, we can no longer 
sell time,” he said. “We have to 
prove we can sell merchandise. We 
have to have the-local Ford deal- 
ers screaming bloody. murder to 
the Chicago distribution commit- 
tee, then eventually to Detroit, 
then finally to J. Walter Thompson 
in New York. 

“Then we get on the schedule.” 


e Dudley Brewer, manager of the 


radio-tv department of the Bran- 


ham Co., Chicago, said accuracy 
is sometimes neglected by promo- 
tion men in their enthusiasm to 
prepare convincing material. He 
mentioned market data, coverage 
maps and success stories in partic- 
ular as falling victim to exaggera- 
tion. 

Mr. Brewer advised promotion 
men to make calls with salesmen 
in order to get a better feeling of 
what is wanted and needed. Such 
calls, he said, aid in the elimina- 
tion of certain promotion tools 
that are ineffective and, often, ir- 
ritating. 
© Dwight S. Reed, vp of H-R Rep- 
resentatives, Chicago, also advised 
close contact with brokers who, he 
said, “usually have sound ideas,” 
and can be of great help and im- 
portance to promotion men. 


AT&T Science Series Bows 

This week (Nov. 19) a tv old- 
timer, Westinghouse’s “Studio 
One,” will give up its Monday 
10 p.m., EST, spot on CBS-TV to 
a newcomer, the Bell Telephone 
System’s science series. Opening 
telecast set for AT&T, New York, 
by N. W. Ayer & Son, is “Our Mr. 
Sun,” a color documentary com- 
bining tv personalities and anima- 
tion. Others in the series will be 
presented in this time period every 
few months. 
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Convenience Food Products Are Your 
Brightest Hope, Peckham Tells GMA 


Lachner of Pabst Calls 
For ‘Greater Integration’ 
of Manufacturer, Agency 


New York, Nov. 13—Judging 
from sales records of the past 
four years, food manufacturers’ 
best sales prospects are likely to 
be in products with major built- 
in conveniences to the housewife, 
new flavors, types and sizes, ac- 
cording to J .O. Peckham, exec vp 
of A. C. Nielsen Co. 

In a summary of food market 
records for 1955 and part of 1956 
presented to the Grocery Manu- 
facturers of America convention 
today, Mr. Peckham pointed out 
that product classes having some 
items with major built-in con- 
veniences have enjoyed sales gains 
in 1955 of 33% over 1954, com- 
pared to a gain of only 21% at- 
tained by 40 key packaged food 
store commodities. 

Similarly, product classifica- 
tions that have offered new sizes, 
colors, flavors, etc., have had four- 
year sales gains of 30%. 

“The key to increased sales 
would thus seem to be increased 
value to tne consumer, whether 
through the medium of built-in 
conveniences, better packaging, 
additional types, flavors or more 
convenient sizes,” Mr. Peckham 
noted. 


® Other opportunities for the food 
manufacturer, he added, seem to 
lie in pre-cooked products and pre- 
cooked meals that fit in with the 
growing trend toward outdoor or 
otherwise informal eating habits. 

For grocery stores themselves, 
meanwhile, the growing sales suc- 
cess of chain stores, most of them 
self-service, may well point out 
where their best sales prospects 
are, Mr. Peckham said. Nielsen 
Food Index figures show that chain 
stores in 1956 are having a 10% 
increase in sales over 1955, only 
1% less than the 11% enjoyed by 
the big independents—those with 
over $300,000 annual sales. By 
comparison the smaller independ- 
ents had sales gains ranging from 
3 to 8%. 


# Mr. Peckham also listed the 
following notable trends in grocery 
merchandising and advertising 
based on Nielsen research data: 


e Television in 1955 took the lion’s 
share of grocery manufacturers’ 
advertising budgets—44.2% com- 
pared with 36.3% in 1954, 26.4% 
in 1953 and 15.2% in 1951. Tv’s 
gain was mostly network radio’s 
loss, since radio in 1955 did only 
10.3% of the advertising, having 
lost ground heavily and regularly 
since 1951, when it handled 29.6% 
of the advertising volume. 


e Major advertised food brands 
in 1956 still constitute more than 
75% of sales of 41 food commodi- 
ties covered by the Nielsen Food 
Index. The 1956 figure is 75.6%, 
only slightly off from the alltime 
high of 75.9% in 1955. 


® Apropos of the competitive pic- 
ture, meanwhile, Marshall Lach- 
ner, president of Pabst Brewing 
Co., told an executive session at 
the GMA convention that one 
answer to the growing competition 
in the food industry is greater in- 
tegration of manufacturer-adver- 
tising agency relationships. Manu- 
facturers should at all times take 
their agencies into their confi- 
dence, and agency personnel 
should be brought into all meetings 
and decisions with the closest pos- 
sible cooperation between person- 
nel at all levels. ; ; 
Clients should also ask for—and 
provide—extra services, 


especially in the creative area, 
which would spell results in pro- 
ductive areas, Mr. Lachner main~ 
tained. However, he cautioned, cli- 
ents must realize that too many 
demands for too many services en- 
danger agency costs, making it 
necessary for agencies to eliminate 
other services. 

Greater agency-manufacturer 
cooperation is especially needed in 
the development of new products 
and new product ideas, he empha- 
sized. 


® Emerson Foote, exec vp of Mc- 
Cann-Erickson, told the same ses- 
sion that national brands “must 
practice localization to a greater 
extent than ever before. We must 
be local—be thought of as local— 
to survive successfully nationally.” 
The so-called house brand which 
is now offering the greatest pres- 
sure of competition on the nation- 
ally advertised rnerchandise calls 
for increased research “to find 
out more than we presently know 
about the motivations of people 
now buying this type of mer- 
chandise,” Mr. Foote said. 


® Paul G. Willis, GMA president, 
reported that consumer expendi- 
tures for food now total $70 bil- 
lion and will top $100 billion by 
1965—in comparison to $16 billion 
in 1939. 

Food processors, he said, ‘hold a 
key position in the nation’s econo- 
my with their annual sales vol- 
ume of $40 billion. They employ 
2,000,000 people—including 6,400 
scientists—in several thousand 
factories. Today’s supermarket of- 
fers about 6,000 items, compared 
with 1,000 a few years back, and 
to sell these products the food in- 
dustry has become the largest user 
of tv-radio programs and other ad- 
vertising media. 

Mr. Willis warned, however, 
against “the growing pressure now 
prevailing in some areas for al- 
lowances, discounts and handouts 
of all kinds. In some trade areas 
this has become a regular rat 
race, with both manufacturers and 
distributors participating to see 
who can get the most. it can only 
lead us to disaster.” 


s Elihu “Robbie” Robinson, pro- 
motion director of Food Field Re- 
porter and Food Topics, reported 
to the association on a pilot study 
which indicates that impulse pur- 
chases may not be so impulsive 
after all. 

Conducted by the Topics Pub- 
lishing Co. in conjunction with 
Star Markets, a Pittsburgh food 
chain, the study showed, as ex- 
pected, that 53% of all purchases 
were additional impulse sales, not 
planned when the customers first 
entered the store. 

However, the study also showed 
that only 11% of the measured 
impulse purchases actually were 
based on emotiona! or “impulsive” 
reasons. Of these purchases, 89% 
were determined by carefully con- 
sidered motivations which were 
resolved inside the store. 


8 Certain types of products ranked 
notably high as impulse items. 
For example, 89% of confection- 
ery items were bought on impulse 
and 74% of condiments. Fresh 
meat, frozen foods, baked goods, 
canned foods, jams and jellies, des- 
serts and household supplies all 
scored higher than 50% as imi- 
pulse purchases. 

Joseph G. Foy, general mana- 
ger, Grand Rapids Wholesale 
Grocery Co., had harsh words for 
the current confused manner of 
granting the “two major selling 
tools common in our industry— 
promotional rebates and coopera- 


tive advertising.” 
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‘Columbian’ Names Four 

D. R. (Bob) Neal, who has been 
on the display advertising staff for 
five years, has been appointed re- 
tail advertising manager of the 
Vancouver Columbian. Three peo- 
ple have joined the newspaper's 
display staff. They are Larry Zim- 
merman, formerly with the Trib- 
une & Star, Casper, Wyo.; William 
A. Amell, formerly a display ad- 
vertising salesman with the Post, 
Regina, Sask., and Roy Hughes, 
who had been with the Sacra- 
mento Union. 


masonry building 
singularly different... 
Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 


who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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Serving over 100,000 non-duplicated ABC 
homes 

Call Headley-Reed TV for the comparative 
coverage story 


WKOW-TV 


Alcoa ‘Forecast’ 
Drive Featur 
Artists’ Ideas — 
(Continued from Page 2) 
| posite of the aluminum lame Alcoa 
had in mind. 

To give the French master what 
, he wanted, Alcoa had a new mate- 
|rial designed by G. Hirsch & Son, 
a light-weight tissue lame, combin- 
ing aluminum thread with silk, 
supple enough to be drawn through 
a wedding ring. Consequently, the 
ad copy reads, “There’s a world of 
aluminum in the wonderful world 
of tomorrow where the coat that 
keeps your daughter warm and the 
gown that turns all eyes to her... 


will be cut from aluminum cloth 
as silky as a butterfly’s cocoon.” 


® The ad will appear on a scat- 
tered schedule in all five maga- 
'zines during November and De- 
cember, “to achieve maximum 
viewing and remembrance,” ac- 
| cording to Alcoa. The dress itself, 
|first presented at the Paris open- 
lings and on “The Alcoa Hour,” is 
‘now scheduled for fashion shows 
across the country and in England 
and Canada. 

| The second design in the cam- 
| paign—slated to be advertised in 
mid-January—will be a wall de- 
| sign by Ilonka Karasz, painter and 
‘illustrator famed for her New 
Yorker covers and her wallpaper 
and fabric designs. 

Miss Karasz has taken the ad- 
vanced concept of heat-radiating 
jaluminum foil walls and applied it 
as a decorative feature of tomor- 
row’s home. Against a wall of 
heavy-gage gunmetal ‘aluminum 


of 28.1 in ARB! Their average quarter hour 
ran well over 70%! And look at this— 


Talking About Feature Film ae 


WGN-TV consistently delivers the top audiences in Chicago 
—dominating the feature film audience. WGN-TV currently 
programs six first run block busters each week. During October, 
two of these features came up with high quarter hour audiences 


share of audience 


WGN-TV’s Thursday 10 PM Feature Topped Every 
Show Thursday Night—Network or local 


WGN-TV 10 PM Feature 28.1 Bob Cummings 20.5 
Lux Video Theater 27.3 Playhouse 90 19.0 
Climax 26.0 Wire Service 11.9 
You Bet Your Life 23.1 Circus Time 7.8 
Dragnet 21.3 Ozark Jubilee 5.5 


Source: October ARB 


Chicago Office— 
441 N. Michigan Ave., Chicago 11 
Advertising Solicitation Office— 
220 E. 42nd St., New York 17 


West Coast Only— 
Edward Petry & Company, Inc. 


This is mot a one time occurrence. Check for yourself. WGN-TV consistently 
delivers top audiences at the lowest rates in Chicago television. 


Star light... Star bright... 


28 ee mm eee ee 


LIGHTING UP—This is part of the Alcoa spread-plus which will ap- 

pear in the December Better Homes & Gardens. An inserted Dutch- 

fold half-page spread across the bottom repeats the bottom half of 
the Christmas tree as the half pages are turned. 


Alcoa Will Glitter in TV and Print 
With Design Series, Christmas ‘Spec’ 


(Continued from Page 2) 
Hour”—two on Dec. 2 and two on 
Dec. 9—will repeat the theme, 
showing Alcoa items in a Christ- 
mas tree setting. 

Department stores in 141 cities 
will have Alcoa displays and con- 
duct promotions. More than 380 
Alcoa customers are participating 
—makers of housewares, sporting 
goods, tools and other gift items. 


s “The objectives,” said T. M. 
Hunt, Alcoa advertising manager, 


foil, Miss Karasz has created a 
huge mosaic of multi-colored 
pieces of foil. 


® The next two designs will be a 
rug using wool and tiny aluminum 
rods designed by Marianne Stren- 
gell of the Cranbrook Academy of 
Art, Detroit, and a room wall di- 
vider designed by Alexander Gi- 
rard, designer-architect of Sante 
Fe. 

Alcoa hopes to present a new de- 
sign every five or six weeks—“but 
if there’s one thing we've found 
out, it’s that you can’t rush creativ- 
ity,” John Clampitt, manager of 
the advertising section, told AA. 
“We may have all the designs 
finished by next month—or we 
may not have a single one for sev- 
eral months.” 

To ensure that the campaign 
truly encompasses good design, 
Alcoa is interchecking every ad 
and design with other designers 
and such authorities as the Mu- 
seum of Modern Art and the Car- 
negie Institute. 


® Alcoa figures it will spend about 
$1,000,000 for the designs and the 
print ads, not including tv and 
publicity—which will be consider- 
able. Alcoa’s ad department started 
working on the project in January, 
but it was not until September, 
when the Desses dress was com- 
pleted and other projects under 
way, that the campaign was pre- 
sented to the company for final 
okay. 

According to F. J. Close, Alcoa’s 
manager of market development, 
“Alcoa regards Forecast as a 
unique opportunity to make signif- 
icant contributions to our way of 
life, as well as a stimulating new 
research concepts to uncover many 
new uses for aluminum. 

“We also hope,” Mr. Close added, 
“that Forecast will give a great 
impetus to original design in alu- 
minum by making these great de- 
signers aware of the metal’s unique 
properties. These men in turn will 
carry the news of aluminum to fu- 
ture generations of designers 


through the art and design schools 


of the world.” 


Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


|“are to increase consumer demand 
|for products made of Alcoa alum- 
jinum and to obtain greatest pos- 
'sible display of aluminum gifts in 
_ department stores.” 

| At F&S&R, the program was 
| planned by the agency’s Alcoa sec- 
| tion, headed by Robert A. Jeffcott 
and supervised by John S. Manual 
and Hugh Redhead, agency vps. 
The creative department, headed 
|by Stanley Patno, developed the 
| “approach.” 

| There will be “full-scale public- 
ity,” the agency reports, including 
|feature stories about “The Stingi- 
|est Man in Town” in Sunday sup- 
'_plements and syndicates, and an 
appearance of the cast on NBC 
| Radio’s “Monitor.” On Dec. 3, NBC 
will take two color pages in Life 
to promote this and other NBC 
shows, and later it will make 40 
spot announcements about the Al- 
coa spectacular. And Alcoa and the 
network will sponsor joint news- 
paper advertising in major cities. 


# Announcements on the show it- 
self, Alcoa says, will be “of an 
educational, rather than a ‘selling’ 
nature.” Alcoa president I. W. Wil- 
son will appear. 

A 12-number show album, in- 
cluding a “Humbug” solo by 
Scrooge, was released by Colum- 
bia Records Nov. 1. The children’s 
song, “The Christmas Spirit,” fea- 
tured on “Ding Dong School,” is 
being promoted in elementary 
schools. Warner Bros. has the sheet 
music rights to the show songs. 


Ziv Sells ‘Men of Annapolis’ in 
73 Markets: Names Weis 

“Men of Annapolis,” a Ziv Tele- 
vision Programs tv film series, has 
been sold to Ohio Oil Co. for a 
13-market regional spread in the 
Midwest. The total number of mar- 
kets in which the series is set for 
spring starts now stands at 73. N. 
W. Ayer & Son, New York, is han- 
dling. 

Pierre Weis, formerly with 
World Broadcasting System, has 
been named to the top spot in 
Economee TV, Ziv-owned market- 
ing division for tv film re-runs. 
Mr. Weis has been succeeded at 
World by Dick Lawrence, who has 
been named general manager. Mr. 
Lawrence joined World Broadcast- 
ing in 1950, and was formerly na- 
tional sales manager. 


Henry Co. Opens Plant 

The Thos. P. Henry Co. has 
opened a new plant at 1177 W. 
Baltimore Ave., Detroit. The new 
building, which Henry says “is 
probably the most modern adver- 
tising typography plant in Amer- 
ica,” is &ir and sound conditioned 
and cost more than $500,000. Hen- 
ry Co. is observing its 50th anni- 


versary this year. 
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Editor Caswell Speare (right) 
visits Weighmaster John L. Col- 
ligan at New Jersey State Weigh- 
ing Station on Route 46. In 
preparing August article, 
FLEET OWNER staff inspected 
truck weighing stations from 
coast to coast. 


You Can Weigh Trucks... 
But Can You Weigh Editorial Impact? 


URE. HOW? You can survey. You can interview. You can questionnaire. But you get your 


best gage when the reader himself tells you. 


Want an example? In August, FLEET OWNER, McGraw-Hill’s magazine of trucking, pub- 
lished a 16-page booklet on ‘““Truck Weighing.” Six weeks after the article appeared more than 
600 readers had written for reprints . . . 150 congratulatory letters and reprint requests had 
come from Governors, U. S. Senators, highway commissioners, weights and measures officials 
and heads of state police. And letters are still coming in at the rate of 10 a day. 


Why such a terrific impact? Because truck weigh- 
ing has been a constant problem in the industry . . . 
because this was the first time all the known facts 
on the subject were pulled together in one publica- 
tion . . . because FLEET OWNER readers needed the 
information to do their day-to-day jobs better . . . 
and because the design, layout and writing made 
the article easy to read and simplified the under- 
standing of a complex subject.* 

This is typical of all McGraw-Hill magazines. 
Typical because their editors have a feet-on-the- 


ground awareness of what their readers need to 
help them do their jobs better. 

In the case of FLEET OWNER’s editor, Caswell 
Speare, this awareness grows naturally from his 14 
years practical experience in transportation, serv- 
ice with the U. 8S. Army Transportation Corps and 
editing transportation magazines.,And he’s backed 
up by an 8-man staff that traveled over 250,000 
miles in 1955 to get the news as it happened .. . 
looking for new ideas as they’re put to work. 

YLEET OWNER editors get around—from front 


*“Truck Weighing” is an excellent example of McGraw-Hill’s fast-reading editorial tech- 
nique for handling of complex engineering subjects. If you'd like to see a copy, write to 
Caswell Speare, Editor, FLEET OWNER, 330 West 42nd Street, New York 36, N. Y. 


McGraw-Hill Magazines 


McGraw-Hill Publishing Company, Incorporated 


330 West 42nd Street, New York 36, New York 
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office to grease pit, from “truck stops” to state- 
operated weighing stations. By going where truck- 
ing operations are, the FLEET OWNER staff can 
consistently produce articles with impact . . . arti- 
cles that help the readers do their jobs better, more 
efficiently and at a lower cost. 

Serving business as thoroughly as this is usual 
for all 34 McGraw-Hill magazines . . . covering 16 
separate areas of business and industry. Consistent 
editorial quality is the reason more than a million 
executives pay to read these magazines. It is also 
the reason that McGraw-Hill readers include many 
of the people who make the buying decisions on the 
products and services you sell. 

Reaching this alert and responsive market— 
measured in billions of dollars of buying decisions 
—is the job for your advertising pages in McGraw- 
Hill magazines. 
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